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EXECUTIVE SUMMARY 
 

Once embraced as a uniquely self-service channel, digital has become a primary 
customer engagement mechanism for self-service and multimodal assisted 
service. Banks lag other retailers in accommodating their customers’ digital-first 
expectations and must pivot quickly. A new breed of fit-for-purpose software 
solutions are ready to meet the need.  

The way people are communicating is changing. Banks must adapt to customers’ 
increasing appetite for digital engagement. As the pandemic has taught all of us, 
voice conversations no longer need a telephone. They shouldn’t. With customers and 
prospects increasingly interacting with their financial institutions digitally, banks 
need to present opportunities to interact with an agent or banker in-process and in-
app, throughout the entire customer lifecycle. Asking customers to stop what they’re 
doing to dial a phone number and navigate an interactive voice response (IVR) 
system is an experience killer and invitation to abandon a loan application. There are 
much better ways to provide human-to-human (H2H) engagement when needed. We 
show you how in this report and compare vendor solutions designed specifically to 
do this. 

We’ve moved from a world with digital to a digital-first world. Every business needs 
to become a digital business. In term of customer engagement, this means: 

• Understanding customer preference for digital increasingly includes both 
convenient, low-friction transaction enablement and convenient, 
personalized engagement. Institutions need to rethink how they engage 
customers and do so quickly. 

• Designing satisfying, low-friction user journeys across all points and methods 
of engagement that are fast, convenient, preserve context, and connect 
customers, when desired, with bankers or agents who are equipped to help 
them.  

• Supporting five essential user journeys across a variety of engagement 
mechanisms (e.g., chatbot, live chat, video chat, voice) with engagement 
orchestration and enhancement capabilities, including: 

o Skills-based routing 

o Cobrowsing 

o Digital appointment booking 
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o Live observation 

o Secure file sharing 

o Digital signature 

o Multi-agent collaboration 

Digital Customer Engagement Platforms: 
Digital customer engagement platforms are a nascent category emerging to fill the 
“white space” left by heritage channel systems. These platforms are being used to 
orchestrate and enhance H2H customer engagement across wealth management, 
consumer, business, and corporate banking lines of business throughout the 
customer lifecycle. These platforms accomplish three important objectives: 

1. Keep customers and prospects in-process and in-app. 

2. Facilitate seamless switching of methods of engagement without 
reauthenticating or entering a queue. 

3. Equip agents or bankers with the context and tools needed to effectively and 
efficiently engage with customers across a wide variety of use cases. 

Many vendors offer digital customer engagement capabilities. As this is a nascent 
solution category, capabilities vary considerably across solutions. In Celent’s view, 
there are at least four solution provider pedigrees focused on digital customer 
engagement, with many vying for the agent system of engagement role.  

Figure 1: Many Vendors Offer Digital Customer Engagement Capabilities 

 

Source: Vendors, Celent 
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Later in this report, we profile solutions from four digital-first vendors: eGain, Glia, 
Moxtra and Revation Systems. Temenos offers a unique digital customer 
engagement platform, Temenos Infinity Engage, but unfortunately declined to 
participate in this report. 

Recommendations: 

As you consider your path forward, Celent offers the following recommendations: 

• Consider your digital customer engagement strategy as part of your 
institution’s broader digital transformation journey. Resist the temptation to 
stand up a quick-fix solution when you may be better served replacing 
heritage systems with a modern, cloud-based platform. All solutions profiled 
in this report are designed to integrate with legacy systems. Some can also 
replace them. 

• Avoid the trap of building redundant capabilities. For example, an institution 
that has already built secure file exchange and digital signature capabilities 
should leverage existing investments by ensuring those capabilities are 
available across additional user journeys and across lines of business. 

• Evaluate solutions through a customer lens. Capabilities may appear 
identical on paper yet result in noticeably different user experiences. 

• Plan your chatbot strategy carefully. Celent observes substantial differences 
between similar-sounding chatbot platforms. You will likely end up with 
several specialized chatbots in operation. Plan for their careful coordination. 

• Your organization is as important as your technology. In some institutions, 
multiple organizations think they own customer engagement and operate 
independently all too frequently. Ensure you develop rich collaboration 
between contact center leaders, digital banking leaders, and marketing 
leaders. 
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A NEW PARADIGM FOR DIGITAL 
 

Too many banks still regard digital as a low-cost self-service channel. But 
customer preference for digital increasingly includes both convenient, low-friction 
transaction enablement and convenient, personalized engagement. Institutions 
need to rethink how they engage customers and do so quickly to keep pace with 
customer expectations. 

Banks have developed their retail delivery channel systems over many decades. 
Many still operate a variety of siloed technology stacks and run delivery channels 
with siloed organizations. Over the years, institutions have evolved existing channel 
technologies while introducing others. The pace of innovation was once quite slow, 
with relatively unchanged ATM functionality, for example, for several decades until 
recycling was introduced and for several more decades until check deposit 
automation became available. The advent of video teller machines, aka interactive 
teller machines (ITMs) or personal teller machines (PTMs), came 10 years later. 
Similarly, contact centers were in operation for decades prior to introducing the now 
broadly hated IVR systems. Figure 2 shows the emergence of primary retail banking 
channel systems (orange) and subsequent enhancements (white). 

Figure 2: Channel Systems and Organizations Evolved Slowly―Until Recently 

 

Source: Celent 
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Ever since the introduction of Internet banking, but more so since the meteoric 
growth of smartphones, retail delivery of financial services has been in a state of 
rapid evolution, driven by ever-increasing consumer expectations largely set by Big 
Tech and other nonbank retail businesses.  

As digital evolves from a self-service channel to a primary engagement platform, 
consumers have begun to set increasingly high customer experience (CX) 
expectations. Engagement is changing rapidly and becoming more varied, 
personalized, proactive, timely, and relevant. More than the user experience (UX), CX 
is the totality of a customer’s experience with their primary financial institution. 
These growing expectations are, of course, influenced by technology. More 
profoundly, they are also influenced by intensely customer-driven brands like Uber 
that have engaged in collaborative value creation and delivery, resulting in high 
levels of trust and loyalty. Against this backdrop, retail banking delivery is evolving 
along three dimensions: 

1. Points of engagement (where interactions occur): Consumers demand 
additive points of engagement, from desktops, laptops, mobile devices, and 
wearables to telephone, in-person (branch), and ATM/kiosk options. 

2. Engagement mechanisms (how interactions occur): Mechanisms are also 
additive and can include print, email, telephone, text, video, chat, chatbot, 
virtual assistant, social media, voice, and third party platforms. 

3. Engagement systems (how interactions are managed): Banks are evolving 
their systems of engagement from siloed channel applications to 
omnichannel enablement layers. Open banking initiatives extend channel 
systems into an interconnected ecosystem among banks and other willing 
entities. 

Figure 3: Retail Delivery Is Continually Evolving Along Three Dimensions 

 

Source: Celent 
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Although siloed channel systems remain stubbornly resilient at many institutions, a 
larger barrier to delivering a great CX is legacy thinking. Specifically, the paradigm 
that digital is for self-service transactions and in-person contact is for engagement. In 
other words, if a customer or prospect cannot get what they need done digitally, 
they place a call or visit a branch. That is how most banks operate. This sounds 
simple enough but is light years behind leading CX experiences, such as Uber or 
Zappos, which provide effortless self-service user journeys alongside seamless 
transition to assisted service, when chosen, without leaving the app. What’s needed 
is a new paradigm for digital―one that embraces transactions and digital-first 
engagement (Figure 4). 

Figure 4: Transactions and Engagement Must Be Digital First 

 

Source: Celent 

Digital-first engagement leverages the convenience of digital platforms with a H2H 
experience when customers want and need it. Umpqua Bank calls it Human Digital 
Banking and is an early mover we can learn from. 

Umpqua Bank: An Early Mover 

Umpqua Bank is a 2019 Celent Model Bank winner for customer engagement. This 
abbreviated case study of Umpqua Bank’s Go-To model will not resonate with every 
bank. We do not suggest it is a prescription for success that all institutions should 
emulate. Instead, it is a great example of an early mover that successfully deepened 
customer engagement digitally and at scale. Needless to say, having this capability 
well-oiled in 2019 served the bank and its customers extraordinarily well during the 
pandemic. 

Synopsis 

In late 2018 Umpqua Bank launched Go-To, a Human Digital Banking platform that 
blends technology with specially trained bankers to create a personal banking 
experience for all customers—regardless of income or assets. 

Go-To leverages existing technology—secure text chat (originally in a stand-alone 
app and later housed within the company’s mobile banking app) combined with a 
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back-end platform for associates—to provide every customer with their own 
personal banker devoted to their specific financial needs. Customers download the 
Go-To app to choose their banker based on experience, personality, or location. They 
can also search for a banker they work with in-store and continue to build on a 
relationship they have already established. 

Umpqua Go-To 

Founded in 1953, Portland-based Umpqua Bank refers to itself as “the world’s 
greatest bank.” Competitors may take issue with Umpqua’s spirited claim, but it is 
hard to argue with the success of what has become the largest community bank on 
the West Coast of the United States. Its growth has been the result of a two-track 
strategy of services innovation and strategic acquisitions. For perspective, in 1994, 
the bank had only six branches and $150 million in assets. Through 2017, the bank 
has grown to 183 branches with assets of more than $25 billion. The bank provides a 
broad range of banking, wealth management, mortgage, and other financial services 
to corporate, institutional, and individual customers and has a wholly owned 
subsidiary, Financial Pacific Leasing Inc., a commercial equipment leasing company. 

Originally operated as a conventional community bank, Umpqua has transformed the 
look and feel of its branches to create an entirely unconventional user experience. 
Shunning the typical institutional feel of a bank branch, Umpqua strives to create a 
relaxing space with a “cool” vibe, complete with contemporary indie music playing in 
the background, an inviting and complementary coffee bar offering Umpqua’s high-
quality gourmet coffee blend, and common space that is often used by community 
organizations after banking (Figure 5). 

Figure 5: Umpqua Bank Branch in Seattle 

 

Source: Umpqua Bank 
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Umpqua has an explicit business strategy to use technology to retain and expand its 
customer base. As consumer preferences evolve, its strategy remains consistent: 
deliver an extraordinary experience across all customer touchpoints―an experience 
that reflects and complements the distinct customer experience the company is 
known for. After establishing a reputation for physical branch innovation, Umpqua 
has now distinguished itself in the digital realm.  

As customers increasingly interact digitally, Umpqua sought a way to continue to 
deepen customer engagement even as customers visit branches less often. In 2017, 
Umpqua launched Umpqua Next Gen, a three-year strategic initiative designed to 
modernize the company, diversify and increase revenue, and streamline expenses. 
Umpqua calls this strategy “Human Digital Banking,” an approach that helps the bank 
transform into an organization that uses technology, data, and analytics to empower 
associates to build deeper, more valuable, and more profitable customer 
relationships. 

Pivotus, once a full subsidiary of Umpqua Holdings Corp. before being acquired by 
Kony and renamed as Temenos, was incubated by Umpqua Bank to combine the 
power of the startup model with the direct access to capital, customers, and 
infrastructure that only exists within established financial services institutions.  

After a yearlong pilot, Umpqua Bank launched Umpqua Go-To in September 2018. 
Taking the form of a separate downloadable app, Umpqua Go-To offers every 
customer a free digital personal banker regardless of account balance. After 
downloading the app, customers choose their own personal banker based on 
professional background, expertise, personal interests, and location. Then, using 
secured text and chat capabilities, they connect with their personal banker to resolve 
issues, explore financial opportunities, and access expertise. Unlike most consumer 
banking experiences, Umpqua Go-To is highly personalized with a decidedly personal 
touch from the very start (Figure 6). 

Figure 6: Umpqua Go-To Lets Customers Choose Their Personal Banker  

 

Source: Umpqua Bank 
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The banker side of Go-To is the banker dashboard―the primary customer 
interface―displaying all customers with whom each banker has a relationship, 
conversation history, and other metrics to help bankers stay organized. 

Early pilot studies for Umpqua Go-To focused on whether a human-centered, 
personalized banking experience could be replicated in a digital environment and 
whether deeper, more meaningful relationships between customers and associates 
could be developed. It also focused on how scalable the “banker for every customer” 
model could be, as well as which communication channel would be most utilized—
phone, video chat, or text. Pilot research showed 90% of customers reporting that 
the platform enhanced the banking experience and mirrored the level of 
personalized, in-store service many had come to expect—but in a format customers 
found more convenient. Text chat was preferred by a wide margin. Because text 
conversations are asynchronous, Go-To bankers can facilitate multiple concurrent 
conversations. This allows Umpqua to offer a great CX three to five times more 
efficiently than it had achieved historically when engagement was 100% in-person. 

Recognizing the market opportunity to continue delivering a differentiated 
experience in the digital age—one that built on Umpqua’s customer experience track 
record—the executive team collectively advanced Human Digital Banking, as well as 
Go-To, as an expression of that vision, making education and communication at all 
levels of the bank paramount to help associates understand just how dramatically 
this vision would be changing the bank. Throughout the internal launch, Umpqua’s 
goal was to reinforce its commitment to people and innovation and to position 
Human Digital Banking as a natural evolution of how the bank delivers its unique 
customer experience in a digital environment. 

Celent Take 

Facilitating convenient transactions has never been easier. Developing deep advisory 
trust may never have been more difficult. To many consumers, money is important, 
personal, difficult, and intimidating. If banks are to meaningfully improve their 
customers’ financial lives, they must be trusted, they must know their customers so 
they can understand the larger personal context within which money matters exist, 
and they must be in a relationship with their customers. 

Umpqua Go-To is not merely about having humans directly involved in customer 
engagement. Go-To is about developing personal relationships with 
customers―relationships built on knowledge, empathy, and understanding. It is 
about customers feeling known and understood and trusting that their banker is 
both competent and always has their back. This is the heart of Umpqua Go-To. 
Digital is how Umpqua choose to deliver it. It is how all banks now need to deliver 
their services. 

While Celent applauds Umpqua’s initiative, we realize not every bank will resonate 
with its approach. Regardless of approach, however, every bank needs to be onboard 
with how digital is changing and what to do about it.  

For a more detailed case study of Umpqua Go-To, see the Celent report Umpqua: Adding a Human Touch to Digital 
Banking: Winner of Celent Model Bank 2019 Award for Customer Engagement, April 2019.  

https://www.celent.com/insights/689029375
https://www.celent.com/insights/689029375
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OPTIMIZING H2H CUSTOMER ENGAGEMENT 
 

Customers across all demographics are increasingly becoming digital-first, for 
both self-service and assisted user journeys. Therefore, institutions must design 
satisfying, low-friction user journeys across all points and methods of engagement 
that are fast, convenient, preserve context, and connect customers, when 
desired, with bankers or agents who are equipped to help them. 

The notion that customers increasingly prefer to interact with others digitally is not a 
new idea. What is new, however, is the importance customers are placing on being 
able to engage with service providers quickly, with minimal friction, and using a 
variety of mechanisms of their choosing. Increasingly, consumers choose digital 
mechanisms, when available, but a sizable segment of customers prefer in-person 
engagement under some circumstances. Said another way, digital self-service has its 
place, but it is not a universal replacement for personal client interaction with a 
banker. Wise banks understand this and prioritize omnichannel client interaction 
mechanisms that are digitally enabled and client-chosen.  

The imperative for institutions is to orchestrate both digital and in-person customer 
engagement seamlessly while providing staff with the tools 
needed to effectively engage customers when the need arises—
all the while ensuring the fastest and smoothest possible user 
journeys. 

A small but growing number of institutions have made great 
strides personalizing digital banking services at scale using AI. 
Bank of America’s Erica might be the best-known US example 
(see the Celent report Bank of America: Erica’s High-Tech Touch, 
March 2021). RBC’s NOMI is an excellent Canadian example (see 
the Celent report Royal Bank of Canada: Value Creation Through 
Personalization, April 2020). Both are Celent Model Bank 
winners. With the assistance of machine learning (ML) and large 
data sets, AI-driven automated digital customer engagement 
can satisfy a growing percentage of use cases.  

Yet, the need for human-to-human interaction will always 
remain. A classic example is digital account and loan 
originations, which continue to see high abandonment rates 
that can be significantly reduced using convenient, in-process 
assisted service (see sidebar). These interactions, although 
comparatively low in frequency, carry outsized importance in 

RBC Royal Bank 

When RBC enabled fully digital SMB 
account opening in mid-2020, fully 
80% of small businesses chose 
digital advisor assistance even 
though a 100% self-service 
workflow was available. By year-
end 2020, most new SMB accounts 
were originated with remote 
advisor assistance. 

 

Digital (Deposit) Account Acquisition
Actual digital onboarding by channel

Oct-20Aug-20 Nov -20Jul-20 Sep-20May -20 Jun-20Apr-20

Self  Serv eIn-Person Remote

https://www.celent.com/insights/469679323
https://www.celent.com/insights/993732970
https://www.celent.com/insights/993732970
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defining customer satisfaction and influencing outcomes. And it is these user 
journeys that are the most badly broken at many institutions. There are two 
explanations for this: 

1. Legacy thinking (digital = self-service) 

2. Legacy channel systems (e.g., voice-centric contact center platforms) 

We addressed legacy thinking in the previous section. We now look at essential user 
journeys institutions must design for, examining the root causes of poor user 
journeys and the capabilities needed to optimize CX. We will then define digital 
customer engagement platforms and show how those platforms are specifically 
designed to optimize the user experience across all essential user journeys. 

Essential User Journeys 

eGain asserts (and we agree):  

“[M]ost customers want help in three categories: information, transaction, 
and situational. A given customer contact can morph across these categories 
as the conversation develops. Therefore, it is critical that institutions 
optimize customer contact across these three categories seamlessly and 
with context—accounting for machine-human hand-offs, channel switching, 
multimodal interaction, and conversational pause-and-resume. During these 
interactions, we believe customers increasingly want to be guided, even 
anticipated. Siloed solutions like transactional, simplistic chatbots without 
contextual escalation and supporting knowledge tend to disappoint 
consumers even more than non-existent self-service options.”1  

In that context, there are several user journeys to accommodate.  

• Screen/app to chatbot/intelligent virtual assistant (IVA): These may be the 
easiest of user journeys to facilitate. Bots can be placed conveniently 
throughout an institution’s online and app digital properties. In some cases, 
placement (such as on a product comparison page) can telegraph a user’s 
intent and be used to streamline the conversation flow. Institutions that do 
not yet operate chatbots need to have live chat alternatives in place. 

• IVR to chatbot: Once chatbots demonstrated themselves as effective in 
deflecting calls to the contact center, banks looked for ways to further 
reduce wait times for the remaining calls into the IVR. These journeys result 
from institutions offering customers who dialed its contact center an 
alternative to remaining on hold. Customers receive the option to remain on 
hold or press a digit that will send them a link to the bank’s chatbot via SMS. 
While an improvement to long wait times, this journey is not optimal. 
Customers should not be driven to call the contact center in the first place. 
Done well, however, this journey reduces average wait times, agent call 

 
1 eGain Corporation Annual Report 2020 
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volumes, and costs. This is a terrific use case to begin an institution’s chatbot 
journey, in Celent’s opinion. 

• Chatbot/IVA to agent: These journeys need to be anticipated, so the 
escalation from chatbot to agent is not done in frustration. Brief chatbot 
interactions can be used to establish user intent and inform skills-based 
routing so the agent interaction will be efficient and satisfying. Moreover, 
agents must have context to usefully extend the conversation without asking 
customers to repeat themselves. Many banks have demonstrated impressive 
call deflection and encouraging customer satisfaction by managing this user 
journey well. 

• Chat-to-voice upgrade: Chat is increasingly preferred by customers (at least 
initially) and efficient for agents (conversations are asynchronous). But often 
a voice conversation is helpful and chosen by customers. Therefore, 
preparing for the chat-to-voice (or video) upgrade is important. The last 
thing you would want is to require a customer, after having a banker or 
agent conversation, to dial a phone number and suffer the ravages of an IVR 
and end up speaking to a different agent. Therefore, Celent advocates on-
screen Voice over Internet Protocol (VoIP), which can maintain contact with 
the same agent or banker and preserve customer authentication, when 
applicable. Digital voice, as it is sometimes called, is a fast and easy user 
experience. Many legacy contact center system implementations, however, 
cannot support this user journey. 

• Screen/app to phone: The best way to facilitate customer engagement when 
users elect a phone option while on-screen (such as initiating a call when 
trying to decide among credit card options, for example) is to keep the user 
on-screen. When a customer dials into the contact center, everything about 
the customer must be discovered during the call. With a digital-first 
approach, much is already known, such as who they are, where they have 
been browsing, and their journey up to that point. Customer engagement 
can proceed in-process and in-app for the smoothest possible customer 
journey.  

Since customers increasingly prefer digital engagement, the most effective way to 
optimize customer engagement is with digital-first capabilities. When customers 
select H2H chat, voice, or video engagement using a digital-first capability, they do so 
from within their current digital environment, without the need to dial a contact 
center and navigate an IVR. More than one institution interviewed for this report 
removed all telephone numbers from their website and app, resulting in fewer 
dropped calls, shorter handling times, and more satisfied customers. 

 

The human need for trust, empathy, and communication continues but has 
shifted to digital modes that have traditionally relied heavily on 
transactions versus experiences.  
                                                                                                 ―Revation Systems 
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Essential Capabilities 

The essential user journeys sound simple enough to orchestrate. Done well, 
however, they require many capabilities not yet widely adopted in financial services. 
Optimizing customer engagement requires two sets of capabilities.  

1. First, each customer’s or prospect’s user journey must be smooth and 
efficient across a wide variety of engagement mechanisms. Long wait times, 
the need to repeat information, and routing to staff ill-equipped to meet the 
need destroy the customer experience.  

2. Second, staff engaging the customer must be context-aware and have the 
tools at their disposal to meet a wide cross-section of needs. These critical 
engagement orchestration and enhancement capabilities are largely absent 
in many live-chat point solutions. We address each set of capabilities in turn, 
followed by administrative and management capabilities. 

Secure Engagement Mechanisms 
These capabilities support the first imperative: smooth and efficient user journeys 
across a wide variety of engagement mechanisms, from text to video. This area is 
where many institutions have already invested. 

Live chat—Now a widely deployed capability, live chat was added by many banks 
prior to chatbot investments. Point solutions, such as LiveChat, LiveAgent, and 
ZenDesk, easily integrate with an institution’s digital properties. Contact center 
management platforms, such as Avaya, Cisco, Five9, Genesys, and NICE, provide live-
chat capability integrated into their queuing and routing engines. The downside of 
using this approach to live chat is that most point solutions do not provide 
engagement orchestration and enhancement tools as we discuss below. They are 
simply a secure chat interface.  

Chatbot/IVA—Competition thrives in this quickly evolving solution space, with a 
growing number of platforms designed specifically for financial services firms.2 With 
so many well-designed bots from which to choose, why would digital customer 
engagement platforms offer native chatbot functionality? In Celent’s view, vendors 
primarily ensure out-of-the-box integration with leading chatbot/IVA platforms and 
secondarily offer native capability for fast deployment of relatively simple bots for 
focused use cases, such as IVR deflection. We think that as conversational AI 
develops, institutions will begin to orchestrate a variety of focused bots, rather than 
trying to get a single conversational AI platform to meet every use case. 

Video conference/chat—Arriving on the market more recently are many secure 
video chat providers, such as Cisco WebEx, Invo Solutions, Microsoft, POPi/o, and 
Vidyo. Some are designed for retail banking customer support use cases, while 
others are designed for defined relationships in wealth management and commercial 
banking applications. Like many live chat applications, these solutions often do not 

 
2 See the Celent report AI in the UI: Leaders Differentiate Themselves, Vendor Spectrum—Retail Banking 
Edition, August 2020 
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provide engagement orchestration and enhancement tools either and must be 
integrated with the institution’s contact center, CRM, and sales agent desktop 
applications. 

Digital voice—This capability is quickly overtaking analog telephony. Sometimes, 
such as in a traditional inbound contact center experience, the use of digital (e.g., 
VoIP) may be transparent to the caller. Where digital voice excels, however, is when 
it is offered in-app and in-process on a bank’s digital property. Not only can 
customers connect to an agent or banker with a single click, the agent is provided 
real time context for the interaction. Glia’s platform excels in this capability, in 
Celent’s opinion. 

Secure email—This capability has fallen out of favor among customers and their 
institutions. Yet, Celent encourages banks to support secure email as an exception 
user journey and for service event-level communications, such as confirming a digital 
banking login from a new device. 

Engagement Orchestration and Enhancement 

These capabilities address the second imperative: Staff engaging the customer must 
be context-aware and have the tools at their disposal to meet a wide cross-section of 
needs. Things like 360-degree customer context, process guidance, and actionable 
knowledge help agents and bankers be more effective and efficient and are a win-
win for the institution and its customers. 

Some capabilities have broad use, while others are used in a comparatively narrow 
set of use cases, such as wealth management and commercial banking client 
engagement. Capabilities include: 

Agent/banker dashboard—This is the agent/banker system of engagement (SOE), 
which includes all available, relevant context, conversation history, and client 
information via integrations to other systems, such as customer relationship 
management (CRM). In some cases, CRM systems are the SOE. This decision is up the 
institution. In Celent’s view, vendors across multiple solution types (CRM, customer 
lifecycle management (CLM), contact center management, and customer 
engagement platforms) are competing for this role. 

Skills-based routing—Along with call queuing, this is a staple capability of contact 
center management platforms designed to efficiently route incoming queries to 
agents or bankers with the requisite skills, ensuring satisfied clients and minimizing 
subsequent hand-offs. Like analog calls, all other inbound client engagement needs 
to be properly routed, regardless of the mechanism. Multiple queues (one for each 
engagement mechanism) must be avoided as a high priority. 

Digital appointment scheduling—Often a point solution integrated with an 
institution’s email system and the banker desktop, digital appointment scheduling is 
largely used for sales conversations and can be used (if so equipped) to book in-
person, video, or voice conversations, as well as handling reminder and rescheduling 
tasks. Post-pandemic, digital appointment scheduling would appear to be a no-
brainer for every financial institution on the planet. Yet, many banks still do not have 
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this basic, important capability. For more, see the Celent report Best Practices in 
Digital Appointment Booking: Learning From the Early Movers, January 2016.  

Whisper bots—This refers to the use of AI-powered IVAs to provide information and 
suggestions to agents or bankers in real time to support client conversations. 
Whisper bots are being integrated into multiple applications, from CRM and 
customer communications management (CCM) systems to digital customer 
engagement platforms. For more on this capability, see the Celent report Calling All 
AI: How Artificial Intelligence Can Optimize the Contact Center for the New Normal, 
September 2020. 

Cobrowsing—Cobrowsing (or CoBrowsing) is short for collaborative browsing and 
refers to a method of screen sharing characterized by the simultaneous browsing of 
a single webpage by two or more individuals in real time. Early CoBrowsing solutions 
required a software download and were bandwidth intensive. Modern solutions are 
secure and require no download. CoBrowsing supports several customer service use 
cases. A common one involves agents quickly showing customers how to navigate a 
web page to find what they are looking for. It is also useful for form filling and sales 
conversations. CoBrowsing should always require customer consent. 

File sharing—This is a relatively common capability found in lending origination 
solutions (LOS) but has a broader utility, particularly for business and commercial 
banking origination use cases. Rather than building file-sharing capability and making 
it available for a narrow application, banks should consider fully leveraging the 
capability by making it available across lines of business and use cases. 

Digital signature—This is another staple capability of digital customer acquisition 
and LOS platforms. In Celent’s view, it is less important to determine in which 
application (e.g., LOS, CRM, or customer engagement platform) these capabilities 
reside, as it is to ensure broad utilization across user journeys. 

Visual annotations—This is the ability to collaboratively annotate a diagram or 
photograph image. While their use is more limited, visual annotations are a helpful 
tool in wealth management and commercial banking scenarios supporting advisory 
conversations. 

Live observation—This is like CoBrowsing but is used for a different purpose. Live 
observation can proceed without customer consent and provides an agent or banker 
with the ability to observe active website visitors in real time. This creates immediate 
visual context, allowing for faster resolution of customer issues. 

Multi-agent—This refers to the capability to join multiple parties together in a single 
video conference call. It has two use cases. The first would be when a banker or 
agent needs to include a subject matter expert (SME) in a conference call to address 
a particular client need or concern. While relatively uncommon, the capability proves 
hugely useful and effective. The other use case involves presenting to multiple client 
parties in the same call. This is a more limited use case, typically found in select 
commercial banking scenarios. 
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Administrative and Management Capabilities 

These capabilities are often made available within a product’s user or system 
administration layer. Several capabilities helpful in a digital customer engagement 
context deserve brief mention. 

Centralized business rules, analytics, and workflow—This helps ensure customers 
get a consistent experience across points of engagement and helps management and 
administrators understand and measure the user experience. 

Workforce management—Large and midsize institutions likely utilize workforce 
management (WFM) software for forecasting, budgeting, staff scheduling, and time 
and attendance tracking for branch and contact center staff. It is mentioned in the 
context of customer engagement for two reasons. First, WFM solutions can have a 
positive impact on customer engagement for obvious reasons, as its use ensures 
institutions staff to forecasted capacity. Secondly, some digital customer 
engagement platforms, discussed later, include basic WFM capabilities. 

Chatbot orchestration—As conversational AI evolves and specialty chatbots 
proliferate, institutions face the emerging problem of how to coordinate 
development, deployment, training, and management among multiple bots. 
Independent, concurrent technology acquisition across lines of business has been a 
historic problem for financial institutions. But, even when the use of multiple bots 
within an organization is intentional (as we think will increasingly be the case), their 
orchestration can be challenging. Chatbot platforms typically provide tools for the 
care and feeding of a single bot. Chatbot orchestration applications allow for the 
orchestration of multiple bots, which prevents single vendor lock-in as needs change.  

Recording—This is a staple capability for staff training, oversight, and compliance 
needs. 

Building Your Institution’s Capabilities 
If your institution seeks to acquire some or all of these capabilities in your quest to 
optimize digital customer engagement, how do you proceed? As with other areas of 
banking technology, there are many ways to achieve your goal. You have likely 
already purchased one or more point solutions and done the hard work of 
integrating them into your systems of record and systems of engagement. This can 
be an expensive and complex undertaking, but perhaps well-suited for larger 
organizations with a sizable investment in heritage systems they would like to 
continue operating. For smaller institutions, however, purchasing an integrated, 
built-for-purpose solution is likely a better path to choose.   

That is not to say this is necessarily an easy path. Navigating the quickly evolving 
solution space itself can be a headache. With a cacophony of voices in the market 
and both new and established vendors merging, adding functionality, and evolving 
solution positioning, knowing where to start can be difficult. 

Many vendors offer digital customer engagement capabilities. As a nascent solution 
category, capabilities vary considerably across solutions. In Celent’s view, there are 
at least four solution provider pedigrees focused on digital customer engagement, 
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with many vying for the agent/banker system of engagement role. Figure 7 
illustrates.   

Figure 7:  Many Vendors Offer Digital Customer Engagement Capabilities 

 

Source: Vendors, Celent 

Contact center platforms enjoy the widest usage among the solutions shown. While 
they offer many of the capabilities discussed, to varying degrees, they betray their 
voice-centric pedigree. These platforms have evolved to support digital engagement 
channels to remain relevant and stave off encroachment by point solutions, but most 
include a subset of the engagement orchestration and enhancement features we 
have discussed. Default voice support presumes the telephone-to-IVR user journey. 
This is not the future. We are not saying to disregard these platforms. Rather, since 
most institutions run one or more of these platforms in their contact centers, you are 
likely aware of their capabilities and limitations. 

Point solutions have their place. They offer the ability to stand up specific 
capabilities relatively quickly. Here too, point solutions, by definition, lack 
engagement orchestration and enhancement capabilities. Their use often leads to 
broken user journeys and leaves agents and bankers without the tools they need to 
meet a broad spectrum of customer needs. 

Digital-only platforms, sometimes referred to as digital customer service platforms, 
are proliferating quickly. Some are awesome spectacles of AI prowess in their ability 
to fully automate many digital user journeys. However, as Celent’s characterization 
implies, these platforms do not support voice-based customer engagement. As a 
result, institutions using these platforms may orchestrate brilliant and effective 
digital user journeys while suffering broken user journeys when a conversation 
becomes necessary.  

We now live in a digital-first, not a digital-only, world. Consequently, Celent chose to 
profile digital-first solutions in this report―those in the upper-right section of Figure 
7. We refer to them as digital customer engagement platforms. 



 

Digital Customer Engagement Platforms: Why Here? Why Now? Digital Customer Engagement Platforms 
 

  

© CELENT  

© CELENT                                                                                                                                                                                                                                          20 

DIGITAL CUSTOMER ENGAGEMENT PLATFORMS 
 

Digital customer engagement platforms are being used to orchestrate and enhance 
H2H customer engagement across wealth management, consumer, business, and 
corporate banking lines of business throughout the customer lifecycle. These 
platforms accomplish three important objectives: 

1. Keep customers and prospects in-process and in-app. 

2. Facilitate seamless switching of methods of engagement without requiring 
customers to reauthenticate or enter a queue. 

3. Equip agents and bankers with the context and tools needed to effectively 
and efficiently engage with customers across a wide variety of use cases. 

 

 

Your front-line staff should never interact with a customer without adequate 
history, context, and next-best action recommendations at their fingertips. This has 
primarily been the domain of CRM systems. But that’s not all they need. They need 
to be able to interact with customers on their terms, using mechanisms of their 
choice, and equipped with a toolset that facilitates the most effective engagement 
possible. This is the domain of customer engagement platforms. 

eGain 

 

Why another platform? There is great value in centralizing workflow, business rules, 
queuing, and routing of all modes of customer communication. CCM systems have 
historically played this role for outbound, service event-level communications. 
Customer engagement platforms can play a similar role for H2H customer service 
and sales communications.  A centralized platform enables users to switch between 
communication modes seamlessly, creating efficiencies and greater productivity for 
employees and better experiences for customers and prospects. Additionally, client 
engagement in banking requires a management layer for audit, reporting, 
relationship mapping, access controls, and more. 

Some bankers refer to these systems as their “digital branch,” perhaps because they 
allow a bank to do digitally what used to take place only in the physical, in-person 
realm. Celent avoids the terminology for two reasons. First, we prefer more 
descriptive language. More importantly, the term “digital branch” implies that digital 
customer engagement platforms are primarily for retail banking use cases, but this is 
not the case. Some are specifically designed for high-touch workflows, such as 
wealth management, lending, and corporate banking. High-touch workflows require 
a complete suite of collaboration capabilities to deliver a one-stop experience 
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including messaging, document collaboration, virtual meetings, digital signatures, 
and transaction approvals. 

Anatomy of Digital a Customer Engagement Platform 
Celent researched five customer engagement platforms for this report. While 
different in a variety of respects, each of the platforms has common elements shown 
generically in Figure 8. Each integrates with legacy channel systems through APIs or 
widgets. All support a variety of digital engagement mechanisms that can be initiated 
across channels. All offer bankers, agents, and SMEs a system of engagement taking 
the form of an agent desktop or portal. All orchestrate integration with multiple 
other systems, such as CRM, CMS, ECM, marketing, and contact center management 
systems. More than one of the profiled solutions could replace an institution’s 
heritage contact center management system, but in practice rarely do. Instead, these 
platforms coexist with legacy applications in most implementations. Many are 
modular, offering an institution the ability to implement some functionality without 
licensing the platform’s full suite of capabilities. 

Figure 8: Anatomy of a Digital Customer Engagement Platform 

 

Source: Vendors, Celent Analysis 

Before comparing capabilities of these systems, it is important to recognize that they 
are designed for different use cases. One way to compare them is to look at their 
suitability across lines of business (Figure 9). eGain and Revation Systems solutions 
are designed for retail digital customer service. They do not support defined banker-
client relationships needed for wealth management and commercial banking usage. 
Glia and Temenos solutions are being used across several lines of business, but do 
not provide the capabilities needed for commercial banking, in Celent’s opinion. 
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Figure 9: Solution Suitability Across Lines of Business  

 

Source: Vendors, Celent Analysis 

One would not expect a solution designed for retail banking customer support would 
have the same capabilities as a solution designed for high-touch, assigned 
relationships in business or commercial banking. Not surprisingly, then, capabilities 
vary considerably across vendor solutions. Figure 10 compares each solution in three 
areas: engagement mechanism support, engagement orchestration and 
enhancement, and administrative capabilities. 

Figure 10: Comparing Select Capabilities Across Vendor Platforms  
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Source: Vendors, Celent Analysis 
1 Supports voice/video appointments only 

The next section profiles each of these vendors and their solutions. 
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VENDOR PROFILES 
 

Moxtra 

Cupertino, CA-based Moxtra is a privately held software company devoted to 
perfecting digital customer engagement in high-touch industries. It was founded in 
2012 by its current CEO, Subrah Iyar, and by the current CTO, Stanley Huang, and has 
rich genetics inherited from the collaboration of experts in the development and 
operation of WebEx. Moxtra remains privately held. 

Table 1: Moxtra Snapshot 

Company Information 

Year Founded 2012 

Offices Headquarters: Cupertino, CA, with offices in New York, 
London, Singapore, Sydney, and Bengaluru, India 

Number of Employees 200 

Revenues (USD) Not disclosed 

Financial Structure Privately held 
Raised $20 million in total funding over four rounds 

Mergers and Acquisitions None 

Product Information 

Name Moxtra OneStop Customer Portal 

Year Released 2016 

Current Release and Date Current Release: Version 7.x (launched December 2020) 

Target Market Large enterprises in high-touch industries including, wealth 
management, business banking, and commercial banking 

Installed Base Not disclosed 

Deployment Options On-premises, private or public cloud on AWS 

Notable Clients Citibank, Standard Chartered, Raiffeisen Bank, Van Lanschot 

Fintech Partners FIS, Finastra Fusion Fabric Cloud (coming soon), Virtusa 
Polaris, Intellect Design Arena, Wipro 

Source: Moxtra 
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Moxtra was founded around delivering superior mobile-first collaboration 
experiences. Moxtra’s design point couples one-stop, client-centric collaboration 
workflows with the security and management requirements needed for compliance 
and oversight. 

Product 

Moxtra is a platform that powers private digital channels with continuous 
collaboration experiences. It enables businesses to provide just-in-time assistance, 
manage customer accounts, and lower costs for doing business. Its Customer 
Collaboration Platform can power a OneStop Customer App as a fluid extension of an 
existing website or web or mobile app, or as a stand-alone web and mobile app. 

 

Figure 11 illustrates common personas involved and the types of workflows Moxtra 
is used for. 

Figure 11: Moxtra User Personas and Common Workflows 

 

Source: Moxtra 

Figure 12 contrasts the two primary components of the solution: the embeddable 
client portal, and the business portal used by staff. 

 

The customers and clients of today expect to find a complete digital, one-stop 
experience from the businesses that they interact with. These customer 
expectations are driving companies to adopt digital solutions and pivot their 
business models to meet the demands of their clients. 

—Moxtra Blog: Customer Experience in a Digital World 
March 25, 2021 

https://blog.moxtra.com/blog/2020/customerexperience-digitalworld
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Figure 12: Moxtra Customer and Business Portals 

 

Source: Moxtra 

Moxtra is built for three user personas―clients, bankers, and managers—with each 
having their own commonly branded engagement portal. Customer portals can be 
embedded within a bank’s existing digital properties or offered as a stand-alone 
downloadable mobile app. Figure 13 provides a customer portal example. 

Figure 13: Pocket Banker by Bank of Queensland, Available on Apple Store 

 

Source: Apple Store 

Moxtra’s detail-rich Business Portal for bankers contains easily searchable 
conversation history, task tracking, file archiving, and administrative tools (Figure 
14). 
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Figure 14: Example Business Portal 

 

Source: Moxtra 

Moxtra’s collaboration systems are structured in modules, and the company’s SDKs 
can be easily embedded in an institution’s current systems and existing workflows, 
enabling rapid adaptation and extension of existing business processes and tools. 

A differentiating characteristic of Moxtra’s platform stems from its design roots 
serving high-touch market segments. While it shares some capabilities―such as 
digital audio, live chat, video chat, and cobrowsing—characteristic of other digital 
customer engagement platforms designed for high-volume B to C segments like retail 
banking, Moxtra’s platform provides differentiated capabilities suited for assigned 
customer relationships. These capabilities reflect the comparative complexity and 
document-rich nature of work processes needed to support wealth management and 
commercial banking (see Table 5).   

Table 2: Moxtra Differentiating Characteristics 

Digital Engagement Capabilities Collaboration and Interaction Tools 
Safety and Process and 
Management Controls 

• Secure messaging 

• Virtual conferences/presentations 
with up to 50 attendees 

• Session recording 

• Share and interact with documents 
during meetings; screen-sharing; 
cobrowsing  

• Customer workflows 

• Enrich documents with audio and 
notes 

• Upload documents up to 200MB 

• Document signature and 
authorization 

• Secure transaction execution 

• Document and conversation 
archiving 

• Filing and data search systems 

• Protected history and data 
control 

• Traceable and auditable 

• End-to-end 128-bit encryption 

• Private cloud storage 

• On-premises option 

• Reporting on client 
engagement and internal user 
responsiveness 

Source: Moxtra, Celent Analysis 
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Moxtra offers two deployment options for its customers. The easiest option to 
deploy is a private-labelled mobile app, delivering a suite of cross-platform 
applications selected and configured by each client. A more flexible option adds an 
SDK to existing mobile banking applications, allowing banks to have full control over 
the user experience. 

Selling and Servicing 

Moxtra sells direct to large financial institutions and enterprises in other high-touch 
business areas globally. Select examples include: 

• Bank of Queensland uses Moxtra as a separate private-labelled app supporting 
its mortgage lending business. 

• Citi imbeds Moxtra into its mobile banking app (branded Citi Hello) for its Citi 
Gold private banking clients. 

• Raiffeisen Bank International (RBI) launched RaiConnect, a “virtual branch,” 
featuring a full suite of collaborative modules and ePaper workflows available as 
a separate downloadable mobile app. RaiConnect is available for RBI’s premium 
private individual and corporate clients. 

In addition to providing the solution directly, Moxtra partners with leading financial 
services technology providers to create strong joint value propositions. Examples 
include FIS, Finastra Fusion Fabric Cloud (coming soon), Virtusa Polaris, Intellect 
Design Arena, and Wipro. This typically involves integrating Moxtra within existing 
portals to enhance existing customer workflows with mobile collaboration. For 
example, FIS components of the Moxtra platform are available out of the box to 
clients of FIS’ Digital One consumer and business banking platform. 

Celent Opinion 

Moxtra developed its platform collaboratively with several large banks. Others 
should look at doing so, particularly for high-touch client interactions in wealth 
management, private, and commercial banking.  

Figure 15: Product Assessment 

Noteworthy Opportunities 

• Rich set of collaboration tools needed for 
high-touch client relationships. 

• Flexible implementation and deployment 
options are differentiating. 

• Secure email is not a supported 
engagement mechanism.  

Source: Celent Analysis 

 

 

  



 

Digital Customer Engagement Platforms: Why Here? Why Now? Path Forward 
 

  

© CELENT  

© CELENT                                                                                                                                                                                                                                          29 

PATH FORWARD 
 

Implementing a digital customer engagement platform may not be every 
institution’s best path forward. For many, however, it will be. 

Digital customer engagement platforms are one way to optimize H2H digital 
customer engagement. For many, particularly smaller institutions, their low cost, 
ease of implementation, and deep vendor experience will make a compelling 
argument for their use. Some institutions may elect to leverage existing investments 
in identity verification and e-signature, for example, and make those capabilities 
available for a broader range of user journeys. Whichever your institution’s 
approach, get going with it! These capabilities are needed now.  

Recommendations: 

As you consider your path forward, Celent offers the following recommendations: 

• Consider your digital customer engagement strategy as part of your 
institution’s broader digital transformation journey. Resist the temptation to 
stand up a quick-fix solution when you may be better served replacing 
heritage systems with a modern, cloud-based platform. All solutions profiled 
in this report are designed to integrate with legacy systems. Some can also 
replace them. 

• Avoid the trap of building redundant capabilities. For example, an institution 
that has already built secure file exchange and digital signature capabilities 
should leverage existing investments by ensuring those capabilities are 
available across additional user journeys and across lines of business. 

• Evaluate solutions through a customer lens. Capabilities may appear 
identical on paper yet result in noticeably different user experiences. 

• Plan your chatbot strategy carefully. Celent observes substantial differences 
between similar-sounding chatbot platforms. You will likely end up with 
several specialized chatbots in operation. Plan for their careful coordination. 

• Your organization is as important as your technology. In some institutions, 
multiple organizations think they own customer engagement and operate 
independently all too frequently. Ensure you develop rich collaboration 
between contact center leaders, digital banking leaders, and marketing 
leaders. 
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LEVERAGING CELENT’S EXPERTISE 
 

If you found this report valuable, you might consider engaging with Celent for 
custom analysis and research. Our collective experience and the knowledge we 
gained while working on this report can help you streamline the creation, 
refinement, or execution of your strategies. 

Support for Financial Institutions 

Typical projects we support related to digital customer engagement systems include: 

Vendor short listing and selection. We perform discovery specific to you and your 
business to better understand your unique needs. We then create and administer a 
custom RFI to selected vendors to assist you in making rapid and accurate vendor 
choices. 

Business practice evaluations. We spend time evaluating your business processes, 
particularly in policy administration, rating, and claims. Based on our knowledge of 
the market, we identify potential process or technology constraints and provide clear 
insights that will help you implement industry best practices. 

IT and business strategy creation. We collect perspectives from your executive 
team, your frontline business and IT staff, and your customers. We then analyze your 
current position, institutional capabilities, and technology against your goals. If 
necessary, we help you reformulate your technology and business plans to address 
short-term and long-term needs. 

Support for Vendors 

We provide services that help you refine your product and service offerings. 
Examples include: 

Product and service strategy evaluation. We help you assess your market position in 
terms of functionality, technology, and services. Our strategy workshops will help 
you target the right customers and map your offerings to their needs. 

Market messaging and collateral review. Based on our extensive experience with 
your potential clients, we assess your marketing and sales materials—including your 
website and any collateral. 
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For more information please contact info@celent.com or: 

Bob Meara bmeara@celent.com 
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