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The omni-channel customer system is the communication system between enterprise and customer via multiple channels such

as mail, email, SMS, and mobile. The omni-channel customer system complements each other channel through the integration
of each channel. The purpose of this research is to derive key factors and calculate the weights that a financial enterprise considers
when adopting the omni-channel customer system. For this research, we analyzed the request for proposal documents used for

the omni-channel customer system implementation projects in the financial enterprise. Also, we derived, classified, and stratified

the key factors to be considered for the introduction of the omni-channel customer system in the financial enterprise. As a result

of analyzing the key factors, customer experience, operations, and security were identified as the components of the top category
in introducing the omni-channel customer system in the financial sector. Furthermore, the weight for each key factor was calculated
by using ANP. As a result of ANP, operations, customer experience, and security were important in order. Also, the degree
of easiness for connecting with other systems and the various abilities for representing the contents of the omni-channels were

derived as the important key factors.
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<Table 1> Example of Customer Communications in Financial Enterprise
Example of Customer Communication
Insurance Contract, Insurance Claim Request, Insurance Contract Result Notification

Open Account, Notification Loan Expiration, Notification Interest Rate

Open Account, Billing Statement, Notification Interest Rate

Bank

CreditCard
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(Table 2> Collected RFPs to Derive Key Factors
A Financial Enterprise RFP for Omni-channel customer system

Ministry of Gender Equality and Family RFP for Text Messaging Service Outsourcing for Child Care Integrated

Korea Transportation Safety Authority RFP for Kakao Talk and Text Message Integrated Service[9]
Business Management System[10]

National Health Insurance Service RFP for Integrated Mobile Billing Document System[11]
Korea Housing-Finance Corporation RFP for SMS/ LMS/Kakao Sending Service Business[8]

B Financial Enterprise REP for Omni-channel customer system

Financial(A)

Financial(B)

Financial(C)
Gov.(D)
Gov.(F)
Gov.(G)

Category
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<Table 3> Requirements in RFPs

Enterprise/Gov. RFP Requirements Enterprise/Gov. RFP Requirements
A Enterprise Personal information security B Enterprise Test
A Enterprise High availability C Government Personal information security
A Enterprise Delivery management C Government High availability
A Enterprise Sample proof C Government Delivery management
A Enterprise Outsourcing vendor management C Government Implementation cost
A Enterprise Data quality management C Government Customer compatibility
A Enterprise System security C Government Content retrieval & viewing management
A Enterprise Storage capacity management C Government Customer convenience
A Enterprise Content retrieval & viewing C Government Omni-channel content delivery
A Enterprise Real-time generation C Government Operation cost
A Enterprise Real-time sending & receiving C Government Integration with another system
A Enterprise Connect to KakaoTalk, SMS C Government Project implementation
A Enterprise Postal management D Government SLA plan
A Enterprise Resending D Government Delivery management
A Enterprise Strategy for increasing a channel D Government Business user convenience
A Enterprise Content development D Government Adapting high-technology
A Enterprise Mobile content development D Government Omni-channel content delivery
A Enterprise Content resources development D Government Fail-over management plan
A Enterprise Content delivery (omni-channel) D Government Integration with another system
A Enterprise Content delivery (post) D Government Proposal including hardware
A Enterprise Content creation E Government High availability
A Enterprise Integration with another system E Government Delivery management
A Enterprise Landing URL generation E Government Business user convenience
B Enterprise Personal information security E Government Professional service
B Enterprise High availability E Government Implementation cost
B Enterprise Sending management E Government Omni-channel content delivery
B Enterprise Business user system continuity E Government Strategy for expanding a channel
B Enterprise Resending E Government Operation cost
B Enterprise Non-ActiveX E Government Fail-over management plan
B Enterprise Mobile registered mail F Government High availability
B Enterprise System security F Government Delivery tracking
B Enterprise Content viewing system management F Government Delivery management
B Enterprise Strategy for increasing a channel F Government Omni-channel content delivery
B Enterprise Customizing F Government Operation cost
B Enterprise Content making F Government Customizing
B Enterprise Content management F Government Various omni-channel
B Enterprise Integration with another system
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{Table 4> Description of Key Factors in Omni-channel Customer System

Category Sub factors Description

* Enhanced content expression
- Supports graphic, chart, color content and barcode such as QR
* Supports multiple devices
- Supports multiple devices regardless of tele companies or mobile OS
* Content consistency
- Supports identical content regardless of mobile registered mail, Kakao, email, SMS, postal channels

Omni-channel content
expressiveness
(A1)
Customer

Experience . -
P * Coordination within channels

A - Supports mobile registered mail, Kakao, email, SMS, postal channels
Channels coordination S ial deli : bil | channels. ord
(A2) - Supports sequential delivery in mobile, postal channels order
- Supports re-sending via another channel in case failure of a channel
- Supports re-sending via various channels

* Omni-channel content development
- Postal, email, mobile content development
* Content migration
- Enhancing the content template by a content template for the postal channel
* Adding enhanced content objects
- Graphic, chart, color content and barcode such as QR
* Data pre-processing
- Supports various data pre-processing for data quality such as address validation
- Supports data re-structuring for omni-channel content

Easy to create omni-channel
content (BI)

* Postal channel delivery management system

- Print management system / Outsourcing vendor management system
* Mobile channel delivery management system

- Supports business rules such as sending reservation, removing a duplicate number
Business user management - Real-time delivery tracking history system

system features * Statistics
B2) - Statistics based on content type, delivery result, channel and etc.

* Business user convenience

- Provides identical or enhanced business user system as AS-IS
* Cost management system

- Postal / mobile delivery cost calculation system

* Integration with existing delivery solutions
. - System integration with existing email, SMS, Kakao systems
Operation Integration with legacy | * Connects with existing dashboard system
systems * Connects with customer FILE, DBMS systems
(B3) * Integration with an authentication system
- Supports SSO, LDAP and etc
* Supports integration API for a third party system

* Duplication architecture
- Backup environment
- Non-stop system operating by duplication
* High performance
- Simultaneous on-demand and batch content generation
- Provides infrastructure without performance degradation after adding a channel
- Provides minimum throughput number for creation & delivery per unit time

High availability

* Content archiving
Content archiving - Content archiving and retrieval

(BS) - Effective ways for long-term archiving / reducing archiving storage size
- Resending a content from archived content

* Fail-over plan
- Provides fail-over plan in case a various system failure
Fail-overmanagement plan - Provides compensation plan in case recovery failure such as compensation insurance for damage
(B6) * Fail-over system management
- Failure notification to a person who in charge. notification system operation
- System logging and log report

* Content security
. . . - PDF format content with a personalized password
Personal information security Digital-si f . .
c1) - Digital-signature or cpntent mtegnty ) )
- Two-factor authentication for new sign-up via the mobile channel
- Comparison recipient's information with the customer information to confirm to send

Security * User permission and access rights rule management
© * Integration with enterprise standard security S/W
* Postal channel security
System security - Preventing data leakage on print server / Outsourcing vendor access rights control
(C2) - Communication channel encryption
* Mobile channel security
- The security coding for web
- Communication channel encryption
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B2lololo olololololo <Table 6> Weight by Critical Category
B Ej ©1010 8 ) o 8 8 8 8 Category E?(Léztr?g:ge Operation Security
BS 0 010109 010 Customer 0.625 0.625 0.625
B6 O]l 0| O (0] (0] Experience
ci| o olo|lo|oO|oO 0] Operation 0.123 0.123 0.123
¢ 2 0 ololo|Oo|]O]|O Security 0.253 0.253 0.253
{Table 7> Super Matrix
Category/ Customer Experience Operation Security
Sub element Al A2 B1 B2 B3 B4 B5 B6 C1 c2
Customer Al 0.000 0.000 0.650 0.000 0.000 0.000 0.000 0.000 0.000 0.000
Experience A2 0.000 0.000 0.137 0.000 0.000 0.000 0.000 0.000 0.000 0.000
Bl 0.686 0.686 0.000 0.323 0.000 0.000 0.000 0.000 0.000 0.000
B2 0.225 0.225 0.172 0.000 0.375 0.000 0.555 0.000 0.000 0.000
Operation B3 0.090 0.090 0.040 0.189 0.000 0.473 0.130 0.567 0.000 0.000
B4 0.000 0.000 0.000 0.094 0.184 0.000 0.000 0.109 0.000 0.000
B5 0.000 0.000 0.000 0.047 0.078 0.146 0.000 0.000 0.000 0.000
B6 0.000 0.000 0.000 0.033 0.047 0.066 0.000 0.000 0.000 0.000
Security Cl1 0.000 0.000 0.000 0.264 0.264 0.264 0.264 0.264 0.000 0.000
2 0.000 0.000 0.000 0.051 0.051 0.051 0.051 0.051 0.000 0.000
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<Table 8> Weighted Super Matrix

Category/ Customer Experience Operation Security

Sub element Al A2 B1 B2 B3 B4 B5 B6 C1 c2
Customer Al 0.000 0.000 0.442 0.330 0.330 0.000 0.000 0.000 0.000 0.000
Experience A2 0.000 0.000 0.394 0.295 0.295 0.000 0.000 0.000 0.000 0.000
B1 0.360 0.295 0.000 0.027 0.028 0.000 0.000 0.000 0.000 0.000

B2 0.294 0.242 0.075 0.000 0.023 0.078 0.101 0.101 0.191 0.191

Operation B3 0.346 0.284 0.089 0.027 0.000 0.092 0.119 0.119 0.225 0.225
B4 0.000 0.000 0.000 0.024 0.024 0.000 0.106 0.106 0.201 0.201

B5 0.000 0.179 0.000 0.017 0.017 0.058 0.000 0.000 0.141 0.141

B6 0.000 0.000 0.000 0.028 0.029 0.099 0.000 0.000 0.242 0.242

Security Cl1 0.000 0.000 0.000 0.132 0.132 0.353 0.353 0.353 0.000 0.000
2 0.000 0.000 0.000 0.120 0.120 0.321 0.321 0.321 0.000 0.000

<Table 9> Limit Matrix
Category/ Customer Experience Operation Security

Sub element Al A2 B1 B2 B3 B4 B5 B6 C1 c2
Customer Al 0.135 0.135 0.136 0.136 0.136 0.136 0.136 0.136 0.135 0.135
Experience A2 0.121 0.121 0.121 0.121 0.121 0.121 0.121 0.121 0.121 0.121
Bl1 0.093 0.093 0.092 0.092 0.092 0.092 0.092 0.092 0.093 0.093

B2 0.133 0.133 0.132 0.132 0.132 0.132 0.132 0.132 0.133 0.133

Operation B3 0.155 0.155 0.155 0.155 0.155 0.155 0.155 0.155 0.155 0.155
B4 0.057 0.057 0.057 0.057 0.057 0.057 0.057 0.057 0.057 0.057

B5 0.057 0.057 0.056 0.056 0.056 0.056 0.056 0.056 0.057 0.057

B6 0.060 0.060 0.060 0.060 0.060 0.060 0.060 0.060 0.060 0.060

Security Cl1 0.099 0.099 0.100 0.100 0.100 0.099 0.099 0.099 0.099 0.099
2 0.090 0.090 0.090 0.090 0.090 0.090 0.090 0.090 0.090 0.090
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<Table 10> Important Rank within Category

Category Weight Ranking
Operation 0.555 1
Customer Experience 0.256 2
Security 0.189 3

<Table 11> Important Rank within Sub Factors

Category Sub factors Weight | Ranking
Operation | Integration with legacy systems | B3| 0.155 1
Custqmer Omnl-chamel content A1l 0135 )
Experience | expressiveness
. Business user management system

Operation features B2| 0.133 3
Custqmer Channels coordination A2 0.121 4
Experience

Security | Personal information security Cl| 0.099 5
Operation | Easy to create omni-channel content| B1 | 0.093 6
Security | System security C2| 0.090 7
Operation | Fail-over management plan B6 | 0.060 8
Operation | High availability B4 | 0.057 9
Operation | Content archiving B5| 0.057 9
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