
International Journal of Advanced Computational Engineering and Networking, ISSN: 2320-2106,             Volume-5, Issue-7, Jul.-2017 
http://iraj.in 

 Data Analytics Integration in Banking Industry 
 
1 

DATA ANALYTICS INTEGRATION IN BANKING INDUSTRY 
 

YUVIKA PRIYADARSHINI 
 

Researcher, Jharkhand Rai University, Ranchi. 
E-mail: priyadarshiniyuvika2001@gmail.com 

 
 
Abstract - In the past, Data is created and transcribed in the textual records. Hardcopy books, newspapers and notes are 
some of the major channels which share the data. In the data explosion era, the World Wide Web provides another new 
channel which even spread the news, data and information in a faster and quicker way. Whilst the banks in the old days 
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competitive edge. This paper aims at reviewing the data management, sharing and creation in the developing countries’ 
banking industry via extensive journal articles review. 
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I. INTRODUCTION 
 
In banking, customers access the bank via diverse 
touch as the branch, mobile, online, call center or the 
ATM. However , the bank does not provide a 
consistent user experience across these channels. In 
addition, bank offering multiple channels often 
encourage customers to use the channel that is the 
least expensive. 
As a majority of banks, the processes of a banking 
channels operate in a silo. Consequently, customers 
are offered irrelevant products or inconsistent service 
through multiple channels. Forexample, a loan is 
offered repeatedly through online and mobile 
channelsa and the branch deposite communication of 
the customer’s disinterest in the loan. Banking 
channels usually have independent database as well 
as technical and functional architecture, thus 
operating independently. Even as advance 
multichannel banking infrastructure has facilitated a 
consistent look and feel across channels, the 
functional and technical architecture of each channel 
remains disparate and disjointed. 
In banking, customers enjoy a consistent experience 
across channels. The customer is seamlessly 
transferred from one channel to another, almost in 
real time. Customers can access products  and 
services of the bank anytime anywhere. They can 
seamlessly  shift from one channel to another and 
enjoy a similar channel,viewit in another and 
complete it in a third channel due to convergence of 
virtual (online) and physical(branch) banking 
channels, significantly. 
 
Bank show customers to select their preferred 
channels for banking transactions. Different channels 
use the  same database and share a common 
functional logic for  the same banking function. In 
addition, the banks channels have a consistent  view 
of transit data to monitor the customer’s context, 
transaction and experiences across business 
processes. 

 
II. DATA AND INFORMATION 
 
Data consists of facts, results from observations and 
explorations and doing experiments. For alone data, it 
just shows raw numbers or claims so it does not have 
meaning by its own. However, data is still needed for 
any organization. It is important for workers and 
companies because it is the raw material for analysis 
to create information. For example, sales order is just 
data; it does not have meaning for anyone if it is not 
transformed to other things that have meanings. 
Although data does not have meaning or goal, it is 
easy to be captured, stored, transferred and 
communicated by using electronic or other media 
(Davenport & Prusak, 1998; Becerra-Fernandez et al., 
2004). 
Information is a part of data. It generally involves 
about transforming, sorting and organizing raw data 
to gain a more meaningful indication of patterns in 
the data that information has an impact on people’s 
decision or behavior (Becerra-Fernandez et al., 2004). 
For example, after transforming sales order into daily 
sales, daily sales report can be used to give meaning 
for manager to make a decision what to do next. 
 
III. DATA COLLECTION  
 
There are many methods of data collection usually 
used in case research studies. Data from two or more 
sources will help to support the research answers. Yin 
(1984) gives the ways to find sources of data that 
work suitably for case research. 
 Documentation 
 Archival records 
 Interviews 
 Direct observation 
 Physical artifacts 
The goal of data collection is to gain rich data that 
suit for the research. Collected specific data depends 
on the research questions and the part of analysis. 
Myers and Avison (2003) suggest that the researchers 
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should plan what data they will collect. For example, 
they should list resources to be gathered such as 
documentation or they plan for questions to 
interview. These plans will help researchers when 
they have to work with other researchers. The goals 
of this stage are to ensure that researchers can collect 
data that they want and spend time appropriately. 
Most information in this thesis is from secondary data 
which are collected from textbooks, web sites of 
knowledge management and corporate culture, and 
documents that related with the research topic. Also, 
using multiple-case design can help me gather 
various information and examples to analyze and 
compare different companies in service industry. 
 
IV. BANKING DATA ANALYTICS 
INTEGRATION 
 
Myers and Avison (2003) state that the main parts of 
data analysis are important to the outcomes of case 
research. The richness of data of the research should 
be presented. The reasoning of researchers should be 
clearly stated and defended in establishing 
hypotheses. The research should begin from purposes 
and questions, to assumptions and design choices, 
then to specific data discovered, and to results and 
conclusions. These stages make readers can follow 
easily. 
There are many ways to analyze the data including 
using templates, grounded theory and discourse 
analysis. Secondary data analysis is also one of 
qualitative data analysis. Due to my time limitation, I 
have chosen to use the secondary data analysis 
because this approach is the reanalysis of data. The 
concept of this approach is that the present researcher 
has intended to use the data that was originally 
compiled by another researcher for other purposes. 
Secondary analysis will often involve adding another 
variable to an existing dataset. This variable will be 
something that the researcher collects on their own, 
from another dataset, or from a common source of 
information. Secondary data analysis is only limited 
by the researcher's imagination (O'Connor, 2006). 
A secure and integrated data architecture is critical 
for bank. Data integration across touch points and 
channels helps provide customers with an immersive 
experiences irrespective of the channel. Robust data 
architecture is crucial for campaign management, 
marketing and predictive analytics. Multi-disciplinary 
experts should collaborate to define the data structure 
and elements to capture customers’ channel 
preferences and product portfolios. 
Bank should have focus on collecting, managing and 
integrating disparate data sources to gain a 360 
degree view of the customers.A consolidated 
customer view help banks provide smart offers by 
combining products for the customer. The capabilities 
can be enhanced to provide a holistic product 
relationship view of the customer as well as 
multichannel transections related to social media 

interaction. The expanded 360 degree view of the 
customer offers superior customer segmentation 
capabilities. 
The bank’s should support the digital application 
infrastructure cross connection of data from  various 
channels for a consistent user experience. It should be 
scalable to ensure the expansion of data generation 
and device interaction. Service oriented architecture 
and service based components can be evaluated. The  
CRM solution should offer visibility into relevant 
customer data across multiple channels of the bank.In 
addition, the solution should monitor transaction data 
as well as location data and unstructured data from 
social  media, online chat and call of customers. 
Banks need to understand the intentions of customers 
and gain insights using advanced analytics. Banks can 
rainforce the analytics environment by adopting for 
example, cloud technologies along with Hadoop and 
RevolutionR while focusing on Big data real time 
analytics can be achieved using predictive models 
and sophisticated analytics platforms such as Tableau 
for data visualization. Banks can use advanced 
analytics solutions for bespoke offerings that harmess 
structured as well as unstructured data. The analytics 
application should focuson traditional areas such as 
customer segmentation, offer optimization and 
performance evaluationas well as key aspects of 
digital, voice and text data analysis , sentiment 
analysis and pattern recognition. 
 
V. STRATEGY OF BANKING 
 
Banks should have a multi- year roadmap and an 
integrated channel banking strategy. They should 
adopt an agile operating model and a phased 
approach to channel implementation. In the initial 
phase , banks should focus on consistency between 
the physical and virtual customer experience. Such an 
approach ensures accelerated implementation and 
minimal IT deployment or infrastructure  disruption 
and requires lower investment. 
Banks can implement a guided selling strategy where 
product need assessment, ascertainment of the right 
product, and eligibility evaluation for products are 
automated. The subsequent process of closing the 
dual can be undertaken in the branch. 
As part of the migration forward banking channel, 
banking realign customer service (e g , change branch 
timings and staffing). The channel perform needs to 
be activated for customers as well  as  employees for 
a unified workplace. 
Banks should have avoid siload and overlapping 
investments across channels. Revenue maximization 
for one channel at the cost of other channels should 
be discouraged and service issues should be 
addressed promptly regardless of the channel. The 
policies  and procedures should be consistant and 
clearly outlined across channels. As customer touch 
points increase in channel banking, security 
vulnerabilities are enhanced. A biometrics solution 
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such as a fingerpoint or voice can be implemented to 
address security concerns. 
All channels are not equally important for banking 
products and services. Banks should use business 
intelligence to position relevant products and service 
in the right channel. Significantly, implementing 
channel banking involves regulatory issues. Banks 
can proactively partner with regulatory authorities to 
design the compliance framework. 
 
VI. BANKING FUTURE 
 
Banking channel is an imperative for banks because it 
offer compelling business benefits. It delivers 
tangible bottomline and topline benefits. Investments 
in channel banking is an opportunity cost in the short 
term, but generates significant revenue in the long 
run. 
 
CONCLUSION  
 
A fragile banking sector is a limelight that tends to 
show lack of knowledge in banks for developing and 
innovating their products, services and stakeholders 
relations. The findings in the Mauritian case could be 
constructive for international interest. Although 
practiced at an informal level, the results obtained 
from the participant banks show the presence of DM. 
Suppliers can become closer to their banks and 
benefits accrue to both stakeholders. Customer 
interactions with their banks become smoother by 
strengthening the use of data intensive products and 
services that create greater customer delight. With 
regard to competition, competing banks can 
collaborate much more through DM initiatives for 
mutual benefits.  
At a wider level, DM initiatives enable consensus 
decision making and create win-win situations for all 
stakeholders. Moreover, the political relationships 
among local and foreign government authorities with 
banks can be enhanced with stronger ties when DM 
initiatives are present in all concerned sectors, taking 
into consideration that economic development with 
the support of banks requires massive investment in 
DM initiatives. The World Bank is calling for more 
investment in DM in all banking firms. Furthermore, 
banks are advised to be creative problems solvers 
when engrossed in cultural knowledge activities to 
finance their CSR projects. 
Interestingly, IT related banking services call for 
greater knowledge development to meet the 
sophisticated needs of customers. Thus, technological 
development calls for culture change in banking 
organizations whereby DM initiatives need to be 
developed to train employees for technological 
achievement The bottom line of this research 
therefore shows that banks are at an inflection point 
in their DM initiatives. The central idea of this paper 
has been to make an initial assessment of the DM 
initiatives that are practiced at an informal level in 

banking firms and much encouragement need to be 
developed for these organizations to manage 
knowledge towards achieving a competitive edge in 
the industry. 
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