The BFSI Loyalty Gap

In financial services, the real risk
Isn't product. It's service.

Banks and insurers are losing customers at the service layer. The result is silent churn, weaker retention, and revenue
leakage you may never recover.

Bryan Gray is Chief Commercial Officer at TLCx, where he leads commercial strategy for
enterprise CX transformation across all verticals supported by TLCx, including banking,
insurance, and regulated industries.

Human-First. Tech-Powered. Results-Led. Adaptable by Design.
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The Invisible Problem

SILENT CHURN

Most churn never shows up as an exit. Customers do not close accounts or file complaints — they shift mortgages to a
competitor, move savings to a digital-first bank, or let policies lapse at renewal. That is silent churn: a hidden transfer of
revenue that never triggers an alert, never hits the attrition report, and never reaches the retention team.

The risk is financial invisibility. Traditional metrics only capture formal departures. Meanwhile, customers who still hold an
account but moved meaningful activity elsewhere are already delivering less value, fewer referrals, and lower lifetime profit.
They look retained on paper. They are not retained in economics.

In banking and insurance, where acquisition can cost 5 to 25 times more than retention, silent churn is a compounding

liability. Every quarter it goes unmeasured, the gap between reported loyalty and actual revenue widens — and the cost to
recover escalates.

Most BFSI organizations measure retention.
Almost none measure relevance.

If you're not measuring it, your competitors are capturing it.

They Haven't Left You Can't See It Coming It Compounds Silently
Customers stay on the books Standard attrition reports miss it. Each unresolved service failure
while shifting balances, By the time the decline appears, increases the next wallet-share
premiums, and transactions to the value has already moved and loss. The liability stacks quarter
competitors. Revenue leaks the recovery window has after quarter.

without a formal exit. narrowed.
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What Silent Churn Looks Like

Silent churn doesn’'t announce itself. It builds in routine service moments that leadership rarely sees. These three scenarios
are among the most common friction points driving disengagement in BFSI today. Each looks small in isolation. Together,

they erode revenue.

The Endless Hold

A customer calls about a disputed charge or claims
question. Twenty minutes pass. No update. No
callback. They hang up, try the app, and move on.
That night, they start comparing competitors.
That's not a service miss — it's lost revenue.

The Context Void

A customer gets a rate increase notice, applies for
anew product, and files a claim in the same month.
The agent who answers knows none of it. No
context. No continuity. No personalization. The
message is clear: you don't know this customer —
and they take their wallet elsewhere.
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The Transfer Loop

Three transfers. Three retellings. No one has the
full picture. A 12-year customer feels like a stranger
in your system. The cost won't show up in CSAT — it
shows up in deposit outflows next quarter.
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The Business Impact

THIS IS AREVENUE PROBLEM

The financial case is clear: poor service experience is a direct leak in revenue, retention, and lifetime value. For BFSI leaders,
thisis not a CXissue to review later — it is a balance-sheet risk that belongs on the CFO's desk now.

50% S1.6T 32%

Leave for CX Lost Annually After One Interaction
Half of customers who switch financial Estimated global revenue lost every Nearly one-third of customers leave
providers say poor service experience year from poor customer experience after a single bad service interaction.
drove the decision. That is churn, not across banking, insurance, and The revenue impact starts immediately.
sentiment. financial services.

A\ Callitwhat itis: arevenue leak. If your service layer is creating friction, your financial statements are already paying
for it. The question is whether you can see it before the market does.

In recent engagements, institutions addressing these service-layer failures have seen double-digit improvements in
retention-linked revenue.
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The Service Layer Is the Product

CORE INSIGHT

BFSI used to compete on product. Rates. Coverage. Fees. Features. That advantage is gone. Products are now

interchangeable. Service is the differentiator.

Customers do not remember the APR. They remember who solved the problem. They do not compare payout ratios. They
remember how the company showed up when it mattered. The service layer is not around the product. It is the product.

The Old Competitive Moat

e Ratesand feature sets
e Branch footprint and physical reach
e Brand history and institutional trust

e Proprietary products and instruments

This shift is not optional. It is the new basis of competition.
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The New Competitive Moat

e Fast, accurate resolution
e Personalized, context-aware service
e Seamless omnichannel continuity

e Consistent execution at every touchpoint



Where It Breaks Down
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Most BFSI firms have digitized the front end while leaving the service core fragmented. The result is a polished interface over

a broken operating model.
&

Fragmented Channels

Channels do not share context.
Customers repeat themselves,
issues reopen, and every handoff
destroys trust. The cost is higher
churn and lower lifetime value.

X

Slow Response Times

Legacy workflows drag routine
requests into days of delay. That
friction turns simple service into a
retention risk and a direct hit to
revenue.

&

Impersonal Interactions

Agents lack customer context, so
they default to scripts. High-value
clients get the same treatment as
low-value accounts. That is not
personalization. It is value
destruction.

These are not service issues. They are revenue leaks, churn accelerators, and loyalty killers hiding inside the operating

model.
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The Missed Opportunity: Rethinking the
Contact Center

COST CENTER — LOYALTY ENGINE

The contact center is the most misclassified asset in financial services. It is still treated as an overhead line to be
compressed, automated, and ignored. That framing is not just outdated — it is strategically expensive. It is the highest-
frequency, highest-stakes human interaction your firm owns. No campaign, branch visit, or app moment carries more
emotional weight than a live service call when a customer needs help.

Executives who recast the contact center as a loyalty engine — and invest like they mean it — create a compounding revenue
advantage. Every resolved issue, every relevant answer, every fast response increases retention and opens the door to
cross-sell. Every failure does the opposite. The economics are clear. The real constraint is leadership will.

Cost Center Model

Cut cost. Deflect volume. Shrink headcount. Track cost per contact. Customer experience is managed, not valued.

Transition Point

See service as arevenue moment. Measure loyalty impact, not just efficiency.

Loyalty Engine Model

Resolve faster. Personalize with context. Use Al to lift retention, deepen trust, and drive revenue.
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What Leaders Do Differently

Winning institutions do not treat service as a cost to contain. They use it to improve retention, reduce risk, and unlock

growth. The difference is a leadership model that turns every customer interaction into measurable value.

We call this the Loyalty Gap Operating Model.

Context

Leaders give agents the full picture from the start. That
means less repetition, faster resolution, and a better
experience that protects loyalty and reduces churn.

Visibility
Leaders see service performance as it happens. They
spot risk sooner, manage quality more tightly, and make

better decisions based on what is actually driving
outcomes.
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Execution

Leaders equip agents to act with confidence in the
moment. They resolve issues faster, avoid costly
mistakes, and improve the chances of retaining and
growing each relationship.

Continuity

Leaders make every channel feel like one conversation.
Customers move more easily, frustration drops, and
trust grows because the relationship does not reset
with each touchpoint.



The TLCx Approach

TLCX LAUNCHPAD 1 PURPOSE-BUILT FOR BFSI
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Closing the loyalty gap requires infrastructure most BFS| organizations don't have.

TLCx LaunchPad ' is a purpose-built CX transformation platform for banking, financial services, and insurance. It is

designed to reduce service friction, protect retention, and turn every customer interaction into a growth opportunity.

Customer 360

Eliminates fragmented customer views and repeat
explanations. Gives every agent the context to resolve
faster, deepen relationships, and reduce churn risk.

Quality Intelligence (Ql)

Eliminates blind spots in service performance. Gives leaders
continuous visibility to protect compliance, improve
outcomes, and act before issues become lost revenue.
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Engage Al

Eliminates guesswork in the moment. Helps agents respond
with confidence, improve conversion, and capture more
value from every interaction.

Omnichannel Delivery

Eliminates channel resets and broken handoffs. Keeps
context intact across every touchpoint, making it easier to
retain customers and grow loyalty.



32 TLC
Where Is Your Loyalty Gap?

We’'ll quantify your hidden churn
risk in 30 minutes.

The loyalty gap is already costing you revenue. It shows up as hidden churn, repeat contacts, failed saves, and leakage your
current service model is not catching. The question is not whether it exists. The question is how much revenue you are
losing right now.

TLCx delivers a 30-minute executive diagnostic that exposes where churn is forming, where revenue is leaking, and what it
will take to close the gap. We map your service architecture against the four loyalty-critical capabilities, identify the highest-
impact breakdowns, and quantify the business case for action. No generic demo. No theater. Just a direct conversation built
for COOs, CX |leaders, and operations executives who own the number.

1 2 3
Step 1 Step 2 Step 3
Book a 30-minute session with a Pressure-test your operation Leave with a quantified churn
TLCx senior advisor. against the four loyalty-critical estimate and a prioritized action
capabilities. plan.

[J Every quarter you wait, leakage compounds and churn gets more expensive to recover. The leaders who act now will
protect revenue. The rest will pay for inaction later.

Contact us:
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