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The customer journey is 
being transformed quickly 
from a transactional 
process that was solely 
focused on shopping and 
purchasing to one that is 
built on rich, meaningful 
connections.



Fraud 
Prevention a 
High-Stakes 
Customer 
Experience 
Battleground



70 %
reported having felt 
anxious, stressed, 
displeased, or 
frustrated when they 
were warned about 
potential fraud.

Source: survey by McKinsey



Increasing customer 
retention rates by as 
little as 5% can result in 
profit increases ranging 
from 25% to 95% across 
various industries.

Source: Harvard Business 
Review 



Understanding the 
customer journey





A customer journey that is 
experience-driven is no easy 
task. It involves an 
ecosystem of technologies 
driven by real-time customer 
data, as well as a consumer-
centered view of the entire 
business, from the operating 
model and supply chain to 
content and marketing.



(30%) 
of consumers say that if a 
transaction is mistakenly 
declined despite having 
sufficient funds in their 
account, it would 
significantly influence their 
likelihood to stop shopping 
with a preferred brand or 
retailer.

VoCUL: Connected 
Customer, Loyalty & 
Retention 2020 survey











Most common 
threats in fraud

• Identity theft
• Account takeover
• Phishing



Fraud teams mission

Prevent fraud

01
Improve the 
customer 
experience

02
Reduce 
losses

03
Improve 
business 
efficiency

04



Priorities for 
2023

AI Machine 
learning

Behavioral 
analytics

High-
quality data



Source: McKinsey



Risk 
Assessment 
and Analysis



Real-time 
Transaction 
Monitoring



Proactive 
Fraud 
Prevention 
Measures



Strong 
Authentication 
and Identity 
Verification



Collaboration and 
Industry Partnerships



Regular 
Training and 
Staff 
Awareness



Continuous 
Improvement 
and 
Adaptability



Multi layered 
approach





ALTERNATIVE DATA 
SOURCES 

MACHINE-LEARNING 
MODELS 

ADVANCED 
MODELING 



Acquiring a new 
customer can cost 
anywhere from 5 
to 25 times more 
than retaining an 
existing customer

Source: Frederick Reichheld of 
Bain & Company



Building Trust and Confidence

Effective fraud prevention measures build trust and 
confidence in financial institutions.

You can not buy Trust  you have to earn it that 
directly impacts customer loyalty and retention.

Customers are more likely to engage in additional 
services and refer others when they feel secure 
and protected from fraud.
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