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KeyBank’s Purpose: 
To Help Clients, Colleagues, 
and Communities Thrive.

$190B 

Assets

1,000+

Branches

17,000

Teammates



Era Ziroe, CCXP
SVP, Client & Employee 

Experience Director
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Our End-to-End CX Capabilities

Service 

Design

Infuse CX 

insights into 

business 

strategy

2

Gain

competitive 

intelligence

Unlock VoC 

insights 

Research & 

Insights

1

Product 

Design

Design user-

centric digital 

user flowers 

and interfaces

Craft user-

centric digital 

content  

3

Create

human-

centered

journeys 
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✓ ACTIONABLE INSIGHTS

✓ INTERESTED AUDIENCE
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Cruising in the Right Direction…

Celebrating Success 

Feel good about the meeting 

and confident insights will 

drive meaningful change

Sharing Results

Presenting findings to 

business leaders—they are 

engaged

Uncovering Insights

Spending weeks—or even 

months—diving into client 

feedback
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Roadblocks Ahead… 

Digital Dust: 

After the presentation, nothing 

happens—the recommendations 

sit in a deck
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Insights Alone Don’t Create Impact 

– Action Does! 

So how do we get the company to 

take action on our insights? 
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Business’ 

stimulus to 

take action

Annual planning

JAN FEB MAR APR MAY JUN JUL AUG SEP OCT NOV DEC

Timing is Critical…

mismatch between 

schedules
1 low relevancy once 

business priorities are set
2

Our 

stimulus to 

take action
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Understanding the Business is More Important… 

STAKEHOLDER 

CONNECTION

BE IN THE ROOM 

WHERE IT HAPPENS

STRATEGIC 

UNDERSTANDING

10

CX TEAM
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When you don’t navigate the business 

highway  — everyone loses.

How do you find the intersection of 

Client and Business empathy?
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Delivering ideas vs. a 

plan how to get there

“Actionable” Insights

Voice of Client-Led Approach

Putting burden on 

business partner

Assigning work vs 

collaborating 

Focus
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Don’t understand user 

needs & expectations

Business Outcomes

Business-Led Approach

Not differentiated 

strategies

False impressions that 

problem solved

Focus
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Voice of Client-Led Approach

What can you
do for the experience?

Business-Led Approach

What can experience
do for the business?

ACTIONABLE 

INSIGHTS

BUSINESS 

OUTCOMES

LOYALTY & 

PROFITABILTY

Paradigm Shift
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BUSINESS INTEGRATION IS THE BRIDGE
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Solving Real Problems… For the Business and User

Low Satisfaction

Less than half of clients are 

satisfied with the capability

#1 Most Used Function in Commercial Platform

Client-Led Approach

Consistent Reports

Make the reports easier to read 

and be more consistent

Business-Led Approach

User-Centric Solution 

Create personalized user 

access to transactional activity

Integrated Approach
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This exceeded my expectations.

On average it usually takes me an hour for 

research. 

Not having to use external sources like Excel and 

Ctrl+F, this will cut my time in half.

~ KeyBank client in a treasury role

-57%

92nd

PROTOTYPE TESTING 

RESULTS

Task completion 

time

Percentile in overall 

experience satisfaction
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We Follow A Human-Centered Design Process
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B U S I N E S S  E M PAT H YC L I E N T  E M PAT H Y

Highest Form of “Empathy-driven Action” 
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Really cool to see this all come together.

I think this is the best example to date of a 

holistic approach between product, tech 

and the Design team.

~Head of Commercial Digital Strategy

This Project Earned Us a True Seat at the Table…
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