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Abstract: After years of emphasizing the core processing of banking transactions, the banking industry is evolving toward a greater 

focus on client satisfaction that can be created by improvements in Customer Relationship Management (CRM). Salesforce, a widely used 

CRM, has shown a lot of promise success in fields like retail, healthcare, etc., but not much for the banking sector. Core banking; client; 

satisfaction; operational: This paper aims at assessing on how the Salesforce can be deployed to support core banking business with an 

intention of enhancing client satisfaction and enhanced operations. When approached to overcome issues like HIPO data, PSI, and 

carving patient-specific data, this hulk can be transformative. The present paper aims to present a systematic approach of putting 

Salesforce at the centre of core banking, supplementing the discussion with supporting theoretical and empirical sources, realistic 

implementation techniques, and outcomes of an experimental case.  
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1. Introduction 
 

1.1 Evolution of CRM in Banking 

 

Customer Relationship Management (CRM) in the banking 

sector has developed by recognizing the growing need to 

enhance the quality of services, optimise operations, and 

introduce new technology. CRM in banking has evolved 

with time from simple customer data management systems 

to more advanced, sophisticated systems that support 

personalized banking services. [1-4]. The following are six 

subcategories that explain the evolution path of CRM in 

banking 

 

 
Figure 1: Evolution of CRM in Banking 

 

• Early Stages: Manual Customer Data Management: 

At the emergence of CRM, banks mainly paid attention to 

record-keeping tasks, and they used to do it traditionally, 

using files and or simple electronic files. Initially, it aimed 

to monitor the customers’ purchasing behavior, balance, 

and simple quantitative characteristics. It was nearly 

impossible for banks to study the behavior of their 

customers or foretell what they would need. During this 

period, the primary aim of implementing CRM was to 

keep customers' records to facilitate their basic use in 

handling simple relationships that involved transactional 

information mostly used for customer service.  

• Introduction of Basic CRM Software: In the late 1990s 

and early 2000, basic ERP software was incorporated into 

the banking industry to automate customer data and 

facilitate communication. These systems helped facilitate 

the banking undertaking by providing solutions to 

automated activities like account creation, customers’ 

queries, and further contact. Even at this phase, CRM 

applications remained more or less static data repositories 

designed to facilitate customer interactions; the difference 

was that banks could now collect a superior picture of the 

customers’ actions and connections. The first CRM 

systems emerged as a foundation for this analysis, and 

banks started learning our customers’ preferences and 

habits.  

• Customer-Centric Focus: Integration with Marketing 

and Sales: With the increase in competition in the banking 

industry, it dawned on financial institutions that they 

perhaps needed to serve the customers better. Marketing 
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and sales fields were incorporated into customer service to 

form a complete view of customers. Financial institutions 

started applying CRM tools in the last decade to cluster 

customers, target advertisements, and promote other 

banking and financial services. Integration of CRM with 

marketing and selling led the banks to target the customers 

with preferred promotional material, enhance customer 

interaction and achieve higher customer loyalty. This shift 

signal the start of how CRM helped the organization 

enhance its service and proactively satisfy customers.  

• Technological Advancements: Automation Analytics: 

The application of new trends in information technologies 

such as AI, ML, and Big Data has changed the nature of 

CRM systems in banking. These technologies were used 

in banks to minimize or over-automate work like data 

entry, data check, customer complaints and fraud checks. 

CRM systems started using predictive analytics to advise 

customers on various financial matters, suggest the right 

products they might need, and keep customers loyal. 

Moreover, with the information acquired, the various 

banks could predict the needs of their customers, adding a 

proactive angle to what was being offered. At this stage, 

CRM systems evolved into giving real-time information 

that improves operational and customer service.  

• Omnichannel CRM: Integration Across Touchpoints: 

The introduction of digital banking, mobile applications 

and social media has called for omnichannel CRM in 

banks. Customers contacted the banks via their website, 

mobile applications and kiosks, call centers, and social 

media sites. All these communication channels are 

incorporated in an omnichannel CRM system to ensure 

that banks consistently close deals with customers across 

the different marketing channels. In this way, 

omnichannel CRM guarantees that the client will receive 

relevant attention and will not depend on how he or she 

interacts with the bank. Banks were thus able to meet the 

increasing number of customers’ demands to access 

banking services conveniently and satisfy them.  

• The Rise of Salesforce and Cloud-Based CRM: In the 

last decade, web-based CRM tools such as Salesforce have 

become key drivers in the banking industry. These 

facilitate quicker, scalable and flexible solutions, enabling 

the bank to adopt and integrate the CRM tools based on 

their operations. Salesforce is a pioneer in CRM that meets 

all the requirements and standards of today’s 

organizations due to factors such as ease of use, flexibility, 

ability to integrate the company’s data and distinctive 

analytical tools. Remote solutions help banks get complete 

data and information about the situation at any time to 

increase customer satisfaction and effectiveness. Also, it 

was noted that another advantage of the sales force has 

been specially developed to integrate with other core 

banking systems, third-party applications, and regulatory 

compliance enhancements, making it a powerful solution 

for current banking needs. This transition to cloud-based 

CRM is now the newest chapter in the CRM story, 

centered on flexibility, extensibility, and ease of use.  

 

1.2 Salesforce in the Context of CRM 

 

Salesforce has risen to be one of the most prominent CRM 

software due to its ability in the cloud, flexibility, and 

versatility in covering several aspects of organizations, 

especially in the banking sector. Consolidating and 

synchronizing customer information across multiple points of 

contact benefits the bank by offering a holistic perspective of 

the client they can then engage with more appropriately. [5, 

6] Since many processes across the customer journey, 

including lead generation, form submission, and follow-up 

communication, can be automated, more front-line activities 

are freed up to concentrate on delivering greater value to 

customers, such as through providing high-quality service 

delivery from banks. Integrated features of Salesforce also 

help the banking sector analyze customer data so that their 

decisions will be more appropriate for stronger customer 

relationships. As mentioned above, there are many benefits to 

using Salesforce in business processes. Unfortunately, 

however, Salesforce implementation in banks has not touched 

key banking lines. It has been applied mostly in front-office 

areas, including sales, marketing, and customer services, 

which are managed by the sales force's automation. This has 

resulted in the underutilization of the platform to its full 

potential in enhancing the back office transformation process, 

therefore showing the potential of Salesforce in more 

advanced banking activities.  

 

1.3 Need for Integration into Core Banking 

 

Core banking systems integration with Salesforce offers 

banks the best chance at utilizing customer relationship 

management (CRM) in all bank processes. Even though 

Salesforce has been utilised in front-office activities like sales 

and customer services and other allied fields, its integration 

into central banking activities like loan processing, 

transaction management, and regulatory compliances can 

improve operational effectiveness and customer satisfaction 

and compliance with the norms. The four subtopics outlined 

below look at how and why this integration is necessary and 

has its advantages:  

 

 
Figure 3: Need for Integration into Core Banking 

 

• Streamlining Operations Across Front and Back 

Office: Salesforce has been integrated to form the CORE 

Banking system's basis for supporting front and back ends. 

Today, there is a trend of environments in which banks 

work in totally different and disconnected processes, with 

customer services facing one part while the back-end 

operations another. Such a split may result in ineffective 

work processes, increased time to deliver products and an 

incomplete picture of the customer. By connecting 

Salesforce to CBPs, it is possible to create a single view 

of the client across banking services where all the 

customer history, such as transaction, balance, and loan 
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status, would be available. Implementing these features in 

a systemized manner can decrease some tasks of data input 

to be performed by a computer, thus reducing the 

possibility of errors and increasing the operation speed of 

providing service to customers and subsequently making 

the service delivery process less tedious for the staff.  

• Enhanced Customer Personalization: The feature of 

trying to analyze customer information and churn out 

valuable insights for personalized sales processes is a 

great asset for Salesforce. However, for this feature to 

provide maximum value to the client, it must be aligned 

with the core banking systems that give a holistic view of 

the customers’ financial transactions and history – 

information that is strategic to credit decisions. With the 

amping up of Salesforce, the banks can better convey a 

personalized banking experience through the core banking 

data. For instance, while competing for the same 

customer, bankers, retailers, and other firms can observe 

not only the customer preferences for certain goods and 

services but also real time balances and account updates 

of their customers, such as due dates of loans, balances 

and recent transaction history. This helps forecast needs 

and possible complications, forming better advice and 

product suggestions and quicker problem-solving with 

customers. A fully integrated system enables a bank to 

give its client overall service satisfaction and ensure 

loyalty since his needs are comprehensively addressed.  

• Improved Risk Management and Compliance: In the 

competitive and risk-sensitive banking environment, 

various compliances with GDPR, PSD2, and regulations 

concerning the fight against money laundering are crucial. 

It also helps enhance risk and compliance management 

strategies when Salesforce forms a core component of the 

banking processes. In the embedded compliance feature, 

flow from its suite of products can be set alongside the 

core banking system in areas like the use of compliance 

tools such as the automated audit trail, data encryption, 

real-time monitoring and others. Such integration allows 

for tracking customers’ data and transactions as the 

company and its activities run, aligning the activities to 

meet legal standards. Furthermore, there are possibilities 

to build connections with other applications mentioned 

above, manage all risks in one place, and get an overview 

of potential risks that may lead to penalties or affect 

customer trust.  

• Improved Customer Service and Cross-Selling 

Opportunities: Integration of Salesforce with core 

banking systems enhances customer services and provides 

new cross-selling opportunities. This empowers front-line 

staff to provide faster and better solutions to customers' 

credit information, transactions, and other related 

financial products. Also, it can be seen that depending on 

the patterns in the customer data, salesforce can suggest 

related products based on the customer's financial activity 

or perhaps needs. For instance, a new customer with a 

mortgage could be cross-sold on mortgage protection, or 

an existing customer with a high saving balance could be 

cross-sold on investment products. Salesforce, together 

with CBP, allows banks to enhance customer care and 

potentially generate more profit with the help of enhanced 

cross-selling techniques.  

 

 

2. Literature Survey 
 

2.1 CRM Adoption in Banking 

 

The use of Customer Relationship Management (CRM) 

systems in the banking sector has steadily increased over the 

past two decades as more and more banks realised the benefits 

of managing customer relations more effectively. CRM 

systems are crucial in customer retention because they 

support individual attention to customers and the optimization 

of cross-sale promotion. [7-11] In addition to enabling 

enhanced customer interactions, CRM systems allow the bank 

to consolidate customer records, increase operational 

efficiency, decrease business costs, and make better decisions 

based on system-generated insight. In order to achieve a 

competitive advantage over similar businesses in this 

constantly shifting technological environment, CRM has 

become a crucial tool in managing customer satisfaction and 

retaining customers.  

 

2.2 Salesforce as a CRM Leader 

 

Today's CRM market leader is salesforce. com due to its 

superior complex of tools, including easy to navigate and 

highly configurable modules, combined with effective 

business analysis tools. Increased satisfaction and the ability 

to adapt the system to changing business needs touch on one 

of the key strengths that research always identifies with 

Salesforce: flexibility, scalability, and integrations for banks 

and other businesses. Still, as previously mentioned, 

Salesforce was successfully implemented in many companies 

and organizations, especially in sales, marketing and 

customer support, but regarding core banking, its usage is 

quite limited. The vast majority of banks across the globe 

leverage Salesforce, but its usage is typically limited to CRM 

and customer service, sales force automation, and, in some 

cases, marketing campaigns and communications; however, 

its capability to integrate deeply into the banking value chain, 

whether this be in the loan processing system or the 

transactional banking gateway, appears to be less frequently 

employed or developed.  

 

2.3 Challenges in CRM Implementation 

 

The deployment of CRM systems in the banking business 

environments will likely offer several challenges that need 

consideration for effective deployment. One of the biggest 

problems is indeed data silos, where customer data is isolated 

in multiple departments and legacy systems to gain a single 

and holistic customer perspective. However, downing costs 

accompanying CRM systems acquisition, implementation, 

and training may put off several banks and cause them to 

under-adopt the platforms. Implementing CRM solutions 

results in further integration into the core banking systems, 

which adds considerable investments on technological 

aspects and processes. Meeting these challenges requires an 

implementation plan, change management and IT/business 

alignment.  

 

2.4 Regulatory Considerations 

 

In the case of the implementation of CRM in banks, 

regulatory standards like GDPR and PSD2 are important 
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components of the discussion. Implementing these 

regulations makes it easier to protect customer data, which 

may otherwise cause legal problems. At this point, Salesforce 

has compliance features allowing banks to address these 

issues: data encryption, audit trails, and customizable privacy 

settings. However, at this moment, Salesforce's compliance 

sources are beneficial; still, it is necessary to investigate how 

their connection with primary banking functions, including 

transactions and KYC (Know Your Customer), is realized in 

terms of full compliance. Knowing how Salesforce can be of 

disservice to compliance at all levels of the banking business 

is an aspect of future research.  

 

3. Methodology 
 

3.1 Research Design 

 

The research used qualitative and quantitative methods to 

gather numerical and textual data to get adequate information 

from the subject. Data collection involved three primary 

methods: A questionnaire on the industry, interviews and a 

case study based on a mock banking organization. The 

industry surveys offered more general insights into 

quantitative data, such as the rate of adoption and the 

perceived strengths and weaknesses of salesforce integration 

within the banking context. [12-16] These surveys were 

developed to include various participants across 

organisational levels and bank types. To complement this, 

semi-structured interviews with banking practitioners provide 

rich descriptions of actual implementation experiences, 

practical difficulties and strategic effects. These interviews 

helped make further analysis of such themes emerging from 

the surveys possible. Further, in applying the topic under 

consideration in the paper, a simulated case study was 

employed to examine the practical implications of Salesforce 

integration in the case of a mid-sized bank. This made it 

possible to have a controlled environment to assess advanced 

technology's effects on workflow, clients, and organization. 

Therefore, the synthesis of these methods enabled the 

research to obtain macro picture and microscopic details and 

provide a rich and comprehensive picture. The application of 

cross-sectional mixed quantitative and qualitative methods 

added value to the conclusions and provided internal and 

external validity of the study conclusions.  

 

3.2 System Architecture  

 

The proposed integration architecture comprises the 

following components:  

  

 
Figure 3: System Architecture 

 

• Data Integration Layer: This layer simplifies how data 

will be transferred from Salesforce to the bank’s systems 

and plays a central role in the proposed architecture. This 

layer uses APIs and middleware solutions for efficient 

‘Real-time’ sharing of Customer information, 

Transactions, and operation details. As such, Juniper 

integrates where there is interoperability between different 

systems, helps to eliminate data silos, improves standards, 

and gives a clear understanding of client interactions to 

support informed decisions.  

• Process Automation Engine: From these rescue 

considerations, the process automation engine is about 

automating nearly all the routine business processes in 

banking, such as account creation applications for loans 

and compliance checks, among others. This engine, built 

with Salesforce automation tools and embedded in the 

bank processes, saves time and effort and dilutes the 

possibility of errors. This scalability means that while the 

work being done for the bank expands, the engine will also 

grow to handle the work in its most optimized form.  

• Analytics Dashboard: The analytics dashboard continues 

the framework’s strategic design by facilitating the 

conversion of big data analysis into helpful intelligence. It 

integrates data from Salesforce and the bank’s systems to 

provide up-to-date details on customer interaction, 

products, and the market. Using tools such as the 

predictive modelling and personalization metrics 

indicated above, banking professionals can align service 

delivery with individual customers' specific needs, 

increasing their satisfaction levels and thus increasing 

business.  

 

3.3. Implementation Framework 

 

 
Figure 4: Implementation Framework 

 

Step 1: Requirement Analysis 

The first stage centres on establishing many customer 

interfaces and backend procedures requiring integration. This 

involves talking to people who are involved in the course of 

working and achieving the planned objectives of the 

organization. Processing swap areas for customers are 

defined; for instance, customer-getting-to-know processes, 

loan requests, and service requests must fit Salesforce 

parameters. The analysis here gives direction on where to 

integrate, which would be areas that cause maximum 

operational and customer exertion.  

 

Step 2: System Configuration 

Sell-side after requirements, the platform refers to Salesforce, 

and configuration is done to fit the bank’s workflows and 

operations. This step configures modules such as CRM, 

marketing automation and service management to fit the 

bank’s process. Adjustments are made to the workflows, 

users, and dashboards to guarantee that the nascent platform 

can easily blend into the current working environment 
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without compromising the users' productivity or the possible 

interactions with potential customers.  

 

Step 3: Data Migration 

Along with it, the information they have still resides in old 

systems; it is time to consolidate or switch such customer data 

to Salesforce. The justification for this step is that historical 

and current data should be passed on to the next level to 

enhance the continuity of customer relations and decision-

making. Cleansing techniques are used here to eliminate any 

irrelevant data and, where possible, refine the data. The 

migration process is choreographed to remain as short as 

possible with little if any, disruption to the organization.  

 

Step 4: Testing and Optimization 

The final process is the test and optimization process, which 

involves the following: Based on the plans previously 

developed, a system test is conducted to ensure that the 

system is reliable, performs as required and is secure. Two 

kinds of end-to-end testing scenarios have been used to design 

the actual operation process to identify any problem expected 

to occur after deployment. Stakeholder feedback is then used 

to make the changes needed to enhance the system. We 

simplify it to mean that optimization aims to enhance and 

maximise functional values and meet user goals and business 

requirements of the integrated solution.  

 

4. Results and Discussion 
 

4.1 Improved Client Satisfaction 

 

The case study focused on the aspect of Salesforce 

implementation and described a 30% improvement in 

customer satisfaction scores within six months. This was 

made possible by the system, which deposited product 

recommendations from customer profiles at various stages of 

their activity. Besides, managed query resolution and 

resolution time decreased the time to answer customer 

queries, thus producing a better customer experience.  

• Customer Satisfaction Score: The Customer Satisfaction 

Score increased by 30% after six months of adopting the 

Salesforce solutions, rising from 70% to 91%. This 

increase shows a significant improvement in the general 

customer satisfaction level. They achieved better insight 

and effective communications across the bank with a more 

successful attitude from the customers due to the features 

that make Salesforce better sales services, shorter 

response time and enhanced response.  

• Average Query Resolution Time: In the same manner, 

the Average Query Resolution Time increased by 66.7% 

from 24 hours to two eight (8) hours only. This decrease 

shows that using Salesforce’s case management processes 

and faster access to customer data helped bank staff easily 

solve customer concerns. One of the major factors was that 

through the system, prioritizing and fast-tracking tasks 

meant that the concerns of the customers were addressed 

faster, hence satisfying their needs.  

 

 

 

 

 

 

Table 1: Improved Client Satisfaction 
Customer Satisfaction 

Metrics 

Before 

Integration 

After 

Integration 

Improvement 

(%) 

Customer Satisfaction 

Score 
70% 91% 30% 

Average Query 

Resolution Time 
24 hours 8 hours 66.7% 

 

 
Figure 5: Graph representing Improved Client Satisfaction 

 

4.2 Enhanced Operational Efficiency 

 

Service automation and customer onboarding, transaction 

monitoring, and credit processing reduced operational costs 

by 25%. The system also cut the possibility of making manual 

mistakes and, at the same time, enhanced the turnaround of 

processes.  

• Average KYC Processing Time: Before the full 

implementation of automation, it took the company 

approximately 48 hours to process Know Your Customer 

(KYC). Once they automated the KYC verification, this 

was reduced to 12 hours, a 75% improvement from the 

original process. This significant decrease propelled the 

bank into a position whereby it could attend to a higher 

number of customers within a fixed amount of time, 

boosting efficiency and the duration clients would spend 

within the bank.  

• Manual Errors in Transactions: The percentage of 

manual errors in transactions reduced from 7% to 1%, 

about an 85.7% improvement. Automated systems 

eliminated many normal, day-to-day tasks and, in so 

doing, eliminated the opportunities for individuals to 

make mistakes due to complacency, over-work, or 

because a task was simply beyond their abilities. This 

improvement also adds to the reliability and precision of 

the bank’s financial transactions.  

• Operational Costs (Monthly): There was also a decline 

of twenty-five percent in the monthly operational costs, 

which were previously $200 000 and were now costing 

$150, 000. Lack of heavy paperwork and KYC processing, 

loan approvals, and transaction monitoring automated 

flowed efficiently and bore minimal need for intervention. 

This cost-saving favored the bank's need to direct 

resources to boost profitability and effectiveness. Thus, it 

made it possible to reinvest in the other strategic units of 

the business.  

 

Paper ID: SR21035110635 DOI: https://dx.doi.org/10.21275/SR21035110635 2069 

www.ijsr.net
http://creativecommons.org/licenses/by/4.0/


International Journal of Science and Research (IJSR) 
ISSN: 2319-7064 

SJIF (2020): 7.86 

Volume 10 Issue 3, March 2021 

www.ijsr.net 
Licensed Under Creative Commons Attribution CC BY 

4.3 Compliance Assurance 

 

Banking regulation compliance was made easier through 

Salesforce’s tools, such as automated regulatory review and 

audit trails. This reduced the chances of penalties and 

improved customers’ confidence due to operational 

transparency.  

• Non-compliance Incidents: Before integrating it into 

Salesforce, the bank recorded an average of 5 cases of 

non-compliance annually. These incidents were 

completely eradicated after Salesforce used compliance 

tools, achieving a 100 percent improvement. Computer 

controls, online monitoring and reporting weren’t only 

efficient in safeguarding regulatory compliance and 

eliminated the risk of regulatory breaches that could result 

in fines or damaged reputation.  

• Regulatory Audit Time: The number of days to complete 

the regulatory audit decreased after implementing 

Salesforce. Earlier, this audit process would have usually 

taken approximately 1 month because of the several 

manual steps. When the new system has been 

implemented, the audit times has been slashed to 1 week, 

which is 75% down. This was made possible by the real-

time, automated record-keeping and instant availability of 

the transaction and compliance information to auditors to 

confirm the conformance with the regulations.  

 

Table 2: Compliance Assurance 
Compliance 

Metrics 

Before 

Integration 

After 

Integration 
Improvement 

Non-compliance 

Incidents 

5 incidents/ 

year 

0 incidents/ 

year 
100% 

Regulatory Audit 

Time 
1 month 1 week 75% 

 

 
Figure 6: Graph representing Compliance Assurance 

 

4.4 Challenges Encountered 

 

However, some barriers were noted during the 

implementation process of the solutions that were proposed 

above.  

• Data Quality Issues: Another common obstacle 

experienced during the Salesforce integration was the data 

quality problem within the legacy systems. Migration 

showed gaps in customer records, including where records 

were incomplete, there were multiplicity records, or records 

were outdated. These differences meant that a large amount 

of cleaning and validation needed to be conducted to make 

sure that the information passed to Salesforce was clean. 

The conversion of data required that the data migration 

team work with other departments to correct apparent 

mistakes, an action that slowed data integration. 

Nevertheless, when the data was cleaned and validated, the 

system’s performance improved and established strong 

ground for successive operational processes.  

• User Adoption: Another main issue was getting users to 

accept the new system and use it all the time. Despite rich 

functionalities,” Some of the functionalities that were 

available in saleforce proved rather powerful, many of the 

bank employees who used to work with old-fashion post 

PC systems had to be retrained extensively to use the new 

environment. Therefore, a few staff members took 

exceptionally long to get used to it, especially those who 

were not as ‘techie’ as the rest of the employees. In 

response, the bank deployed training to ensure that the 

employees were comfortable with the new system by 

offering training programs, hands-on hazard workshops, 

and constant support from management. Despite 

experiencing a high level of difficulty in designing and 

implementing this system, the staff's ability to acquire it 

was another major factor supporting its continuity and 

functionality.  

 

5. Conclusion 
 

As a result, using Salesforce in the core banking processes 

offers the potential for a step-change improvement in client 

experience and banking operations. Salesforce centralizes 

customer data and automates many basic banking tasks, 

directly enhancing overall service delivery and, thus, 

enhancing customers’ experiences. A general effect attained 

when personalized services, faster query resolutions, and 

smooth-going processes are delivered is increased customer 

interest and enthusiasm. Moreover, with bots and 

underwriting, identity verification and integrated transaction 

monitoring, human error and related costs are reduced while 

allowing staff to perform more enriching work. Not only does 

this increase productivity, but it will also enhance service 

delivery quality and customer trust. Additionally, it means 

that the integration passes the necessary checks to ensure 

legal compliance by banks and introduces an efficient 

automated system of checks and balances that enriches the 

institution’s image while minimizing the risk of being 

penalized.  

 

As with most changes, many apparent problems must be 

tackled during intake. The most significant and specific 

problems should be discussed and solved within the large set 

of advantages during the integration process. Acquisition 

issues like data conversion, inconsistency, and obsolescence 

in the old IT structures may slow down the migration process, 

and data sanitization is needed to make them perfect for the 

newer IT system. Also, the level of user acceptance goes a 

long way in implementing this integration. New technologies 

often challenge some aspects of understanding for a 

traditional bank, making many bank staff members need 

extensive practice to get fully acquainted with applying new 

advanced Salesforce features. It will take a perfect 

implementation plan to overcome these challenges, 

incorporating valid data checks, training sessions, and further 

user support. These problems may cause some setbacks in the 

level and speed of the integration. However, the resulting 

advantages of more efficient work and increased customer 

satisfaction are significant.  
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For future studies, future work should create more practical 

cases to substantiate the potential of Salesforce integration in 

different scenarios of the banking industry. These case studies 

would help understand the peculiarities of each bank’s 

experience and the ways general and specific to the size of the 

bank and its type of work can help solve existing problems. 

Creating standard integration frameworks would also 

facilitate implementing future S-Signals by minimizing the 

required integration and time involved. From such 

understandings, banks can keep expanding on the best ways 

of working on available advanced technologies such as 

Salesforce, fostering efficiency, compliance with the law, and 

enabling value-added services delivery to consumers.  
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