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'Adapting to industry needs

Hardayal Prasad, MD & CEO, SBI Card, talks of his evolution as a leader

With the BFSI ecosystem
more deeply digital than
ever, how is the brand
helping customers enjoy
a frictionless experience
across muitiple digital
touch points?

>> At SBI Card, we are fo-

proactive notifications via
email, text messaging and in-
app messaging for monitor-
ing transaction activity and
account security, We are also
enhancing our customer ser-
vice capabilities by leverag-
ing our artificial intelli-

cused on i ing in our gen g
digital and mobile capabili- management tools that as-
ties, bringing to market new sist our customer service
features, channels and expe- representatives in providing
riences for our cardhold: faster inf¢ ion and more
hancing our existi 2 in real
digital design and user expe- time to our customers.
rience, Our approach contin-
ues to be cardholder-centric India is witnessing a
that drives us to reach our spirited battie in the
cardholders in unique ways BFSI space among myri-
at home, in store, online or How has
wherever they prefer. the brand
Weofferourcardholdersa  itself from the milleu?
prehenst h >> According to the report
nel customer service experi- dated November 21, 2019,
ence. Our service prepared by CRISIL Re-
platform is integrated witha search (“CRISIL report”),
range of digital solutions and we are the largest pure-play
offers a range of interaction credit card issuer in India
points, including customer with deep expertise in In-
service via telephone in nine dia’s credit card market as a

different languages, text
messaging, chat and 24/7
customer service online
through AskILA (our virtual
assistant chatbot), as well as

result of our more than 20
years' operating history.
Over these years, we have
built a comprehensive and
diverse portfolio of credit

card products that we con-
tinuously adapt to the evolv-
ing needs of our cardholders
and changing industry dy-
namics. Our credit cards
portfolio is tailored to meet
the particular needs of our

cardholders across the en-
tire spectrum of our card-
holders’ income profiles and
Jlifestyles, from the “premi-
um” cardholder category to

trusted brand through our
partnerships and initiatives
with SBI and today, our
brand is associated with a
good business reputation

the “affluent”, “mass afflu- and market position.
ent”, “mass” and “new to
credit” categories. What are some of your
We are focused on con-  biggest learning experi-
tinuing to invest in our digi- ences from across your
tal and mobile capabilities to career?
enhance our cardholder ex- >> Every phase of my career
i We ly seek has brought a shade
to provide additional pay- of experience for me - be it
ment capabilities and other my training as a Probation-
functionalities to promote ary Officer with SBI, my first
greater ease and conveni- overseas assignment, or my
ence for our cardholders, a current profile as CEO of SBI
recent example being our Card. But I would say, some
virtual assistant chatbot, of the most important learn-
AskILA. We are the largest ing experiences of my life
co-brand credit card issuer came while I was entrusted

in India according to the
CRISIL Report and have
e

with the task of leading a
branch of SBI as a Branch

fully operati
credit card ‘programs in

M It taught owner-
ship, accountability, under-
ding of 1 and

place with 18 co-b: "p:rt-

Yadi

ners, i P P P My leader-
with online hotel booking  ship journey began during
platforms, airlines, railway this period. It enabled me to
operators and department understand competition,
stores, among others. customer sentiment, manag-

Most importantly, . we ing people, difficult situa-
have also successfully lever- tions and delivering work on
aged SBI's reputation as a time.



