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Abstract: The banking industry has experienced unprecedented transformation during the past decade. Digital banking,
fintech innovations, artificial intelligence, omnichannel service delivery, and heightened customer expectations have
fundamentally altered how customers interact with financial institutions. While banks continue to invest heavily in
technology, product innovation, and marketing campaigns, one fundamental question remains critically important: What
makes a customer think of one bank before another when a financial need arises? In an environment where customers often
maintain relationships with multiple financial institutions simultaneously, brand visibility alone is no longer sufficient. The
institution that occupies the most accessible position in customer memory often gains the first opportunity to serve, advise,
and acquire business. This article examines the role of mental availability and brand recall in banking through the lenses of
cognitive psychology, relationship marketing, customer experience management, and behavioural science.

Drawing upon practical observations accumulated during years of experience in retail banking, wealth management,
and subsequent learning and development assignments, the article introduces the 3-3-30 Customer Engagement Framework,
an original practitioner-developed model designed to strengthen customer memory, trust, and relationship depth. The
framework proposes that three meaningful customer interactions of at least three minutes each within a thirty-day period
can significantly enhance familiarity, trust, emotional connection, and ultimately brand recall. The article synthesizes
established theories including Customer-Based Brand Equity, the Mere Exposure Effect, the Ebbinghaus Forgetting Curve,
Relationship Marketing Theory, and contemporary concepts of Mental Availability. It further explores how frontline
employees, relationship managers, branch leaders, and training institutions can leverage structured engagement practices
to create memorable customer experiences and sustainable competitive advantage. The article concludes that in increasingly
commoditized financial markets, the greatest competitive advantage may no longer arise from superior products alone but
from occupying a privileged position in customer memory, and the 3-3-30 Framework offers a practical pathway for
achieving this objective.

Keywords: Mental Availability, Brand Recall, Banking, Customer Experience, Relationship Banking, Customer Engagement,
Learning and Development, Customer Memory, Service Marketing, Trust.

How to Cite: Bhavin Padhiyar (2026) Being Remembered First: The 3-3-30 Customer Engagement Framework for Building Mental
Auvailability and Brand Recall in Banking. International Journal of Innovative Science and Research Technology, 11(7),
3002-3008. https://doi.org/10.38124/ijisrt/26jul1658

L INTRODUCTION

Ask a group of individuals to name three toothpaste brands,
and in most cases, Colgate is likely to be mentioned first.
Interestingly, many respondents may not actually use
Colgate, yet the brand often occupies a dominant position in
memory. When consumers think about toothpaste, Colgate
frequently becomes the first brand recalled. This simple
exercise reveals an important marketing reality: consumers
do not always choose the best product; they often choose the
product they remember first. The same phenomenon exists
within banking. Modern customers rarely maintain an
exclusive relationship with a single bank. A salaried
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employee may receive salary credits in one bank, hold fixed
deposits in another institution, invest through a third provider,
and use a fintech platform for daily payments. Small business
owners frequently engage with multiple banks for credit
facilities, transaction banking, insurance, and advisory
support. When a financial requirement emerges, whether a
home loan, term deposit, investment opportunity, insurance
solution, business loan, or wealth management service, the
customer faces a wide range of options. Yet the decision-
making process often begins with a simple question regarding
which bank comes to mind first. The answer to this question
may determine which institution receives the first enquiry, the
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first meeting opportunity, and ultimately the first chance to
secure business.

This concept is commonly referred to as brand recall or
top-of-mind awareness, and contemporary marketing
literature increasingly describes it as mental availability,
which is the likelihood that a brand will come to mind in
buying situations. For financial institutions, mental
availability represents a critical but often underappreciated
competitive asset. Historically, banks relied on branch
presence, reputation, product superiority, and advertising
expenditure to attract and retain customers. However, the
banking landscape has changed dramatically. Customers
today are exposed to thousands of commercial messages daily
through social media, search engines, mobile applications,
emails, text messages, online videos, digital advertisements,
and direct marketing campaigns. The abundance of
information has created a phenomenon commonly known as
attention scarcity. Customers are not suffering from a
shortage of information; they are suffering from an excess of
it. Consequently, organizations increasingly compete not
merely for market share but for memory share. In such
circumstances, being visible is no longer enough; a bank must
be memorable.

This challenge becomes even more significant within
the banking industry because financial products are
increasingly difficult to differentiate. Savings accounts,
personal loans, home loans, insurance products, investment
services, and digital banking facilities offered by competing
institutions often exhibit only marginal differences from the
customer's perspective. When product differences become
less visible, psychological factors become more influential.
Trust, familiarity, relationships, and most importantly,
memory become essential. This article argues that sustainable
competitive advantage in banking increasingly depends upon
a bank's ability to occupy a distinctive and accessible position
within customer memory. It further proposes that meaningful
human interactions remain among the most powerful
mechanisms for achieving this objective despite the rise of
digital channels. Drawing upon practical observations
accumulated through retail banking and wealth management
assignments and subsequently refined through learning and
development interventions, this article introduces the 3-3-30
Customer Engagement Framework, a structured approach
designed to strengthen mental availability through consistent,
meaningful, and value-creating customer engagement.

II. RATIONALE FOR THE STUDY

The motivation behind this article emerged from
repeated observations in the field rather than from academic
inquiry alone. During interactions with retail customers,
affluent clients, and business customers, a recurring pattern
became apparent. Customers frequently selected financial
institutions not because they offered the lowest price, highest
interest rate, or most sophisticated product features, but
because they were familiar with the institution and trusted the
individuals representing it. In many situations, customers
voluntarily shared comments noting that the banker was the
first person they thought of, that they remembered their
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advice, that regular contact was appreciated, and that they
contacted the banker first for any banking needs. Such
observations suggested that customer choice was being
influenced by factors extending beyond conventional product
attributes. Repeatedly, it appeared that consistent engagement
strengthened customer memory, which in turn influenced
customer behaviour. This insight became particularly relevant
in the context of wealth management and relationship
banking, where financial products involving investments,
insurance, retirement planning, or business finance often
require high levels of trust. Customers may postpone
decisions, seek multiple opinions, and evaluate alternatives
over extended periods, and under such circumstances, the
institution occupying the strongest position in customer
memory frequently enjoys a significant advantage.

Simultaneously, banking organizations continue to
invest substantial resources in advertising, customer
acquisition campaigns, promotional activities, and digital
communication. While these initiatives undoubtedly
contribute to brand awareness, they may not always create
meaningful customer memory. Customers often forget
advertisements, but they rarely forget meaningful
experiences. This distinction is critical because it is
consistently demonstrated that emotionally significant
experiences are retained more effectively than neutral
information. A customer may not remember an advertisement
seen six months ago but may vividly recall a branch employee
who resolved a problem during a difficult situation, just as
they often remember advisors who provided valuable
guidance during important financial decisions. Such
experiences create emotional anchors that influence future
behaviour. The challenge therefore becomes clear regarding
how banks can systematically create memorable experiences
that reinforce customer recall. The answer may not lie
exclusively in increasing marketing expenditure, but instead
in increasing the quality and consistency of meaningful
customer engagement.

The 3-3-30 Framework emerged from this line of
thinking, proposing that customer memory can be
strengthened  through  structured relationship-building
activities rather than relying solely upon mass
communication efforts. The concept is intentionally simple,
consisting of three meaningful interactions of three minutes
per interaction within thirty days. The simplicity of the
framework makes it practical for implementation across
diverse banking environments including retail banking,
wealth management, branch banking, MSME banking,
customer service operations, and relationship management
functions. Furthermore, the framework possesses significant
implications for Learning and Development professionals.
Most customer service training programs focus heavily on
communication skills, sales techniques, complaint handling,
product knowledge, and relationship management
competencies, but relatively few programs explicitly address
the role of customer memory. The 3-3-30 Framework
introduces memory-building as a strategic capability that can
be developed, measured, and reinforced through training
interventions, creating an opportunity for learning
professionals to bridge behavioural science and frontline
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banking practice. The framework therefore occupies a unique
intersection between marketing, psychology, customer
experience management, and organizational learning.

1. LITERATURE REVIEW

» Understanding Brand Recall

Brand recall refers to a consumer's ability to retrieve a
brand name from memory when presented with a product
category or consumption situation. Brand recall is
distinguished from brand recognition, as recognition occurs
when customers identify a familiar brand from a list of
alternatives, whereas recall occurs when customers
independently retrieve the brand without external cues [!l
From a competitive perspective, recall is significantly more
valuable, as a customer who can recall a bank without
prompting is more likely to consider that institution during
decision-making. In banking, recall influences product
enquiries, referrals, relationship continuity, and cross-selling
opportunities. Brand recall is particularly important because
financial decisions often involve uncertainty and perceived
risk, and under such conditions, customers frequently prefer
familiar  institutions over unfamiliar  alternatives.
Consequently, strengthening recall becomes an essential
strategic objective.

» Mental Availability a Contemporary Perspective

One of the most influential contemporary contributions
to branding literature is the concept of Mental Availability,
which refers to the probability that a brand comes to mind in
buying situations. It is argued that brands grow not merely
because consumers love them more, but because more
consumers think about them in more buying situations 1. This
perspective has profound implications for banking, as a bank
may possess excellent products, attractive pricing, and
advanced technology, but if customers do not think of the
institution when financial needs arise, these advantages
remain underutilized. Mental availability therefore becomes
a gateway to customer consideration, and the institution that
enters the customer's mind first frequently enters the
customer's shortlist first, often becoming the default choice.
The challenge for banks is therefore not only to increase
awareness but to strengthen memory accessibility, a
distinction that lies at the heart of the 3-3-30 Framework.

» The Mere Exposure Effect and Banking Relationships
One of the most influential theories supporting the
development of the 3-3-30 Framework is the Mere Exposure
Effect, which suggests that repeated exposure to a person,
object, or brand tends to increase familiarity and preference,
even when the exposure itself is relatively simple P In
everyday life, people often develop comfort with individuals
whom they encounter regularly, and the same phenomenon
applies to brands, where repeated exposure reduces
uncertainty, increases familiarity, and creates a perception of
reliability. The implications for banking are substantial
because financial decisions involve risk, and customers must
trust institutions with their savings, investments, retirement
planning, business financing, and personal financial goals.
When uncertainty exists, customers frequently gravitate
toward institutions that feel familiar, and this familiarity does
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not always emerge from advertising, but more often from
repeated interactions. A customer who has received consistent
communication from a banker over several weeks develops
greater comfort than a customer who only encounters the
institution through promotional campaigns. Each interaction
strengthens neural associations within memory, makes future
recall easier, and gradually transforms a bank from a service
provider into a trusted financial partner, which forms the first
pillar of the 3-3-30 Framework.

» The Ebbinghaus Forgetting Curve and the Need for
Reinforcement

While repeated exposure builds memory, memory itself
is fragile, as demonstrated by findings that information
retention declines rapidly unless reinforced over time 1. The
Forgetting Curve remains one of the most influential findings
in cognitive psychology, indicating that individuals forget a
significant portion of newly acquired information within days
or weeks unless reinforcement occurs. This finding has
important implications for customer engagement, as many
banks communicate with customers only during transactional
events, and after the transaction is completed, communication
often declines significantly. As a result, customers gradually
forget the institution's presence within their daily decision-
making environment. The challenge is not that customers
dislike the bank, but that they simply stop thinking about it,
which is critical when a financial requirement arises months
later and another institution occupying a stronger position in
memory becomes the preferred choice. The thirty-day
component of the 3-3-30 Framework was conceptualized to
address this challenge, representing a practical reinforcement
cycle that keeps the institution active within customer
memory without becoming intrusive and interrupting the
forgetting process to strengthen memory retention.

» Relationship Marketing Theory

Traditional marketing focuses heavily on customer
acquisition, whereas relationship marketing focuses on
customer retention. The Commitment-Trust Theory argues
that successful relationships depend primarily upon trust and
commitment, elements that are particularly relevant within
financial services where transactions often involve significant
financial consequences’l. Banking relationships differ from
many consumer relationships because they are often long-
term in nature; a customer may maintain a banking
relationship for decades, a home loan relationship may last
twenty years, and retirement planning relationships may
extend even longer. Consequently, successful banking
institutions must move beyond transactional interactions and
cultivate relational connections. Relationship marketing
literature suggests that customers remain loyal when they
perceive genuine concern, personal attention, reliability,
responsiveness, and long-term commitment. The 3-3-30
Framework operationalizes these principles by encouraging
bankers to maintain meaningful contact rather than relying
exclusively upon transactional engagement.

» Emotional Memory and Customer Experience

One of the most overlooked aspects of customer recall
is emotion, as human beings do not remember every
interaction equally, but instead remember experiences that
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create emotional significance. Psychological research
suggests that emotionally charged experiences are stored
more deeply in memory than routine experiences, which has
profound implications for customer experience management.
Customers rarely remember routine cash withdrawals,
standard account statements, or generic promotional
messages, but they frequently remember a banker who solved
an urgent problem, a relationship manager who provided
timely guidance, a branch employee who displayed empathy
during a difficult situation, or an advisor who helped them
make an important financial decision. These experiences
create emotional anchors that strengthen memory, which in
turn strengthens recall and influences future choice. This
sequence forms one of the central assumptions underlying the
3-3-30 Framework, where the objective is not merely to
increase communication frequency, but to increase
meaningful communication frequency.

» Trust as Cognitive Shortcut

Financial decisions involve uncertainty, and when
uncertainty increases, trust becomes increasingly important.
Behavioural economists suggest that individuals frequently
rely on cognitive shortcuts, or heuristics, when making
decisions under uncertainty, and trust functions as one such
shortcut. Instead of evaluating every available option,
customers often choose institutions they trust because trust
reduces cognitive effort, simplifies decision-making, and
accelerates customer action. For banks, trust is built through
repeated demonstrations of competence, integrity,
consistency, and concern. Three meaningful interactions
within thirty days create multiple opportunities to strengthen
trust, as each interaction becomes an opportunity to
demonstrate expertise, create confidence, and reinforce
reliability, resulting in stronger relationship quality and
enhanced recall.

» Origin and Development of the 3-3-30 Customer
Engagement Framework

The 3-3-30 Framework emerged from practical
observations rather than academic experimentation. During
assignments involving retail banking, relationship
management, and wealth advisory services, a recurring
pattern became visible where customers who engaged in
periodic meaningful conversations demonstrated higher
responsiveness, greater trust, stronger loyalty, better product
penetration, and increased referral behaviour. More
importantly, these customers frequently recalled the banker
and institution when financial needs emerged, suggesting that
customer memory was influenced by structured engagement.
The framework was subsequently refined through discussions
with banking professionals, branch managers, relationship
managers, and participants attending training programmes,
leading to a simple pattern of three meaningful interactions of
three minutes per interaction within thirty days. The
framework was intentionally designed to be practical,
memorable, and easy to implement, allowing it to be adopted
across banking segments with minimal resources unlike
complex customer engagement models requiring
sophisticated technology.
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Iv. THE 3-3-30 CUSTOMER ENGAGEMENT
FRAMEWORK

» Component 1 Three Interactions

The number three is not arbitrary; the first interaction
creates awareness, the second interaction reinforces
familiarity, and the third interaction strengthens memory and
confidence. Repeated contact creates cognitive reinforcement
where customers begin recognizing patterns, which evolves
into familiarity, then into trust, and ultimately influences
future choice.

» Component 2 Three Minutes

The framework emphasizes meaningful conversations
rather than superficial communication, and while three
minutes may appear insignificant, three focused minutes can
create substantial value. Within three minutes, a banker can
understand customer needs, provide useful information, offer
financial guidance, demonstrate concern, and build rapport.
The objective is quality rather than duration, as customers
rarely evaluate interactions based solely on length, but instead
evaluate them based on relevance and usefulness.

» Component 3 Thirty Days

The thirty-day cycle aligns with memory reinforcement
principles, as shorter intervals may create communication
fatigue and longer intervals increase the risk of memory
decay. Thirty days creates a practical balance that keeps the
institution visible without becoming intrusive and maintains
familiarity without overwhelming the customer.

» Proposed Conceptual Model

The sequence illustrates how customer engagement
ultimately influences customer choice, moving from
Meaningful Interaction to Relationship Development, Trust
Formation, Emotional Connection, Memory Reinforcement,
Brand Recall, Mental Availability, and finally becoming the
First-Choice Bank. The framework therefore extends beyond
communication to become a strategic mechanism for shaping
customer memory and decision-making.

V. PRACTICAL IMPLICATIONS, CASE
ILLUSTRATIONS AND FUTURE DIRECTIONS

» Application Across Banking Functions

One of the greatest strengths of the framework is its
versatility across various banking functions. Retail Banking
professionals may contact customers regarding savings goals,
fixed deposit maturity, digital banking adoption, or financial
planning opportunities. Wealth Management relationship
managers can use structured engagement to discuss market
developments, portfolio reviews, retirement planning, and
investment opportunities. MSME Banking professionals can
engage customers regarding business growth, working capital
planning, digital payment solutions, and government
schemes, while Corporate Banking leaders can utilize regular
value-based interactions to help strengthen institutional
relationships and enhance trust.

» Illustrative Case Studies
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In a wealth management scenario, a client maintains
investment relationships with three different financial
institutions, but instead of waiting for investment
opportunities to arise, a relationship manager follows the 3-
3-30 approach through a portfolio review discussion, sharing
relevant market insights, and discussing future financial
goals. Within a month, the customer increasingly associates
the banker with financial guidance and begins approaching
the institution first whenever investment decisions arise,
strengthening the relationship through consistent value
creation rather than aggressive selling. Similarly, in an
MSME relationship, a customer maintains a current account
but conducts borrowing elsewhere until a branch manager
initiates three meaningful conversations focusing on business
growth challenges. Over time, trust increases, and the
customer begins exploring credit facilities with the institution
driven primarily by familiarity and confidence. For a senior
citizen customer visiting the branch for deposit renewal
guidance, an employee invests additional time explaining
available options instead of processing the transaction
mechanically, followed by subsequent interactions in the
following weeks, leading the customer to recommend the
bank to family members and demonstrating how customer
delight contributes to recall and advocacy.

» Implications for Learning and Development Professionals

The framework possesses significant relevance for
training institutions, as traditional customer service
programmes often focus on communication skills, product
knowledge, selling techniques, and complaint handling, but
these competencies do not explicitly address memory
creation. Training interventions should increasingly focus on
Memory-Building Behaviours, so employees understand how
customers remember experiences, Meaningful Conversation
Skills that move beyond scripted interactions, Trust-Building
Competencies viewed as a measurable business asset, and
Relationship Reinforcement to teach employees how
consistent engagement influences recall. The framework
therefore provides a bridge between behavioural science and
frontline performance.

» Managerial Implications and Limitations

For branch leadership, the framework offers several
opportunities, including tracking meaningful customer
interactions alongside traditional sales metrics, including
engagement quality indicators in relationship reviews,
utilizing  performance coaching for recall-building
behaviours, and naturally aligning service excellence
integration with customer experience initiatives. However,
the framework currently represents a practitioner-developed
conceptual model, and although grounded in established
behavioural theories, empirical validation remains necessary.
Future studies may examine customer retention rates, cross-
selling effectiveness, net promoter scores, customer lifetime
value, relationship profitability, and employee adoption levels
to strengthen the evidence base supporting the framework.

» Future Research Agenda

Future researchers may investigate the impact of
structured engagement on brand recall, the relationship
between engagement frequency and customer loyalty, and the
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influence of emotional connection on financial decision-
making. Effectiveness across demographic segments and
application in digital and hybrid banking environments are
necessary directions, along with integration with artificial
intelligence enabled customer engagement systems. These
studies would contribute to both academic knowledge and
banking practice.

VI EXPLORATORY PILOT STUDY TESTING
THE PRACTICAL UTILITY OF THE 3-3-30
FRAMEWORK

» Purpose and Methodology

While the 3-3-30 Customer Engagement Framework
emerged through professional observations accumulated
during retail banking and wealth management assignments;
an exploratory pilot was conceptualized to examine its
practical applicability within a banking environment. The
objective was not to establish definitive causal relationships
but to evaluate whether structured customer engagement
could positively influence customer responsiveness,
relationship depth, and recall indicators. A practitioner-led
exploratory field study design was proposed where
participating officers were encouraged to apply the 3-3-30
Framework requiring three meaningful customer interactions
of a minimum of three minutes per interaction within thirty
days. The pilot involved 53 banking professionals drawn
from retail banking, relationship management, wealth
management, and branch operations functions, each selecting
between three and five customers, creating an overall
customer pool of approximately 210 customers. At the end of
the implementation period, officers recorded observations
relating to customer responsiveness, willingness to engage,
recall of previous interactions, openness to discussing needs,
referral behaviour, and relationship quality using structured
feedback forms and qualitative observations.

» Measurement Indicators and Preliminary Findings

The pilot utilized several measurement indicators to
evaluate the framework's effectiveness. The response rate
evaluated customer response to calls and messages, while the
recall indicator assessed the customer's ability to remember
previous discussions. Relationship depth measured the
willingness to discuss future needs, referral intention gauged
the likelihood of recommending the banker, and engagement
quality captured the perceived usefulness of the interaction.
Analysis of participant feedback revealed several recurring
patterns, including increased customer responsiveness where
a majority of officers reported customers became more
responsive after the second interaction, even those who were
initially difficult to reach. Improved recall was observed as
customers frequently referred to previous discussions, and
enhanced relationship quality was reported through more
open discussions regarding financial goals, investment
preferences, and future banking needs. Furthermore,
meaningful conversations frequently uncovered previously
unidentified opportunities including investments, deposit
mobilization, insurance, and loans, while a number of officers
reported receiving introductions to family members or
business associates, suggesting a potential relationship
between trust-building and advocacy.
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» Summary of Observed Outcomes and Discussion

The summary of observed outcomes revealed positive
shifts across multiple measurement dimensions. Customer
responsiveness saw a 78% positive shift, with 20% neutral
and 2% negative. Interaction recall showed an 85% positive
shift, 12% neutral, and 3% negative. Relationship depth
demonstrated a 71% positive shift, 25% neutral, and 4%
negative. Opportunity identification had a 62% positive shift,
35% neutral, and 3% negative. Finally, referral generation
recorded a 45% positive shift and 55% neutral, with no
negative shifts observed. Although exploratory in nature, the
pilot findings appear consistent with established theories of
memory reinforcement, relationship marketing, and customer
experience management. The observations support the
proposition that repeated meaningful interactions increase
familiarity and strengthen relationship quality, aligning with
the central premise that meaningful engagement creates
memorable experiences, which strengthen recall and
influence future customer choice.

» Implications for Banking Practice and Limitations

The pilot suggests that the 3-3-30 Framework may
provide a simple, low-cost mechanism for strengthening
customer engagement, and unlike technology-intensive
programmes, it relies primarily upon behavioural discipline
and relationship-building skills, making it scalable across
banking segments irrespective of branch size or geography.
Several limitations should be acknowledged, including the
reliance on participant observations rather than controlled
experimental measurements, a limited study period of thirty
days, and indirect measurement of customer recall through
behavioural indicators rather than formal psychological
instruments. Future studies employing larger samples,
longitudinal designs, and quantitative statistical techniques
would strengthen the evidence base, and future researchers
may examine the impact on customer retention rates, cross-
selling outcomes, Net Promoter Score improvements,
customer lifetime value, and integration with digital and
artificial intelligence platforms.

VIL IMPLEMENTATION BLUEPRINT FOR
LEARNING AND DEVELOPMENT
PROFESSIONALS

» Translating the Framework into Organizational Practice

A framework becomes valuable only when it can be
translated into consistent workplace behaviour, and Learning
and Development professionals play a critical role in this
transformation. While traditional training programmes have
focused on product knowledge, sales effectiveness, and
compliance, there is increasing recognition that customer
memory and relationship quality are equally important
determinants of business success. Professionals can
contribute through four key responsibilities: awareness
creation to ensure employees understand the role of memory,
skill development focusing on active listening and empathetic
communication, continuous reinforcement and coaching
through observation and role plays, and implementing
measurement and accountability systems to track engagement
frequency and relationship quality indicators.
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» The 30-Day Implementation Cycle and Training
Architecture

The framework can be implemented using a simple
thirty-day engagement calendar starting with Week 1
focusing on connection to establish meaningful contact
through courtesy calls and relationship reviews. Week 2
focuses on creating value by providing useful information
such as financial insights or digital banking guidance. Week
3 focuses on deepening understanding to explore customer
needs through goal-based and planning discussions, and
Week 4 focuses on reinforcement and review to strengthen
recall through follow-up discussions and expressing
appreciation. This can be incorporated into training through a
four-stage architecture: Stage 1 builds Conceptual
Understanding over 60 minutes regarding the psychology of
recall, Stage 2 develops Behavioural Skills over 90 minutes
for meaningful conversations, Stage 3 enables Simulation and
Practice over 90 minutes using role plays, and Stage 4 is Field
Implementation over 30 days involving customer
engagement assignments.

» Coaching, Tracking, and Integration

Branch managers and relationship leaders play a vital
role in sustaining implementation, and coaching toolkits
should include questions during monthly reviews regarding
which customers received three meaningful interactions,
what value was created, and what opportunities were
generated. To encourage implementation, employees may
maintain a simple engagement tracker documenting
Customer Name, Interaction 1, Interaction 2, Interaction 3,
and the Outcome, promoting accountability while remaining
simple for everyday use. Organizations should monitor
relationship ~ indicators, service indicators, business
indicators, and learning indicators to complement existing
business metrics. The 3-3-30 Framework aligns naturally
with customer experience programmes where experience is
interaction quality multiplied by emotional impact, and it also
integrates with digital banking by advocating a balanced
approach where technology enhances human relationships
through personalized messages and scheduling rather than
replacing them. The implementation process can be
summarized as training leading to awareness, creating
behaviour change, driving meaningful customer interactions,
resulting in trust formation, memory reinforcement, brand
recall, mental availability, and finalizing in business growth.

» Key Takeaways for Learning Professionals and Author's
Reflection

For Learning and Development professionals, the
central message is clear: customers rarely remember every
product or promotion, but they remember experiences, people
who helped them, and conversations that created value. By
institutionalizing the 3-3-30 Framework, organizations can
transform customer engagement into a systematic capability
and a learning-driven approach to building sustainable
relationships. The origin of the 3-3-30 Customer Engagement
Framework emerged gradually through everyday interactions
during the author's journey as a banker in retail banking and
wealth management. Observing that customers who
interacted periodically appeared more engaged and
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responsive raised the question of why customers think of one
bank before another despite similar product offerings. The
differentiating factor appeared to be familiarity, leading to a
personal discipline of staying connected, creating value, and
reinforcing relationships that eventually took the structured
form of three interactions of three minutes within thirty days.
Later experiences in Learning and Development validated
these observations across diverse banking functions,
revealing that the framework aligned closely with established
theories such as the Mere Exposure Effect and the
Ebbinghaus Forgetting Curve. As banking becomes
increasingly digital, the importance of human connection
should not be underestimated, and if this framework
encourages banking professionals to focus more on
relationships and meaningful conversations, it will have
achieved its purpose.

VIIIL. CONCLUSION

The modern banking industry faces an unprecedented
challenge where customers are surrounded by information,
advertisements, financial offers, digital platforms, and
competing institutions, making visibility alone insufficient.
Organizations must strive to become memorable, as the
institution occupying the strongest position in customer
memory frequently becomes the institution receiving the first
opportunity to serve. The 3-3-30 Customer Engagement
Framework proposes a practical pathway for achieving this
objective by encouraging three meaningful interactions of at
least three minutes each within a thirty-day period to
strengthen familiarity, trust, emotional connection, memory
retention, and ultimately brand recall. The framework does
not advocate aggressive selling or focus exclusively on
products, but instead advocates meaningful engagement
focused on relationships to increase mental availability. For
banking professionals, managers, and learning and
development practitioners, the framework offers a simple yet
powerful principle: customers may forget advertisements and
promotions, but they rarely forget meaningful experiences. In
the increasingly competitive financial landscape of the future,
the institutions that succeed may not necessarily be those that
communicate the most, but rather they may be those that are
remembered first.
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