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We’ve entered a time of unprecedented change in 

banking and finance. Wherever you look, whether it’s 

retail banking, consumer payments, private banking, 

wealth management, or business banking – we can 

see old norms rapidly giving way to completely new 

ways of doing things. 

Established organisations are being transformed from 

the outside by competitive pressure and the rapidly 

evolving expectations of their customers, at the same 

time as internally reinventing themselves to become 

more efficient, agile, and future-proof.

For brands which developed in a slower and more 

predictable era, it can feel like being under siege from 

a hundred different attacks. I don’t think anyone ever 

experienced rapid change as particularly pleasant, and 

it’s tempting to be fatalist about what this means for 

big banks and pre-digital wealth managers.

However, I am an optimist about what increased 

competition and dynamism mean for our financial 

institutions. Stability and conservative values are 

important but ultimately nobody benefits from 

becoming inert and complacent. The riskiest thing 

established organisations can do right now – through 

deliberate denial or inattention – to allow themselves 

to ignore what’s going on around them in the market. 

Being closed off means missing out on a renaissance 

of innovation in our market, and missing out probably 

means losing out. On the other hand, for any business 

which can truly adapt its culture, openness is a source 

of competitive strength. 

A strong and competitive financial business will be 

open to objective observation, open to other people’s 

ideas – even if they seem to contradict established ways 

of working, and open to dialogue and collaboration.

With that, I am proud to present a diverse collection of 

viewpoints from 20 experienced bankers, challengers, 

analysts, marketers, authors, and futurists. We asked 

each of our collaborators to tell us what they see 

happening in banking right now and what’s ahead – 

read on and together let’s keep an open mind!

Introduction
Foreword 

Richard Dratva, CREALOGIX

About the author

"I am an optimist about what 
increased competition and 

dynamism mean for our financial 
institutions"

Dr Richard Dratva, CREALOGIX

Co-Founder and Chief Strategy Officer.

Richard's career began as a consultant for the Swiss Bank 

Corporation (today: UBS AG) in the 1980s, moving in 

the 1990s to the Institute of Information Management 

at the University of St.Gallen and Teleinform AG. As one 

of the co-founders of CREALOGIX in 1996, Richard is a 

leading expert in digital transformation of banking and 

wealth management, having been continuously active in 

developing and implementing innovation with many of 

the world's leading financial brands for over two decades.

After reading all these insights we want to hear from you 

Do you agree, or would you challenge these viewpoints? What are your expe-

riences of these global megatrends? What are you doing to make your financial 

institution future-ready? What do you want to share and what do you want to 

know?

Contact CREALOGIX via our website crealogix.com or join in the discussion 

on social media using the hashtag #BankDisruption

https://crealogix.com/ch/en/
https://twitter.com/crealogix_en?lang=en
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As customers, we want our bank to be reliable, but 

that’s not the same thing as saying our expectation 

of banking is standing still. 

Worldwide, customer expectations have changed 

repeatedly and frequently, and there’s no reason to 

think this is going to stop. The financial customer of 

the future will keep on changing! 

So far, financial institutions haven’t been set up for 

this. This is one of the greatest mistakes that banks, 

and wealth management firms have made in the past 

- not preparing for the future. The insular and often 

elite levels of banking (including private banking, 

investment banking, and wealth management) have 

relied on doing business as usual - and not having any 

sort of strategy for change management. 

While all other industries were digitalizing around 

them, they were very resistant to change, preferring to 

try and "dictate" to customers what they believe they 

wanted, without any freedom of choice. The result? 

A "one-size-fits-all" model which ended up fitting no 

one!

Choice and customisation

It is time for those who service financial customers to 

understand that they must provide a variety of user 

experiences, and do so in a totally customized manner. 

People just want what they want, the way they want, 

and when they want it: no difference for financial 

services customers.  

Global tides of change

The financial industry must adapt fast 

April Rudin

In the industry, we should anticipate the changes by 

being agile, and convening with customers whenever 

possible to obtain input and feedback as to the types 

of banking, wealth management services that they re-

quire, and especially how they want them delivered. 

New generations

Are Gen-Zs going to be harder to satisfy than Millenni-

als? I do think that each generation has its own quirks 

and want services that are different from previous gen-

erations. But "harder to satisfy" doesn’t need to have 

a negative spin: for financial services institutions it 

means a huge opportunity to win over the clients of 

the future. 

It comes back to choice again: financial institutions 

need to pivot their thinking to understand that person-

al choice is the way to create sticky relationships with 

future clients. The standards of user experience are 

being set by brands that Gen-Z and Millennials know 

and love – like Facebook, Amazon, Netflix, Google and 

others. 

This is not just a comparison but a matter of direct 

competition: big tech firms are coming for this market! 

Traditional financial services firms must work hard 

to create new brand experiences and connections 

with future generations who will soon be able to find 

banking and wealth management services through 

the biggest tech firms instead of traditional financial 

institutions.

International competition

Big tech is not the only major source of competition: 

financial institutions need to be aware of the rapid 

advance made by brands like Alibaba and Tencent in 

the East.

China is now emerging as a leader in fintech, payments, 

innovation and infrastructure: in all these areas, their 

consumer tech brands are certainly areas of impact 

and growth and, thus, influence. The high degree of 

digitalization, mobile adoption (more than 2.5 devices 

per person) and almost universal use of messaging 

platforms like WeChat and Weibo make China a model 

for rapid innovation and creation of new markets. 

I believe that an Asian style “messaging as a platform” 

is an extremely compelling innovation, as there is a 

greatly reduced the cost of new client acquisition when 

adding services like wealth management to existing 

uses like account information and payments.

Don’t forget cryptocurrencies

Cryptocurrencies will actually go mainstream for 

payments but the questions are: will it be bitcoin, and 

what will the timeline be for mainstream adoption? 

Today, we see mobile payments like Venmo and PayPal 

mimicking "digital currency" as no paper actually 

changes hands. 

I think that bitcoin or another cryptocurrency will 

become widely accepted as a form of payments and 

especially cross-border, within the next five years. The 

question for financial institutions is – will you interpret 

this as a threat or an opportunity?

Founder and President of The Rudin Group, April J. Rudin 

is widely acknowledged as a top marketing strategist for 

the financial-services and wealth-management sectors. 

Distinguished by her ability to forecast and leverage 

critical trends, and by her expertise in digital and 

traditional media, she leads a firm that designs bespoke 

marketing campaigns for some of the world's leading 

wealth-management firms, fintechs, and family offices; 

campaigns that strengthen brand value and drive 

client acquisition. The Rudin Group was 

founded in 2008.

April is recognized by IBM as an 

"Influencer" in wealth management and 

fintech, and is a regularly-featured source 

of expert commentary to international 

news and business outlets, trade publications, 

and broadcast media. She is an annual contributor to 

the Capgemini World Wealth Report; produces the CFA 

Institute’s Annual Outlook for U.S. Wealth Management; 

and speaks about wealth, next-gen, and fintech at 

conferences in the U.S., Europe, Asia, and Africa. April is 

also a contributor to the Wealthtech book.

About the author

April has created an extensive repertoire of thought 

leadership that has appeared in Huffington Post, 

American Banker, CFA Enterprising Investor, Family 

Wealth Report, Fundfire, Wealthmanagement.Com, and 

heads the editorial board for NexChange, a global fintech 

start-up based in Hong Kong and serves on the Board 

of MiradorLLC, a wealthtech firm providing concierge 

reporting for U/HNW. A member of the Private Asset 

Management advisory board, she also serves 

as a judge for the FT Wealthtech awards, 

Family Wealth Report’s Annual Wealth 

Management Industry Awards, and 

Canada’s Wealth Professional Awards.

April is the mother of two sons who are 

quick to point out that they considered her 

an “influencer” well before IBM did.

https://crealogix.com/ch/en/
https://twitter.com/crealogix_en?lang=en
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The term “challenger bank” is no longer just an 

aspiration. Challengers are developing propositions 

and services that compete with the offerings of 

the big four high street banks through improved 

efficiency and customer experience. 

But it’s not just about competing with where the high 

street banks are right now: we are challenging the very 

idea of the high street banks through modern design 

and personalisation that the average UK customer 

hasn’t experienced before. The experiences developed 

are on a par with those set by non-financial services 

apps such as Netflix, Uber and Spotify – and as 

customer figures show, growing numbers of people are 

tempted to switch. 

Banking won’t ever be 
the same again

Challengers are driving change 

Neil Costello, Atom Bank

Digital is as much a mindset as a demographic

The clearest customers for the challengers across the 

fintech space in the UK are innovators and perhaps 

early adopters of the classical technology adoption 

curve. These are individuals who are happy to manage 

their lifestyle via digital channels, and take an active 

interest in trying out and picking new and higher 

quality products and services.

It’s easy to say that digital early adopters are younger 

in age and have higher social status and financial 

education than average, but the adoption rates in the 

older generations have picked up speed rapidly. It’s 

as much a mindset as a demographic. For example, at 

Atom Bank our oldest customer, who has used face and 

voice biometrics to login to our app, is nearing 100!  

Open banking is a work in progress

The scope of the technological change that the banking 

and payments industry is tackling is ambitious. In this 

context it’s not a surprise that many large incumbent 

banks have struggled to hit the deadlines required by 

PSD2. Challenger banks have been quicker to come up 

with technical solutions, and so are better poised for 

the coming opportunities.

It’s still early days for open banking. Genuinely 

compelling API propositions are nascent in their 

development, without enough examples emerging so 

far of fintechs and banks producing innovative products 

and services addressing real customer needs. 

Until we see real customer needs addressed, awareness 

will remain low. YouGov research shows only 28% 

of UK adults have heard of open banking, and I’m 

personally surprised it’s this high. 

It’s not just a challenge of awareness, though: financial 

institutions and third party fintechs need to address 

a fear amongst customers around the privacy of data 

being transferred around. So while there’s a lot of work 

to do on technology and user experience, customer 

trust will be the key measure of success.

About the author

Neil Costello, Atom Bank

“It’s easy to say that digital early adopters are younger in age and have higher social status 

and financial education than average, but the adoption rates in the older generations have 

picked up speed rapidly. It’s as much a mindset as a demographic.”

Neil Costello is an inaugural Marketing Academy 

scholarship winner – a scheme identifying 20 fastest 

rising UK marketing leaders client and agency side across 

all sectors – and Financial Services Marketer of the Year 

nominee. Previously working in marketing leadership roles 

in FTSE 25 brands across innovation, research, B2B and 

customer engagement, Neil is now building the brand of 

the UK’s fastest growing lender - Atom bank.

At Atom bank we’re redefining what a bank should 

be. Instead of using high street branches, we pack an 

entire bank into our app so you can manage your money 

whenever and wherever you want to. Voted KPMG’s Most 

Innovative Fintech in the UK and 8th on the planet, as 

well as being one of Marketing Week’s 100 Disruptive 

Brands, we’re out to change an industry that’s opaque, 

outdated and unsuited to the needs of modern customers.

https://crealogix.com/ch/en/
https://twitter.com/crealogix_en?lang=en
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The banking sector has been adapting to the 

changing needs of its customers since its humble 

beginnings in community lending. As communities 

continually evolve, it’s certain that the financial 

customer of the future will change as well. 

Banks ignore this at their peril. We saw older banks 

getting complacent and relying on the fact that their 

customers were unlikely to switch providers, leading 

them to neglect building competitive services. But in a 

digital age this approach is fortunately become less and 

less viable: consumers already have so much choice and 

it’s so easy for them to go elsewhere. 

It’s simple: financial institutions have to adapt to the 

changing needs of their customers or they will lose 

them.

What if the financial customer of the future 

keeps changing? 

Ricky Knox, Tandem Bank

Naturally, this is creating an arena in which new en-

trants can compete strongly. Lacking a long history or 

established customer bases, challengers use innovative 

features and tangible improvements in user experience 

as their advantages.

Looking ahead to Generation Z some might say the cus-

tomers themselves are the ones “challenging” things. 

They grew up with technology and have the tools to 

find the best deals across the board: they are going to 

build a tailored service around their own needs in com-

plex and unpredictable ways. 

If consumers themselves find better ways of doing 

things, this creates a network effect. Rapid change is 

not limited to the young. Examples can be found in the 

sudden shift of attitudes in countries moving towards 

being cashless. This is driven by consumer behaviour 

more than any formal plan.

China has leapfrogged from cash to mobile payments, 

bypassing cards completely. 98% of internet users in 

China are mobile users, but the move away from cash 

happened impressively fast. Integrated payment plat-

forms such as Alipay and WeChat Pay responded to 

people’s appetite for sending “lucky money” red enve-

lopes, and the result is a revolution in how hundreds of 

millions transact on a daily basis.

  

New generations are changing things fast

Many Millennials are already looking to new financial 

brands, attracted not by their established status, but 

by their opinion of the quality of products and services. 

In a digital feedback loop, high quality of experience 

becomes status: reviews matter, not heritage.

Platforms will rule

Integrated fintech solutions will be crucial as institu-

tions try to keep up with a changing customer. The dis-

connected mobile applications and payments market 

in the UK and US will be overturned in favour of open 

platforms where users can curate their own financial 

ecosystem of financial products and services. 

We’re already seeing big banks moving towards aggre-

gated banking apps, but the next step of innovation is 

building meaningful services around aggregated finan-

cial data.

Interpreting open banking as just about offering cus-

tomers a simple screen where you can view balances 

of external accounts is a confining view. We know from 

our community of customers that people expect more.

Cryptocurrency

We’ve seen in other areas how customer expectations 

can evolve rapidly and change the financial landscape. 

We believe this is going to be the case with the rise of 

cryptocurrencies and other blockchain solutions. 

At the moment the major cryptocurrencies are too vol-

atile for most people’s everyday use, but the underlying 

technology has all the characteristics that would lend 

themselves to widespread adoption. Blockchain and 

other distributed ledger technologies will open up new 

possibilities for tracking ownership of digital goods and 

facilitating exchange. Cryptocurrencies will have their 

place beside fiat currencies as tools for daily customer 

payments, and financial institutions would be foolish to 

exclude them from their services. 

Ricky Knox is co-founder and CEO of Tandem, the UK’s 

leading digital challenger bank.

A serial investor and entrepreneur, Ricky founded Azimo, a 

social digital payment platform, and Small World Financial 

Services, a money transfer service. He is Managing 

Partner at the private equity investment firm, Hexagon 

Partners, and previously worked at MMC Ventures. Ricky 

is a first-class graduate of Bristol University and holds an 

MBA from INSEAD.

A lover of extreme sports and travel, he 

built Tandem to break down barriers 

between consumers and their finances, 

making money management simple. 

Ricky identified a need for a disruptive 

bank that helped customers manage their 

money and stood up against legacy banks. 

He created Tandem with Capital One 

founding member Matt Cooper to service 

this need.

Ricky has meaningful knowledge on 

startups, investment, private equity, 

financial technology and open banking.

About the author

Tandem is a leading UK challenger bank, reinventing 

banking by putting the customer at the heart of everything 

they do. Tandem is a digital bank that was founded with 

the goal of finding solutions to people’s money problems 

and it does so with a unique business model - whether 

you take out a credit card, a savings account, or switch 

bills, Tandem only wins when you do. 

Since acquiring a banking licence in January 

2018, the Tandem has attracted over 

500,000 customers, who benefit from a 

range of banking products that help them 

spend and save. The digital-only bank 

uses financial aggregation and innovative 

technology to proactively work with 

customers showing them what they can 

afford, helping them borrow better and 

build a better relationship with money.

https://crealogix.com/ch/en/
https://twitter.com/crealogix_en?lang=en
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Are challengers and open banking a threat to 

incumbent banks? 

Oliver Weber, CREALOGIX

When banking meant walking into a branch, the idea 

of people getting what they needed digitally was 

viewed as a threat to an age-old business model, 

who asked how customers would receive the service 

they expected.

But the rise of digital banking has been driven by the 

enthusiasm of happy customers embracing a fully 

digital service. As our lives become more digital, banks 

are having to adapt. Changing business model is hard, 

and that’s why there’s such an advantage for digital-led 

banks like OakNorth.

At OakNorth we launched in September 2015 and have 

built all our IT stack from scratch. In May 2016, we 

became the first UK bank in history to be fully cloud-

hosted (we do this via AWS).

Being digital from the beginning doesn’t mean we 

discarded what it means to be a bank. Although we 

don’t have any branches, we have a banking licence 

which gives us a number of advantages – most notably, 

the ability to raise retail deposits (and offer savings 

customers FSCS protection) and use those deposits to 

help fund our lending. This means our cost of funding 

is lower than debt funds for example and gives us a 

competitive advantage over payment fintechs that 

offer bank-like services but that don’t have a banking 

licence.

The savings we make from being digitally-led get 

passed on to our customers in the form of more 

competitive savings rates. So, on the savings or retail 

side of our business, we compete with traditional banks 

in terms of our rates and our user journey which is 

quick, simple and efficient. Customers have responded 

very positively to this giving us an average Feefo rating 

of 4.5 stars across thousands of reviews.

Retail banks should not under any circumstances 

neglect what the fast-growing challenger banks are 

achieving, but also should not lose sight of the fact 

they have the advantage.

Open banking creates a new ecosystem in which 

hundreds of small niche businesses can launch financial 

apps faster and cheaper than ever before. This means 

the competition is growing and established brands 

should not leave it too late to get digitally equipped. 

Thanks to open banking being a level playing field, 

CREALOGIX clients working with our digital banking 

technology don’t have to accept being stuck on the 

defensive. With their broad customer bases and 

reputation, established banks can launch flanking 

moves with new fintech innovations rolled out with low 

cost of market entry. After all, however good a fintech 

competitor makes their onboarding process, it’s much 

better for a prospective client if they don’t have to set 

up anything new at all and can take advantage of new 

features and services using their existing banking apps 

and identity.

Marketing to existing customers should be a much 

more targeted and effective matter if banks get it right. 

Banks have the data and they have the relationships, 

so this is a matter of deploying the right technology to 

unlock data from legacy systems.

In conclusion, while the variety of competition is 

growing very rapidly, if established banks seize the 

open banking opportunity, they can easily keep their 

customers loyal and position themselves at the head of 

the pack when it comes to delivering better customer 

experience.

  Oliver Weber, Executive Vice President 

Switzerland, CREALOGIX

No bank branches, no problem! 

Adam Rajpal, OakNorth

https://crealogix.com/ch/en/
https://twitter.com/crealogix_en?lang=en
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Adam Rajpal is Associate Director, Transformation at 

OakNorth, leading transformation projects for mortgages 

& deposits. Adam previously worked as a Project Manager 

deploying new products for Lloyds Bank, and joined 

OakNorth in 2018.

Launched in September 2015, OakNorth is a UK bank 

that provides fast, flexible and accessible debt finance 

(from £500k to £45m) to established British businesses. 

Our clients include nurseries, hotels, care homes, 

private equity firms, bars, restaurants, tech companies, 

security businesses, property developers / investors, and 

professional services companies. In addition to business 

lending, we also offer a range of FSCS-protected savings 

accounts for individuals and businesses. 

Since our launch we have: 

• Profitably grown our loan book to £2.4bn, directly 

helping with the creation of 9,500 new homes and 

11,000 new jobs in the UK;

• Raised deposits from c.34,000 savers;

• Won numerous awards and been recognised as one 

of the UK’s fastest-growing businesses being listed 

on the Leap 100 (2017), Tech City UK’s Future Fifty 

(2018), Fintech City’s Fintech50 (2018), and KPMG/

H2 Ventures' Fintech 100 (2018).

Banking in the cloud

As a still very young bank, we want the freedom to experiment and continuously 

evolve our offering in line with customer needs and expectations. Being on the cloud 

gives us many competitive benefits:

Flexibility

When a bank buys its own 

infrastructure, it is forced to decide 

what it wants upfront and then it 

is stuck with it. Being on the cloud 

however, means we can be a lot 

more flexible and change settings 

as we go along.

Business continuity

We’ve run business continuity tests 

and we’ve been able to re-build 

our entire core banking platform 

in a new location in just five hours. 

This is the kind of figure that large, 

incumbent banks dream of but 

because we’re fully cloud-hosted, 

we’re able to make it a reality.

Speed of 

implementation

Moving to the cloud has meant 

that we’re able to make changes 

to our systems much more quickly 

than other banks - often in days 

rather than weeks. This means 

we’re able to adapt to the needs of 

our customers, offering solutions 

where others can’t, and move 

away from the ‘computer says no’ 

mentality that plagues the industry.

Cost

In 2017 – only our second full year 

of operations - we made £10.6m 

pre-tax profit and had repaid all 

our accrued losses. Moving to the 

cloud and being able to keep our 

IT costs down has been a key part 

of helping us achieve this.

Testing

Having a totally cloud-based 

architecture makes it far more 

cost effective to have production-

like test environments. You pay on 

usage, so you only need to spin up 

environments when needed and do 

so to truly match production.

Creativity

Expanding on how our testing 

works, we can use the same 

principle to be creative. Cloud 

based firms can prototype / run 

proof-of-concepts with a lot more 

efficiency.

This last point is key: our move to the cloud has em-

powered and unleashed in our IT team. They are able 

to benefit from creative freedom at a low cost because 

the cost of projects not progressing has been signifi-

cantly reduced. The team can now test and experiment 

with new products and services and if it doesn’t work, 

they can just turn it off and there are no assets costing 

money, or any risk that the usability or security of our 

platform will be jeopardised.

We’re able to take advantage of the latest updates in 

technology at the click of a button without waiting to 

depreciate existing investments.

The combination of creativity and lack of legacy make a 

powerful combination for us when it comes to recruit-

ment: at OakNorth, candidates are attracted to us be-

cause they believe in our vision, our values, and can see 

that we invest a lot in technology and innovation.

About the author

https://crealogix.com/ch/en/
https://twitter.com/crealogix_en?lang=en
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Open banking was always intended to use 

transparency to allow more competition in a 

previously closed market. Up till PSD2 going live, 

banks have had the monopoly on their customers’ 

banking data, but now the playing field is opening 

up to enable Third Party Providers to build their 

own financial services, in a sense on top of the 

banks’ infrastructure. Inevitably this has already 

generated significant IT costs for the banks – and 

it will continue to do so – as they require not only 

significant new work to create the required APIs, but 

need the highest standards of security and reliability 

because of what’s at stake.

So on the face of it, fintechs benefit and the banks get 

hit with a lot of new costs and risks. What about the 

customers? At this very early phase of open banking, 

it still seems unlikely that customers would abandon 

their relationships with their banks for the simple 

reason that a majority of banking customers in the UK 

still do not truly comprehend what it entails. Without 

understanding or a sense of the benefits of open 

banking, all you have are users who are naturally very 

sceptical in sharing their personal banking data.

Faced with this lack of understanding and resistance, 

how will third parties gain access, innovate and create 

new banking services? There will need to be a major 

effort to educate end users and this needs to be about 

realising the benefits of receiving better banking 

services. This effort is likely to come from fintechs, 

as they stand to gain more than the banks. However, 

fintechs lack the huge existing customer bases of the 

big banks, so any efforts at education will take time 

and investment.

This consumer understanding will catch on quickly 

when the time is right, simply because there’s so 

much to gain. As soon as customers gain a better 

understanding of the fundamental open banking ideas 

of freedom and transparency, gain confidence about 

how their data will be used and remain secure, and 

discover specific use cases that make their lives easier, 

we’ll see a quick mass perception shift and a higher 

adoption rate of data access consent being given. We 

will then we see the competitive landscape rapidly 

increase in intensity for incumbents, as they will not 

only be competing with other banks but with any 

player offering financial services.  

As we can see, open banking adoption, and its 

promised effects in competition, are going to take time 

– but the shift of consumer sentiment will be fast when 

the time is right. 

This means the commercial success of open banking 

innovation is highly dependent on timing: if fintechs 

move too early there isn’t enough market demand, 

however great the idea. However, for the banks, if 

they remain passive too long, the risk is that they really 

could lose that privileged direct customer interaction 

they always benefited from to a host of new players.

Nim Haas heads global marketing for Global Processing 

Services (GPS), the issuer processor powering the payment 

technology behind some of the most disruptive FinTechs 

out there such as Revolut and Starling Bank. 

She has spent the last 4 years working in Tech PR, 

managing the communication and brand reputation 

for FinTechs, and also provided pro-bono PR and 

communication services to UKESF- a charity focused on 

supporting STEM in the UK and to Mass challenge. 

Nim has been recognised by Holmes Report as one of 

the Top 25 Innovators for EMEA 2018 for marketing 

and communication professionals, and Innovate Finance, 

Standout 35, Women In Fintech Powerlist 2018.

 

Global Processing Services (GPS) enables the emerging 

payments industry to deliver breakthrough innovations 

through a unique combination of proprietary technology, 

its people and partners. At the heart of its capability is 

GPS Apex, its single global issuer processing platform. 

Built entirely by its own payment experts, GPS Apex offers 

easy integration with Issuers, Programme Managers, 

card manufacturers and many other service providers. It 

has integrated with over 40 issuing banks globally and 

operates programmes for 100+ clients in 60 countries 

using over 150 currencies, enabling its clients to innovate 

and deliver exciting new value propositions for end users 

around the world.

Open banking needs 
open minds

When will open banking catch fire? 

Nim Haas, GPS
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Open source software

There's a second meaning of "open" in open banking, 

and that's "open source". Much of the foundational 

work around APIs globally has been in open source 

software projects. The financial industry is now 

benefiting from these collective millions of hours of 

work, making it possible to implement the ideas of 

open banking very quickly. Thanks to all of the general 

ideas about publishing and protecting APIs already 

being in the wild for over a decade, everyone is able 

to take advantage of a mature set of best practices 

and proven security capabilities such as in OAuth 2.0. 

I think this has been a welcome justification for the 

regulators to pursue such an aggressive timetable.

Our work in the Open Bank Project continues to 

promote open collaboration in code, standards, 

and security - and over 10,000 developers from 160 

countries are now involved in this ecosystem. 

The very existence of an "ecosystem" relies on everyone 

sharing ideas and working together to create better 

solutions for all. Software folk get this, but it's not such 

an obvious sell when talking to bankers as their whole 

industry is predicated on a “walled garden’ mentality. 

We are not advocating everything in financial service 

has to open – we have a proprietary commercial license 

for our own software too – but we do think there is 

a huge amount for everyone to gain by working on 

common problems and pain points together.

Causes of resistance from banks

Given all the benefits open source - and openness in 

general - provide the financial industry, it may seem a 

bit bizarre that open banking has met with resistance. I 

think there are three causes of this: 

1.

Open source software and the principles around it are 

not so familiar to banks at all levels of the organisation. 

Software in banks has predominantly been proprietary 

and siloed and tied to legacy proprietary tools and 

platforms (e.g. mainframe and core banking systems). 

For too long Banks (wrongly!) saw this as a key source 

of competitive differentiation. Regardless of licensing

or security concerns, just the idea of using solutions 

which are often available (for free!) to everyone else, 

will still take some getting used to… The cultural 

change is the hardest part.

2.

"Open” as a term can contradict and cause concerns 

to the fundamental priorities of banks as custodians 

of private data. Customers themselves have reacted 

instinctively in the same way and I actually feel "open 

banking" might not be the best consumer brand for 

this reason. I certainly think we are in for some very 

difficult PR scenarios when (not if) some major leaks or 

attacks occur.

3.

Cocreation will triumph over competition alone.  

Banks, with good cause, perceive that small, focused, 

tech-centric startups are the ones likely to come up 

with interesting use cases in open banking and insert 

themselves between the bank and their long-standing 

customers. Fears about being disintermediated, losing 

control of the customer experience, and ultimately 

seeing customer attrition are real. Nevertheless, open 

banking is here to stay and forces Banks to collaborate. 

Better they embrace third party providers - cocreate 

products and services their customers want and 

augment the compliance-based APIs open banking 

forces them to release with value-adding APIs and 

services. This way they remain relevant – better still, 

they start to emerge as digital leaders building their 

own ecosystems of services directly addressing the 

needs of their customers.

The term "open banking" has its roots in movements 

to improve transparency (e.g. open government and 

open data) and in collaboration (e.g. open access to 

scientific data and open source software.) I myself 

was working in the Open Data Institute at the time 

when, a few years after the 2008 financial crisis, we 

were approached by the Bank of England and FCA to 

see if using a data driven approach we could better 

understand and mitigate the risks associated to a 

new lending market. Originally we used large de-

identified data sets from the marketing leading peer-

to-peer lending companies to help them understand 

the market dynamics of that space and the flows 

of monies associated to it. The approach uncovered 

details and deep market insights which had not been 

possible with traditional reporting methods: 

http://smtm.labs.theodi.org/ 

This was so successful (with frontpage FT coverage and 

FCA endorsement) that word got around that data, its 

flow and availability and openness could play a valuable 

role in financial services. 

In parallel, we found inspiration for the potential open 

data and open / public APIs could bring to banking 

when seeing the transformational work the Open 

Bank Project (founded by Simon Redfern in 2011) was 

trailblazing in the banking community in 2012. The 

Open Bank project makes it super easy for banks and 

financial services companies to connect and migrate 

legacy technology stacks to a place where open and 

public API’s can be supported. OBP has served to guide 

much of the work relating to open banking in the UK 

and implementation of the revised Payments Services 

Directive (PSD2).

Regulators were playing catch-up to a free market 

effect of lenders and borrowers using the internet to 

do things in a better way, faced with lack of options 

and innovation from the traditional banking sector. 

So you could say that the realisation of the need for 

open banking was driven by the fast-evolving demands 

of digital early adopters, a need to clean up the status 

quo (the use of screen scraping technologies) and the 

acceleration of financial services innovation – AKA 

fintech.

The idea of open access to aggregated data for 

transparency and research purposes is visible in the 

parts of PSD2 which require banks and payment 

processors to publish performance and quality metrics. 

The financial institutions may not appreciate the 

burden of extra technical work and reporting, but the 

result is going to be a sector that's easier to supervise, 

to the benefit of all. 

Open banking has the right DNA to 

deliver a revolution 

Stuart Coleman, Open Bank Project

Visit crealogix.com to explore our digital banking solutions
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In a way it doesn't matter how negatively established 

financial firms feel, because nobody can escape from 

the regulatory requirements, and it's going to be-

come very hard to ignore the competitive pressures as 

a thousand fintechs bloom! But an incumbent bank, 

building society, or e-money firm would have to be 

very short-sighted to stay in a defensive mode, instead 

of looking more widely at the benefits "openness" has 

brought other industries. 

Early movers will have an advantage - as we are seeing 

with certain CMA9 banks in the UK, not to mention 

the challenger banks - and eventually everyone will fol-

low because remaining "closed" will become more and 

more of a commercial disadvantage.

Stuart Coleman is Chief Strategy Officer at the Open 

Bank Project and formerly founding Commercial Director 

at the Open Data Institute in 2012. With diverse 

entrepreneurial and executive leadership experience in 

venture backed, publicly listed and mission-led high 

growth technology teams, Stuart is passionate about the 

opportunity to use technology, data and machines for the 

greater good in finance, education and in public services. 

The Open Bank Project is an open API and app store for 

banks. It empowers financial institutions to securely and 

rapidly enhance their digital offerings using an ecosystem 

of 3rd party applications and services. We provide an open 

source developer friendly “API for banks” that developers 

and companies can use to securely build and distribute 

innovative applications and services based on the account 

holder’s transaction data.
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Is open banking a threat to large, established banks? 

It depends entirely on the mindset of the bank’s 

leadership.

Any bank that understands open banking in only the 

short term - as a compliance requirement – will view 

it as a threat. Those that do the bare minimum just to 

satisfy the regulation will definitely struggle in the long 

run. 

On the other hand, irrespective of size and maturity, 

banks that foresee the business opportunity are taking 

a proactive, strategic approach to open banking, from 

both a technology and growth perspective.

If you really think about it, open banking is 

creating history. It creates a separation between 

the manufacturing layer and distribution layer of 

financial products. Up until now, banks were both the 

manufacturers and the distributors of their products. 

This model, while workable, can restrict the benefits 

that customers can enjoy. For starters a bank’s core 

competency is creating financial products and customer 

experience might sometimes be overlooked. Until now, 

the industry has been self-limiting: products address 

only the customer groups that are reachable through 

the channels that banks have created.

Open banking enables banks to reach a wider range 

of customer groups through a multitude of third-party 

applications in the distribution layer, allowing banks to 

focus on creating better financial products.

Banks that miss this opportunity to put in place the 

technology to help third parties connect easily will 

find themselves obsolete within the next decade. In 

a landscape where consumers are less and less brand 

loyal, and more digitally demanding, banks who fail to 

adapt will be left behind.

Get integration agile 

Seshika Fernando, WSO2

Before open banking, to distribute a product a bank 

had to create their own channel and thus their own 

unique user experience. This created difficulties for cus-

tomers, since every bank product required adapting to 

the bank’s way of doing things. Having multiple banks 

would be tiresome.

However, in an API-driven world, any number of in-

novative third parties are able to design and deliver a 

better user experience, and customers can pick the one 

that is most convenient to them. Customers who are 

tech savvy enough can create their own financial man-

agement experience for themselves.

Even if, in this way, a bank becomes a more passive 

product manufacturer, by opening up to new distribu-

tion channels they are able to get their financial prod-

ucts in front of a wider range of consumers and have 

them used and valued in ways they could not have pre-

dicted.

Smaller, specialist providers will thrive

Open banking is soon to facilitate a market that ena-

bles consumers to compare banking products and ser-

vices side by side via third-party portals, and switch to 

products that are increasingly customized towards their 

specific needs. Open banking enables smaller banks and 

building societies to reach a much larger consumer base.

Since open banking regulation is inescapable even for 

the smaller players, they will be forced to upgrade their 

technology. Even though this represents considerable 

initial costs, the whole second tier of retail banking 

businesses will benefit from implementing the modern 

architecture that’s associated with open banking. 

This includes putting in place an API ecosystem, tight-

ening security, and introducing a range of analytics in-

cluding a focus on performance and availability. These 

are some of the core enablers for digital banking in-

novation, and if the upgrade to open banking is done 

right, smaller banks and building societies have the po-

tential of exploiting their greater focus and agility to 

further bring them into effective competition with their 

larger counterparts.

Becoming less monolithic

Of course, it’s not just smaller organisations which ben-

efit from the forced technology upgrades of open bank-

ing, which have been pursued with an aggressive time-

table in the EU and UK. Larger banks will end up better 

off when “open banking ready”.

If there is one thing that is common to any bank, it’s 

the legacy systems, monolithic architectures and dec-

ades-old IT backends that they have to rely on for day 

to day operations. 

Open banking takes the modernisation challenge to the 

next level. If you take the requirement as a whole, it 

needs many technology components to work together 

in order to achieve compliance, such as API manage-

ment, integration, identity and access management, 

microservices, analytics, and reporting. These are the 

very building blocks that banks require to keep up with 

changing consumer requirements. Open banking there-

fore forces all banks to actually re-look at their tech-

nical debt, revamp their technology stacks, and take a 

broader view of how their technology can build value.

Better security via open standards

Third party fintechs are not the adversaries of banks: 

the real adversaries are fraudsters and cyber-attackers. 

Incumbents and newcomers have a common enemy to 

defend against. The stronger the integration between 

the banks and third parties, the better and safer their 

offerings will be. For example, if we analyze the strong 

customer authentication options required under PSD2 

for bridging customer data between parties, the effect 

is to provide a combination of higher security as well 

as a better user experience. Consumers are benefiting 

in ways that may not have happened without the open 

banking movement.

Properly implemented, open banking APIs will help re-

duce data leaks and unauthorized access to consumer 

accounts, thanks to putting a stop to the screen scrap-

ing practice that’s commonly used in the absence of 

APIs for financial integrations. Like GDPR, open bank-

ing shifts the control of data and services to the con-

sumers, empowering them to provide explicit and fine-

grained consent for account information access and as 

payment initiation. 

Open banking to serve new generations of customers

84% of the current consumer groups are made out of 

the digital first generations:

In another 10 years this percentage will grow to 95% 

when it includes Gen-𝛂 as well. 

While it is difficult to predict what Gen-Z and Gen-𝛂 

will demand from financial services, one thing is clear 

- they are all less brand loyal and hence demand expe-

riences they can make their own.

Gen X

“Digital 

Immigrants”

Millennials

“Digital     

Natives”

Gen-Z

“Technoholics”
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Seshika Fernando heads the financial solutions team 

at WSO2 where she builds financial industry-specific 

solutions using WSO2’s middleware platform. She 

also works closely with potential customers looking to 

deploy a financial solution, providing ongoing consulting. 

Throughout her career, she has had extensive experience 

in providing technology for investment banks, regulators 

and stock exchanges from across the globe. 

WSO2 is the world’s #1 open source integration vendor, 

helping digitally driven organizations become integration 

agile. Customers choose us for our broad, integrated 

platform approach to open source and agile transformation 

methodology. The company’s hybrid platform to develop, 

re-use, run and manage integrations prevents lock-in 

through open source running on-premises or in the cloud.

Today, 100s of leading brands and 1,000s of global 

projects execute 5 trillion transactions annually using 

WSO2 integration technologies.
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Looking at open banking from the perspective of a 

fintech, I think to some extent regulation such as 

PSD2 and the technical standards set out by the 

Open Banking entity will help the market in general 

move forward. Once we get to the point where all 

incumbents allow users to link their account using 

SCA for example rather than filling out credentials, 

this will help businesses like Plum from a trust 

perspective, but also technically. 

This already works well with some of the new banks. 

We’ve supported Monzo and Starling for a while now, 

and their workflow for connecting with your bank 

account is much better - with Monzo for example you 

get a magic link and you’re done. 

We actually had an issue with the initial Monzo linking 

flow UI - we managed to get this fixed very quickly, 

with a direct contact to a PM there. I imagine this 

would have been much slower had it been with an 

incumbent! 

I’d categorise these new banks as technological 

institutions first and banks second. I think the 

traditional institutions right now are still fundamentally 

different. I presume they have large technical debt.

We don’t work directly with incumbents when it 

comes to connectivity - we work with aggregators 

like TrueLayer. It’s one connection for us that gives us 

access to the various banks. It’s only this year that the 

Open Banking APIs are starting to get to a point where 

they’re generally usable. As a company that heavily 

relies on data, we can’t have partial success when it 

comes to receiving it, so we’re often the first to move 

away from older methodologies and give the bank’s 

API a workout.

Creating an independent AI financial assistant

Old or new, all of the banks seem to have a long way 

to go when it comes to user experience. If for example 

you try to sign up to Goldman Sach’s Marcus, there’s 

a lot of friction on the way - it took one of my friends 

4 attempts. Adaptive Lab did research into the UX of 

the new banking apps. The report found that none of 

the banking apps on display scored more than 75% on 

either functionality (how many banking tasks people 

can do with the apps) or usability (how fast, easy and 

pleasant the app is to use and to understand). The low-

est scoring app rated just 32% overall…

So it’s going to take a while for banks – especially tradi-

tional ones – to make the user experience as good as it 

can be for their essential tasks, i.e. allowing people to 

go and pay for things, enabling people to borrow and 

showing transactional info. 

What we’re doing at Plum is different from these bank-

ing tasks: we want to be the personal finance assistant 

for everyone. The vision is for Plum to sit on top of your 

various accounts and educate, advise and finally act to 

make people of different financial profiles better off in 

a number of ways. 

When you think about it, does it make sense for an 

independent assistant to sit within a bank itself? No. 

Imagine: if I'm an assistant sat within HSBC - does it 

really make sense for me to advise users to move their 

money to a Santander savings account because it has 

a better rate? Not really, and I doubt that will happen. 

The incentives of the advisor aren't aligned in the best 

interest of the customer in this case. I’m sure some 

banks are trying to do the best thing for the customer, 

but usually the best solution for one customer is not 

the best solution for another - and so you need some-

thing that is independent of these various institutions, 

understands what’s on offer, and leverages the market 

to the customer’s advantage.

Breaking new ground in open banking 

Elise Nunn, Plum

Cultural challenge for incumbents

I think there has generally been a shift towards user-

centric building of products. Before the competition of 

challenger banks and fintechs arose, traditional banks 

were able to rely on their transactional commodities 

and a low churn rate of consumers. 

Now things are being shaken up, I think they’ve 

realised they need to listen to users. This connects 

with another cultural shift we’ll likely see happen: the 

human structures and leadership within these older 

institutions. 

If you look at the people who set the direction in 

these institutions, they are dominated by people with 

a commercial and financial background. This will need 

to change: I don’t think they’ve ever really understood 

their customers, so they need leadership who are more 

in touch with society, as well as with the technology 

they’ll need to serve customers better. 

Elise Nunn is Head of Operations at Plum Fintech. Leads 

the operational arm of the business, ensuring customers 

have a seamless Plum experience. Previously Head of Rider 

Support at Deliveroo, one of the fastest growing food 

delivery companies in the world. Joined the company 

when the UK support team was three and left once it had 

grown to support a world-wide business, over 30,000 

riders strong. Graduated from Oxford University, studying 

French and German.

Plum is the first AI-powered Facebook Chatbot to allow 

you to start saving and investing money automatically 

and effortlessly. Our aim is to help you maximise your 

financial potential without impacting your lifestyle. 

We do this in 3 ways. 

1. Monitoring your daily spending and setting money 

aside that you won't need. 

2. Ensuring you aren’t overpaying for any financial 

products, such as energy bills or credit cards, and 

helping you switch easily if you are. 

3. Giving you the option to invest in a range of funds 

and gain real returns. 

Now with over 275k users in the UK.
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The spectre of unbundling 

Ludwig Volk, CREALOGIX

Customers want a comprehensive range of digital 

and mobile banking services, with good design and 

support. Good news: banks already offer this! How-

ever, every institution has its own individual menu 

and acts like the customer only comes to their one 

restaurant.

Things “taste” good to the customers, but just like in 

the restaurant metaphor, a bank’s customers like to 

try different things, and as the choice grows in the 

fintech era, it’s unlikely that one place has the best of 

everything.

With PSD2 something previously unheard of is hap-

pening: regulations are forcing the banks to open up to 

third-party providers via standardised APIs. This makes 

it incredibly easy for customers to try out new things, 

with easy access to their money and data, and with-

out having to make any major commitments to any one 

provider. Customers can select their individual digital 

banking “diet” according to their tastes – they don’t 

always have to opt for the same dish from the same 

restaurant. 

No longer positioned as an exclusive provider for all the 

customer’s financial services, the bank loses direct con-

tact with the customer, first in specialist areas and then 

in increasingly core functions. 

This is the spectre of unbundling which is haunting the 

banking world. If users all pick their own unique bank-

ing mix like a kind of Uber Eats, not only does the bank 

lose exclusivity and lose touch, but they might lose 

profitability.

There’s some hope for banks, though. This brave new 

world of banking has a catch: it is muddled and reduc-

es the customer benefit the more they have to switch 

back and forth between different apps for different ac-

tivities.

The answer is to be proactive: to be the “open bank” 

not the “bank which is being forced open”. An open 

bank can act as an orchestrator of financial services and 

actually grow the range and quality of services custom-

ers enjoy, keeping them loyal and engaged within their 

current banking relationship. This is the vision we are 

pursuing with our banking clients at CREALOGIX.

Once banks embrace openness in technology and ap-

plication partnerships, they also start to enjoy anoth-

er type of openness: learning how to improve directly 

from the customers. When a bank proactively seeks 

customer feedback, and can implement new ideas fast-

er thanks to its more open strategy, the whole organi-

sation gets into a much tighter value creation cycle.

  Ludwig Volk, Head of Product Management, 

CREALOGIX Germany
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Tailored product or service to meet individual needs

Access to multiple connections

Shared value

Distributed work

Complex management

One size fits all - mass production of products and services

Ownership of the assets

Proprietary value

Localised work

Control points

Open banking: losing control 

and gaining opportunity 

Mateja Perenic

Without the financial crisis and PSD2, we wouldn’t 

have open banking. We’d have open data movements 

outside the mainstream, but established banks 

would have little incentive to open up. If you put 

yourselves in the shoes of the incumbents, it’s easy 

to see why they would feel resistance…

Open banking threatens large established banks by:

• increasing competition, challenging the 

business model in many unpredictable ways; 

• forcing banking institutions to do things in a 

completely new way;

• and requiring that they spend money to 

understand and implement new technology.

However you look at it, established banks are not set 

up to handle things in the open banking way.

Open banking means that banks lose control … but in 

that same moment banks actually gain opportunity. 

Opening up to third parties means opening access to 

bank’s data that used to be private, but in most cases 

was not being used to add value. Open banking will 

reveal to established financial institutions how to get 

value out of the market and customer data they already 

have.

Network effect

All the players in the open banking economy will bene-

fit from a network-effect: as more financial entities cre-

ate interconnected value propositions, they will attract 

more users, and more innovation, and create more val-

ue within the network. 

An example of how the value of open banking increases 

with uptake is the spread of innovation from the origi-

nal retail banking industry into business banking. SMEs 

and larger corporate all stand to gain from the tech-

nology and partnerships flourishing in the consumer 

side of open banking. According to Accenture research, 

35% of SMEs and large corporations already participate 

in open banking ecosystem platforms, and another 

42% plan to do so next year.

Those banks that are going to play it in a clever way will 

seek to acquire the value of the network. By strategi-

cally using APIs to build their own marketplaces, the 

bank can offer more value for customers who are loyal, 

and pull in more traffic to a core business strengthened 

by complementary services. On the other hand, we will 

also see some banking institutions that get it wrong: 

they will remain passive, will fail to gain that network 

value, and will simply be forced to open up their data 

to competitors.

Mateja Perenic is a futurist and financial services 

professional with experience in investment banking and 

proprietary trading and passionate about FinTech and the 

future of banking and money and payments. 

Having worked in finance throughout all asset classes over 

15 years, Mateja is an experienced risk and investment 

management professional, growing capital via investment 

opportunities that offer superior risk-adjusted returns and 

benefiting from a disciplined approach, a global macro 

perspective and deep understanding of market mechanics.
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The customers of 
tomorrow are here

Everybody can see it; the future of banking is 

rapidly becoming a digital domain. How will banks 

respond to the tide of technology?  The answer 

is very different when talking about big players or 

small banks, or when looking at the effects in retail 

banking as opposed to corporate and investment 

banking. 

Last year Gartner forecasted that most banks as we 

know them today will either go out of business or 

barely exist by 2030. In Gartner’s analysis, because 

of changing customer behaviour, banks are getting 

squeezed out by new competition and by tech itself. 

I do not believe what Gartner says. In retail banking 

for consumers it is partly the case that banks are 

moving towards white labelled solutions produced by 

fintechs. But we have great examples where big banks 

have already established their own totally digital banks 

to attract new consumers. Many banks will surprise 

analysts with their ability to innovate.

Smaller and community banks are challenged by the cost 

and complexity of keeping up with technology, but they 

can stay relevant with the help of fintech ecosystems, 

effectively creating a consortium to develop products 

and services that meet the evolving digital needs of 

their customers. This could simultaneously help them 

to create better, faster, cheaper services that make 

them an even more essential part of everyday life for 

customers.

While increasing innovation will naturally eliminate 

some jobs in banking, this future ecosystem will create 

new ones. For example, a relationship manager’s job 

will soon require not only knowing the bank’s own 

products and solutions, but also advising about the 

new financial ecosystem including fintechs, other 

banks, tech houses, consultants, wealth management 

companies, and how to integrate it all. 

In corporate and institutional banking, fintechs will 

have a harder time displacing incumbent banks’ central 

role providing funding. But their data crunching, 

transaction banking, research, and trading can be run 

more efficiently with collaboration of the fintechs. In 

highly scalable businesses, solutions that speed up time 

to market for new revenue streams can be a substantial 

game changer. Instead of the cost of developing in-

house solutions that will eventually slow the business 

down with its legacy factors, banks can widen their 

portfolio with solutions and services that are fast 

to market, highly scalable, and easier to adjust to 

ecosystem and technology changes. 

Banks that adapt, stay relevant 

Kirsi Larkiala, Finnish Fintech Ecosystem

Kirsi Larkiala: CEO for Finnish Fintech Ecosystem, 

Founding Partner for eCFO, Board Executive, Financial 

Services, Global TOP 100 Fintech Influencer & Women in 

Tech Influencer

Kirsi is a dynamic and highly respected senior executive 

with market-leading results in complex leadership and 

client advisory positions. With over 30 years of experience 

in Corporate, Institutions & Retail & Transaction, Liquidity 

& Risk Management banking, Kirsi is known as a thought 

leader in digitalization, disruption, innovation & change 

management in the financial industry. In the last 5 

years Kirsi has been focusing on fintech companies, and 

as a founder of the Finnish Fintech Ecosystem is active 

in establishing collaboration, innovation, and tangible 

business results between traditional players and fintech 

companies.

For more information visit: 

https://www.fintechecosystem.biz/ 

About the author
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Are Millennials killing banking? 

Jo Howes, CREALOGIX

Young customers will drive China-style change 

Kofo Are, Flux Marketing

Poor Millennials – always being accused in headlines 

of killing things! What younger generations are actu-

ally good at is improving things by voting with their 

feet. 

The older you are, the more likely you are to be stuck 

in habits which aren’t easy to change. Even if you know 

there are actually better ways of doing something, 

there’s a perceived cost and risk to “unstick”. 

The advantage of being young is that you can look at 

something that’s inconvenient, expensive, or out of 

date and say “no thanks”. Too often this has been the 

reaction younger customers have had when confront-

ed with banks’ “way we’ve always done things”. For a 

modern digital customer, a better option is just a few 

app store taps away.

To survive and thrive, a modern financial institution has 

to act like younger generations: act according to what’s 

actually better, not according to the way you’ve always 

done things. Changing the habits and velocity of a cor-

poration is hugely more difficult than changing individ-

uals, but it can be done. 

Trends like open banking, mobile everything, and AI 

are the sources of disruption, but they also provide 

banks with the tools they need to reinvent themselves. 

Young consumers are individualistic, ambitious, crea-

tive, empathetic, and optimistic. The modern financial 

institution needs to be more like that too.

  Jo Howes, UK Commercial Director,

CREALOGIX

Consumer tech powerhouses such as Apple, Google, 

Amazon, and Facebook have set consumer expecta-

tions for convenience and usability in digital servic-

es. From a consumer point of view there is no reason 

to expect a lesser user experience in other sectors, 

including in financial services.

Younger people, who have grown up dependent on 

high quality digital experiences, are the least forgiv-

ing. In surveys, Millennials are repeatedly shown to be 

more likely than older customers to switch banks, and a 

main driver (in one survey, over 50% of respondents) is 

the search for a better mobile experience.

Expectations around usability, personalisation, and 

convenience are more extreme in Generation Z. 48% 

of Gen-Zs have mobile banking apps and 54% have not 

stepped inside a bank in the last month, compared to 

30% of Millennials. In a report by Accenture 41% of 

Gen-Z respondents stated that they would consider 

purchasing banking services from an online provider 

such as Google or Amazon. 

In other words, in the search for convenience, younger 

consumers may walk away from traditional institutions 

altogether. Research by Consumer International in the 

USA found that a third of Millennials surveyed believe 

they will not need a bank in future, and less than half 

currently have a credit card.

China may show a future path for financial services 

in the West

Younger consumers are going to be the most open to 

using digital wallets instead of traditional bank ac-

counts and credit cards. This is what has happened in 

China with platforms like WeChat Pay and Alipay. Ant 

Financial has more than 450 million clients, ten times 

the numbers served by any one of the world’s largest 

banks, and the equivalent of 60% of the number of 

bank accounts in China.

In developed markets it’s hard to know whether the 

Chinese brands will translate successfully or even have 

the intention to compete. The opportunity is certainly 

here right now for Western banks and fintechs to study 

the over 5-year innovation head start of the Chinese 

services and create their own versions adapted to local 

markets. 

The real facilitator of growth for the Chinese services 

is that almost everyone has digital wallets that are de-

signed for app integrations. Plugging in new services is 

so fast that fintechs can benefit from social media style 

network effects. In Europe and other regions active in 

open banking, the same effect may become possible 

within the established financial system, amplified by 

the social networks younger generations practically live 

inside. 

For banks and fintechs, the new measure of success will 

not be whether their service is digitally accessible, but 

whether it has “gone viral”!

Kofo Are is Head of Marketing and Founder at FLUX 

(fluxblog.co.uk) the blog for modern marketers – providing 

insights into how technology impacts economies, and 

facilitates the emergence of new markets and business 

models.
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Not so long ago, Saturdays were days for catching 

up. For omnibus sessions of your favourite TV show, 

hitting the high street to buy winter clothes for 

the changing season, going to the movies, to the 

beauticians or out for a meal. Now, TV is on demand, 

shopping is done at the desk or on a mobile device, 

movies are downloaded straight to your computer, 

beauticians come to your house at a time convenient 

for you and your favourite restaurant can package a 

meal and have it with you within minutes. 

The consumer market has already changed enormously 

in the last 10, even 5, years. Progress is just becoming 

faster. 

All of this change has meant technology and user 

experience for payments has had to change just as 

rapidly. As a mobile-first payment service provider, 

Judopay are on the front lines of the revolution.

More and more we’re seeing big decisions being made 

on the move from a mobile device: buying, ordering, 

transacting. We believe that, relatively soon, we’ll all 

live in a cashless society and the wealth of innovative 

payment options available to us will replace traditional 

methods. 

Anything connected to the internet will be able to 

purchase on your behalf: for example, you would allow 

your car to purchase petrol. Drive in, fill up, maybe 

order a few other bits and bobs through an app, and 

simply drive out again, with your payment taken care 

of in the background.

With that in mind, the in-store experience needs 

reviewing: the customer is no longer simply browsing. 

Judopay recently worked with Young’s pubs1 to create 

an ‘online offline’ experience. Established in 1831, 

Young’s looks to disrupt the traditional pub market 

by integrating technology in ways that complement 

people’s visit. When people go to the pub, they can use 

an app to order food and drink, split bills easily, and 

complete payment without waiting. This changes not 

only the customer experience but also alters the role of 

staff from simpler waiting jobs to a richer ‘expert’ role. 

The growing consumer expectation of personal 

convenience, ubiquitous mobile purchasing, and 

the rise of Gen Z are all trends playing together to 

challenge the traditional payment market. Financial 

institutions which are fixed in a traditional mindset will 

not thrive. Banks and fintechs are essential players in 

the payments ecosystem, and need active research, an 

open mind, and technological agility to be able to keep 

up with where things are heading

Frictionless payments aren’t easy for everyone to 

accept

For some people, having your car pay for your petrol 

sounds like a convenience no-brainer. However, for 

others, they might find it intrusive or feel like they are 

no longer in control. 

A study1 by Accenture shows a strong generational shift: 

a higher percentage of Gen Zs are open to new methods 

of payment that will gain them convenience, compared 

a higher degree of scepticism in other generations. Gen 

Zs are described as “the first generation to forgo the 

leather wallet for the digital wallet”.

Gen-Z is likely to take up 32%2 of the global 

consumer population by 2020. They have grown 

up completely surrounded by digital convenience. 

That said, they are not over the high street store 

yet. Around 66%3 of Gen Zs prefer in-store shopping 

while 28% want to interact with store associates. 

They do use digital channels to research products, 

but also like to go in-store to touch and try out 

those products prior to making their purchases. 

Digital consumers are changing payments 

Jeremy Nicholds, Judopay

Jeremy Nicholds is CEO of Judopay, and has previously 

acted as an independent advisor in the cards, payments 

and FinTech space, helping firms to bring new products 

and propositions to market and to successfully scale them.  

He was a NED of Vipera Plc - the AIM listed banking 

solutions provider, and Deputy Chairman for SafeCharge 

International – a  leading edge payment solutions company 

also listed on the AIM exchange.   

Jeremy was previously Executive Director, Mobile at Visa, 

where he drove mass market adoption of NFC mobile 

payments across multiple markets, and led the launch of 

compelling new propositions like Apple Pay, whilst also 

supporting bank programmes using 

Visa Cloud Based Payments.   Prior to running mobile, 

Jeremy led Visa’s commercial and business development 

activities across Europe, working extensively with Europe’s 

major banks, top retailers and other partners to increase 

Visa card issuance, boost card acceptance, encourage 

technology rollouts such as contactless in order to grow 

volumes of transactions processed. 

Prior to joining Visa, Jeremy held senior Sales & Marketing 

roles at Mastercard, Natwest, Reuters, and Prudential.

Judopay is a leading enabler of mobile web and app 

commerce – helping companies across multiple sectors to 

serve their customers with a better way to pay.

About the author
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Trends.pdf.
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Can banks' technology move fast enough? 

Kelly Read-Parish, Credit Kudos

With large customer numbers and strong brand iden-

tity, banks have both an enviable market position 

and all of the baggage that comes with being a large 

organisation operating for decades. Analysts esti-

mate that 10-20% of current UK banking business 

could be at risk of disruption from account and prod-

uct switching1. Partnering with technology-focussed 

startups rather than attempting to change things on 

their own can help diversify risk while requiring less 

investment in technology and organisational change.

Outsourcing R&D investment

Advances in machine learning has opened up new op-

portunities, but requires significant investment in a 

highly educated workforce and greater dependence on 

new technology. Regulatory changes dictate that banks 

make customer data available to authorised third par-

ties. Although both trends present a threat, fintechs 

can turn them into opportunities. 

My company, Credit Kudos, perform detailed analysis 

on bank transaction data that the banks can find diffi-

cult to do themselves. We take on the burden of hiring 

data scientists, collecting the data and customer con-

sents, and testing the latest machine learning research 

methods. The banks get the analysis they need to make 

better decisions without the investment and months of 

compliance approvals.

Legacy systems

Everything from out of date software to manual KYC 

processes creates risk for those pushing internal change. 

Banks are notorious for using the same version of inter-

net browsers 4 years out-of-date. Resistance is often 

due to risk and the difficulty of coordinating change. 

Banks who do break through can see fantastic results: 

in Sweden, BankID has revolutionised how banks and 

customers use identity services, with innovation driven 

by a consortium of banks. By parachuting in technology 

built by companies unencumbered by old technology, 

teams can start using solutions that previously would 

have taken months to get approved and built internally.

Mitigating risk

Banks have the financial capacity to quickly build new 

products, but innovative solutions to old problems 

can get stuck in bureaucratic, compliance-driven in-

ternal controls. For example, Starling Bank allows cus-

tomers to create joint bank accounts remotely using 

phone location services to ensure both customers are 

in the same room. Traditional banks could have easily 

built the same technology, saving themselves time and 

money and improving customer experience, but likely 

haven’t done so out of fear of regulatory uncertainty 

or months-long approval processes. Partnering with 

FinTechs can fast track adoption of new technologies 

without increasing internal risk profiles.

Mind the gaps

For banks, understanding the gaps within their product 

offering is the first step to identifying a fintech that can 

help. Collaboration takes the heavy lifting out of trans-

forming their systems, enabling banks to maintain the 

speed needed to stay relevant in today’s market, while 

reducing risk, time invested, and costs.

Credit Kudos’ successful partnership with some of the 

UK’s largest banks provides insight into the banks’ will-

ingness to look externally to keep pace with rapidly 

changing technology.

Kelly Read-Parish has deep experience in credit model-

ling and risk, market research, and data analytics from her 

previous career within fixed income portfolio management 

at the $1+ trillion AUM investment manager Prudential 

Financial. Kelly was responsible for building out her func-

tional department in Prudential’s London office, where 

she set strategic targets and devised risk and reporting 

standards. Prior to Prudential, Kelly supported large-scale 

rollouts of financial software at Factset Research Systems 

(NYSE:FDS). Kelly holds an MBA from London Business 

School and a BA from the University of Exeter.

Credit Kudos is an FCA-authorised credit bureau and 

AISP that uses financial behaviour to measure creditwor-

thiness. Through direct connections to the UK’s largest 

banks, Credit Kudos aggregates and interprets transaction 

data for use by lenders, brokers, and financial institutions. 

Credit Kudos goes beyond traditional scoring, providing a 

comprehensive view of a borrower’s creditworthiness. We 

transform complex sets of information in our easy-to-use, 

digital-first tools to help everyone make better lending 

decisions.

About the author
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Banks: falling behind? 

Raj Singh

Many established banks are not doing great in terms 

of attracting top technical talent. Banks have all the 

issues of a traditional industry that appears to lag 

behind in innovation, with the added negative image 

hanging over them from the financial crisis over the 

last decade.

As well as attracting talent more effectively, banks 

need to develop a culture of innovation and look for 

ways to shorten time to market. There’s no use in at-

tracting top talent and then not allowing these people 

to innovate, collaborate, and see their work put into ac-

tion. This is certainly a risk since talented teams could 

be condemned as ineffective simply because they’ve 

been hampered by a wider culture of risk-avoidance 

and bureaucracy.

Therefore, for banks to attract the tech talent they 

need to lead their market, they need simultaneous im-

provement in the image of the firm and in the reality of 

how they empower innovators.

To understand what a battle this is going to be, let’s 

look at how management in incumbent banks perceive 

technology. As per research commissioned by Pepper, 

the 100% mobile bank created by Israel’s leading bank 

‘Bank Leumi’, key decision makers at UK retail banks, 

such as Barclays Bank, TSB Bank, Virgin Money, and 

Royal Bank of Scotland feel pessimistic and besieged 

when it comes to technological leadership.

For example:

• The vast majority (82%) say banks aren’t inno-

vating fast enough to meet changing consumer 

demands for digital services, with almost half 

(48%) thinking they are at least three years be-

hind fintech rivals.

• The top reason cited for falling behind is that 

there is a reluctance to adopt external technolo-

gy (65%), followed by a culture that is not inno-

vation focused (57%) and that it takes longer to 

innovate due to clunky legacy IT systems (53%). 

• A third (34%) admit that innovation is being 

stunted because retail banks are too focused on 

product development and streamlining.

Banks have always measured their success by finan-

cial assets and liabilities. Traditionally, technology and 

technical talent have never been considered assets to 

be developed and protected. That attitude needs to 

change. While the banking industry has open banking, 

fintechs, challenger banks right at the doorstep, pro-

ducing new innovations on a weekly basis, some in-

stitutions are acting like they are patiently waiting for 

their Kodak moment. 

The 2018 Accenture banking report, “Star Shifting: 

Rapid Revolution Required”, revealed that new 

competitors have already grabbed 14% of the UK’s 

banking revenue, and challenger banks will continue 

growing as an additional £775 million will be provided 

under the Alternative Remedies Package to promote 

competition in the small and medium-sized enterprises 

(SMEs) market. As of 2018, 63% of current financial 

services players did not exist a decade ago. These 

figures are hard to ignore.

Looking slightly further ahead, the threat of the 

pace of technological change is most visible in the 

race to exploit AI. A WEF report, The Future of Jobs 

2018, says that 75 million jobs will be displaced by 

artificial intelligence, robotics, and automation, but 

suggests that 133 million new jobs may be created 

as organizations shift the balance between human 

workers and machines: a net gain of 58 million. It’s 

an optimistic assessment in the sense of everyone 

still having jobs, but it implies enormous churn in 

employment and skillsets. A business in the midst of 

this change can’t prosper by trying to keep everyone’s 

job the same.

Merely to survive, banks need not just incremental 

change, but radical reinvention, focusing on three 

technological capabilities which create a positive 

feedback loop:

1. An improved image to attract top talent

2. An internal culture that encourages and rewards 

practical innovation

3. Investment in – and valuing of – technical 

and human talent resources as a key source of 

competitive value

There are banks which are moving fast in this direction. 

They will attract the talent and successfully deliver 

innovation. Many others will fall behind, never to catch 

up.

Raj Singh is a seasoned and widely travelled international 

banker and FinTech thought leader with over 2 decades of 

experience in Asia and Africa in director positions. He is a 

subject matter expert on many facets of banking including 

digitalization, operations, retail & commercial banking, 

digital & branchless banking, and payments. Raj speaks 

regularly at industry conferences about transformation 

of banking and financial services, and has authored two 

best sellers, “Digital, the New Normal for Banks” and 

“Artificial Intelligence in Banking & Finance”.
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A bank can be its own worst competitor 

Martin Unterbäumen, CREALOGIX

Working in banks: a journey back to cool 

Lisa Moyle, FinTECHTalents

Banks are managed and staffed by some of the most 

talented people, with deep technical knowledge and 

experience, and often retain large numbers of soft-

ware and IT specialists in house. What’s standing in 

their way when it comes to leading in the digital era? 

Too often, the answer is “themselves”.

First, many banks are simply so old they don’t have 

institutional DNA for growth and innovation. What 

they’ve done for decades or even centuries has worked 

fine so far, and good management is defined by sus-

taining this predictably, not changing it. Current man-

agement never had to come up with business strate-

gy. As a result the initiatives you tend to see revolve 

around cost cutting, not changing business models.

Secondly, when banks consider doing something new 

to win market share, it’s often approached as a siloed 

product to be pushed. Client relationship managers 

may believe they deliver premium service and value 

but the vast majority of them may basically be product 

pushers miles from understanding their clients’ inter-

ests or needs. 

Because of a lack of consumer marketing mindset, 

banks simply do not get the idea of engaging with cus-

tomers before trying to sell to them.

The third factor is inertia: even if the top leadership 

believes in technology and innovation, there is no in-

centive for senior insiders to rock the boat. The bonus 

culture still prevails, e.g. Credit Suisse paid out bo-

nuses of CHF3.09bn in 2016 despite full year losses of 

CHF2.7bn! 

Adopting new technology – let alone inventing it – in-

volves considerable risk and uncertainty. Combining a 

lack of incentives with a naturally conservative outlook, 

banks often exaggerate this risky side, for example 

characterising AI as a threat rather than an opportu-

nity.

This may be an interesting debate for futurists, but the 

modern banking customer is not going to wait around 

for an answer. Consumers are dissatisfied with things 

that seem to stay the same as decades ago, and have 

plenty of other places they can take their business. To 

stay relevant, banks have to address their internal cul-

ture to make it far more business-savvy, finding ways 

to incentivise innovation and genuinely transform their 

product and service design to be customer-centric.

  Martin Unterbäumen – VP Global Product 

Management, CREALOGIX

I believe banks are well aware of the current and 

would-be competitors who, armed with lean and 

mean technology stacks, are keen to cut into some 

of their business. But the skills necessary to build a 

truly digital financial institution are in short supply.

The shortage of talent is exacerbated by a perception 

problem. The shift in the ambitions of the next genera-

tion of talent means that landing a job with a big bank 

doesn’t hold the same allure as it once did. 

Banks suffered a significant blow to their reputations 

post-crisis. Concurrently, the new crop of fintechs ex-

posed them, in a number of areas, to be technologically 

past their prime. The rapidly scaling tech giants were 

also pulling in large numbers of those with much cov-

eted digital skills and offering them a work experience 

(ping pong tables and all) that was a world away from 

the buttoned-up existence of a career in banking. 

For younger members of the workforce, salary alone is 

not enough of a draw to overcome concerns about rig-

id working structures. This goes beyond implementing 

‘flexible’ working polices, going to the heart of the cul-

ture of an organisation.  

"The shortage of 
talent is exacerbated 

by a perception 
problem"
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Innovation culture

A culture that supports and embraces innovation is a 

key part of drawing in the talent that can drive an inno-

vation strategy forward. In that sense technology and 

talent are inextricably linked. A positive working cul-

ture delivers more robustly on business goals and nur-

tures, develops and builds on a sense of purpose for 

staff. 

Banks face a particular challenge in that they are deal-

ing with legacy procedures and infrastructure that 

seem to tether them to an older way of doing busi-

ness. Incumbents of all shapes and sizes are grappling 

with the strategic decision of whether to change from 

within or start from scratch. It’s very hard to define 

what skills are needed here, as you need the con-

text of what’s gone before, with the future technol-

ogy skillsets, and change management to get from 

one to the other. The secret is going to lie in diverse 

teams and removing internal barriers to collaboration.

As some of the banks accomplish this metamorphosis 

I think the success of these teams will speak for itself, 

and perhaps banking will become cool again! But this is 

a journey that will be played out over the coming years, 

and leaders in established financial institutions should 

look at their competitiveness in attracting talent, just 

as much as they look at modernising their technology. 

Lisa Moyle is a co-founder and director of strategy and 

partnerships at VC Innovations.  

She is also a regular contributor to the Banking Technology 

magazine and a commentator on the UK fintech sector. 

She sits on the judging panels for the Banking Technology 

and PayTech Awards, is a co-founder of the Fintech 

Cocktail Club and is a member of the Staffing Committee 

for Fair Finance.  

Previously, she was director of strategy, fintech, at Informa 

where she established and led a portfolio of global fintech 

events and activity. She also worked at techUK, where 

she was head of the Financial Services and Payments 

programme and contributed to a broad range of policy 

initiatives in support of financial services innovation.

Prior to that, she was programme director at the Centre 

for the Study of Financial Innovation, a leading financial 

services think tank.

VC INNOVATIONS is a disruptive media start up that 

designs and builds communities, content and experiences 

for innovation industries. Through the creation of 

content led micro-events, industry events, large-scale 

tech festivals and digital platforms, we bring together 

ecosystems and stakeholders to explore how technology 

drives these industries’ digital transformation, supporting 

the creation of cutting edge and sustainable solutions.

About the author

Is AI a threat to human value in banking? 

Maryam Danesh-Kajouri, CREALOGIX

CREALOGIX has worked with hundreds of banks 

and wealth management firms over the past twenty 

years. We’ve seen many iterations of technology, 

from first generation online banking through mobile 

banking to the current open banking revolution. 

What each technology phase seems to have in 

common is the concern from our customers that 

digitalisation and automation might detract from 

the human experience which their customers value.

As a banking software provider we have to take this 

objection very seriously. The business model of a bank 

or a wealth manager is centred on high quality service, 

and traditionally this has meant personal service. Even 

the mobile-only challenger banks have to work hard to 

ensure customers have easy access to human advisors. 

So in our industry, the measure of a successful digital 

solution is that it must complement the human 

experience and expertise, not detract from it. We are 

proud that our software is repeatedly chosen by private 

banks because of our respect for facilitating personal 

banking relationships. In our digital wealth products, 

even in the robo-advisory solutions, we work with our 

clients to ensure that the customer can take advantage 

of more, not less, human expertise in their investment 

experience.

The arrival of artificial intelligence as a multiplier in 

technology comes with the same perception: will the 

customer experience stop being personal and instead 

become generic, cold, and “robotic”? In our view, it 

should be the opposite. The successful use of AI is to 

enhance the value provided: in banking this means 

AI should be used to make the customer experience 

more personal, more personalised, and more friendly. 

AI should make it easier to get in touch with human 

advisors, and bank staff should “work smarter” with AI 

to provide a better service, more efficiently.

Articles about AI are often illustrated with a picture 

of The Terminator as a kind of grim joke. But when 

considering technology strategy in banking, it’s a good 

question to ask: “is this here to fight the humans, or to 

help us?”.

  Maryam Danesh-Kajouri, Global Head of 

Marketing, CREALOGIX
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A whale falls from 
the sky...

The walls are falling down: 

big tech ‘ante portas’ 

David Gyori

Hannibal ante portas – ‘Hannibal at the gates’ – goes 

the Latin phrase referring to Hannibal Barca, the 

legendary general of the state of ancient Carthage, 

widely considered one of the greatest military com-

manders in history, a fierce enemy of Rome. 

Now, 22 long centuries later, the Latin phrase has to be 

slightly altered. Our current state of affairs is ‘Big Tech 

Ante Portas’. Digitalisation, computerisation, software 

are GPTs, General Purpose Technology, transforming all 

industries from agriculture, through automotive to fi-

nancial services. 

While all industries are currently undergoing aggres-

sive, exponential and unavoidable digital transition 

there is a secondary dramatic phenomenon unfolding 

in front of our eyes: digital convergence. 

Digital convergence is the phenomenon of previously 

different industries melting partially together. Digital 

convergence is the scary, yet exciting process of the 

clear traditional division lines, the barriers, the walls 

between different industries and commercial activities 

falling down. 

A great example of digital convergence is ‘smartphone’ 

as a phenomenon. Smartphones are equal results of suc-

cessful innovation telecoms as well as the IT industry. 

Digital convergence makes the walls between tradition-

ally distinct industries rumble, tumble and come down. 

Banking transformation

Banking is no exception to ‘digital’ as a General Pur-

pose Technology transforming it, and likewise subject 

to aggressive and tangible digital convergence. Digital 

convergence is the driving force behind ride hailing ser-

vices, and now we see the same effects where mobile 

network operators as well as technology giants start 

taking increasingly serious forays into banking.

BAT – Baidu, Alibaba, and Tencent – are super active 

in financial services. Recently I have had the chance to 

visit the headquarters of Baidu in Beijing. The financial 

division of Baidu is tiny compared to the total size of 

the company, yet, when I asked how many personal in-

stalment loans they approve per day, they answered, 

“Oh, this is unimportant for us, but we approve ap-

proximately 10 000 personal instalment loans per day. 

You know, our risk model is conservative, we get ap-

proximately 100 000 applications per day and we only 

approve 10 000.” And Baidu is considered to be the 

least active of Chinese technology giants. Think about 

Tencent running WeChat Pay, a mobile wallet with 900 

million (!) monthly active users, or think about all the 

activities of Ant Financial within Alibaba.

When we look at GAFA – Google, Apple, Facebook, 

Amazon – the US version of BAT, we see much less ac-

tivity in financial services. 

In order to understand why US technology giants are ‘ante portas’, we have to look 

at the three classic barriers of entry to the traditionally oligopolistic banking market, 

and how the first two aren’t so much of a challenge for big tech:

Currently, we are witnessing a strategic shift: US technology giants are step by step 

getting regulated. This will diminish the last remaining barrier of entry from US 

technology giants preventing them to go big on financial services.

Therefore: the walls are falling down, big tech is ante portas!

1. Economy of scale

FinTech startups lack economy of 

scale. Technology giants have enor-

mous economy of scale in the Unit-

ed States as well as in China. Face-

book has over 2 billion monthly 

active users globally.

2. Capital intensity

Technology giants are surprisingly 

well capitalised. Apple has nearly 

USD 300bn excess liquidity on its 

balance sheet.

3. Heavily regulated:

This may be a more significant chal-

lenge. US technology giants often 

argue that they want to stay away 

from financial services, because fi-

nancial services are heavily regulat-

ed and compliance is a nightmare.

David Gyori is a globally renowned FinTech consultant, 

trainer, author and keynote speaker. He is CEO of Banking 

Reports Ltd London, providing top quality ‘FinTech 

Training for Bankers’ all over the world.

David is frequent Keynote Speaker of premier international 

banking and FinTech events: he recently gave Keynote 

Address at the World FinTech Forum in Seoul, South 

Korea as well as in Brussels at the annual conference 

of the European Banking & Financial Services Training 

Association.

David holds a number of key international positions: He is 

Founding Member of the World FinTech Association and 

Member of the Panel of Judges of the European FinTech 

Awards as well as the UK National Technology Awards. He 

is co-author of ‘The FINTECH Book’, published by Wiley 

and Sons in 2016, quickly becoming a global category 

best-seller.

David is Faculty Member of the Retail Banking Academy 

(London), one of the most prestigious banker-training 

facilities globally. He serves on the Advisory Board of 

multiple FinTech companies in the United Kingdom.

Banking Reports London provides top quality FinTech 

Training for retail as well as investment bankers all around 

the world.

Our most successful training programs provided on a 

global basis include:

• Trends in Marketing of Financial Services

• Digital Banking: FinTech Innovations, Digital 

Transition and Key Technologies

• PSD2 and API Banking: Getting Ready for the 

Challenge

• Blockchain Comes to Banking: How to Strategize 

Distributed Ledger Technology

• Winning Digital Transition in Investment Banking
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Big tech brands will go after low-hanging fruit 

Anton Zdziebczok, CREALOGIX

Living in interesting times 

Alex Jimenez, Zions Bancorporation

When I speak with our banking clients about com-

petitive threats, it’s becoming a more frequent top-

ic to consider the potential impact of Google/Ama-

zon/Facebook/Apple creating services which directly 

compete with banks.

Well, they already do: payments, loans and money 

transfer are already part of the portfolio of the big tech 

firms. They are picking out the services that are rather 

easy to deliver and scale.

However, they ignore the heavy-lifting banking pro-

cesses – why? Because they consider it all uninterest-

ing! If they cared about the core of what banks do, they 

could buy one: with the cash balances of the big tech 

players, they could buy a top brand like Deutsche, UBS, 

or Credit Suisse. But they won’t, because it’s not play-

ing to their strengths.

The question for banks is whether they are content to 

allow the fun consumer tech parts of their business 

model to be taken by younger competitors who don’t 

understand banking and customers as well as they do.

Anton Zdziebczok – Head of Product UK,

CREALOGIX

What are the biggest disruption risks for the bank-

ing market? While technology remains a big risk, the 

risk of fintech competitors en masse taking over the 

industry isn’t the prime problem. As people focused 

on banking technology we may not like to acknowl-

edge it, but the bigger risks come from tides in the 

economy.

The current trend in Europe and the US towards protec-

tionism in the face of an increasingly global economy 

doesn’t bode well. Trade wars and xenophobia could 

affect global markets and bring economic decline. This 

is not just politics: it affects investment and appetite 

for innovation. We are already seeing the US and the 

UK losing the innovation race in technology and fintech 

to Asia, particularly China. 

I believe that this unhelpful protectionism will eventu-

ally go out of fashion, but it will shape the fortunes of 

global brands in the medium term. Some large brands 

will disappear either by acquisition or divestiture. 

This is nothing new when external pressures mount: 

old-fashioned lack of strategic nimbleness will be the 

factor that brings down large brands. In the US we can 

point to the recent failure of Sears, as an example of 

a company that failed to adjust strategically for a long 

time. The same will happen with some financials. Con-

versely, perhaps the institutions which are able to de-

velop technology to compete with challengers are the 

same ones agile enough to weather an unpredictable 

global economic future. 

Alex Jimenez is VP, Senior Strategist at Zions Bancorp, 

where he leads the overall technology strategic planning 

process for the office of the CIO. His other recent experience 

includes developing and managing Digital Banking and 

Payments Strategy and Innovation at Rockland Trust, 

a community bank in Eastern Massachusetts. He served 

as the Chair of the Consumer Bankers Association’s 

Digital Channel Committee, where I worked with Digital 

Banking leaders in the industry and visited Capitol Hill to 

meet with the Senate’s Banking Committee staff.  Alex 

has been named as one of the top 30 US-based Fintech, 

Blockchain, and Innovation influencers by Onalytica.

Zions Bancorporation is one of the premier financial 

services companies in the USA with total assets exceeding 

$65 billion. Zions operates under local management 

teams and distinct brands in 11 western states: Arizona, 

California, Colorado, Idaho, Nevada, New Mexico, Oregon, 

Texas, Utah, Washington and Wyoming. The company is a 

national leader in Small Business Administration lending 

and public finance advisory services and is a consistent top 

recipient of Greenwich Excellence awards in banking. In 

addition, Zions is included in the S&P 500 and NASDAQ 

Financial 100 indices.
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Agility, boldness, and remaking banking 

Adina Eckstein, HSBC 

Banks can escape their technical debt if they’re bold 

enough to make tough choices, both organisation-

al and technical, however doing so as an evolution 

(rather than revolution). 

The key is to start by implementing small meaningful 

improvements in user journeys and augmenting those 

with added features as the model is proven. It is impor-

tant to understand that it may not be necessary to do a 

wholesale migration of customers or features. 

Being bold does not mean being careless. Many of 

the security and compliance concerns widely quoted 

as reasons not to adopt agility are in fact better ad-

dressed with micro-services deployed in the cloud, as 

this means that change, in technology terms, is smaller 

and more isolated. If you’re able to control this narra-

tive within the organisation you will find that the incli-

nation to new ways of working is positive.

Listening to customers means better decisions

At HSBC we prioritise product delivery backlogs based 

on user research and feedback, and have found that 

some of the technical debt does not have to be repaid 

at all, in other words we have the opportunity to do 

something completely differently without having to re-

build core journeys or fix methods which are already 

out of date. Our aim is to meet, if not anticipate, our 

customers’ ever-evolving needs. 

Naturally challenger banks and other fintech firms have 

a different starting point which provides for some ad-

vantages, but for incumbents such as HSBC the signif-

icant customer base and the data on user preferences 

and usage is of great worth, therefore when introducing 

new tech, products and features HSBC can very quickly 

know what works and what doesn’t for their customers. 

In addition, there is a “surprise and delight” element 

when customers experience innovation from their in-

cumbent banks. I recall a positive comment made by 

one of our customers on our everyday banking mobile 

app “I can’t believe this tech has come from HSBC” as 

they’re genuinely impressed at our capability to em-

brace new technologies. 

We have regular hackathons to explore how we can use 

the latest tech to benefit our customers, and good ideas 

are brought back into the core teams for development. 

Attracting visionaries

Do the technology and business stars of the future 

want to work for banks? If you asked me this question 

two years ago I’d say we have a big challenge ahead of 

us. Today I can say with a great degree of pride that we 

have achieved within HSBC Digital what I thought was 

near impossible. 

Our digital capability is now 3,000 people strong, with 

cross-functional teams operating in advanced agile 

methodologies co-located in multiple locations across 

the globe. But it started small: we began with an ad-

venturous bunch of superstars from various industries 

and backgrounds from both startups and corporate en-

vironments. The main thing we didn’t have was a lot 

of banking folk, and we built up that knowledge by in-

volving talented individuals from within the traditional 

IT divisions in the bank. This core team invested in the 

culture, bringing in like-minded people, and leading by 

example – making our vision a reality.

At HSBC we are certainly a far way into our own trans-

formation journey, but we still have a lot more to do in 

terms of making our teams more diverse, autonomous 

and allowed (and encouraged) to fail fast (and learn 

fast). 

Building awesomeness at HSBC

Next steps for us could be revolving around incen-

tive-based compensation on achieving product KPIs, 

that is, impact based not just delivery. Additionally, 

we want to work on nurturing our young leaders from 

the bank’s Graduates Programmes. These new ways of 

working should be expanded to other areas of the bank 

too.

As for my own motivation, I am looking to work with 

smart and fun people, and to have the ability to make a 

huge impact. When we launched our new mobile app in 

the UK we did a very soft launch with zero advertising 

- and it was adopted within days by over 100,000 users 

- where else can you get that scale of impact?  

I have never been too particular on which industry or 

company size to work in, because I believe you can 

create your own island of awesomeness wherever you 

work. As a personality I’m very bold, I challenge when 

things don’t work the way I think they should. 

I have been encouraged and given the exposure to be 

able to drive the type of change I think is needed and 

my kind of attitude has been well received. I think tal-

ent will want to work for banks as they become more 

aware of how things have changed, and that they can 

achieve what they dream.

Adina Eckstein is Global COO, Mobile & Smart Channels 

at HSBC.

Her focus is on the planning and execution of the Bank’s 

strategy to provide leading digital customer experiences, 

which are fast, easy and secure across mobile, web and 

staff channels, as well as using data to make customer 

interactions more personal and relevant. 

Prior to HSBC, Adina led the development and delivery 

of digital products portfolio and services at BBC 

Worldwide, and has held senior roles in the television and 

telecommunications industries in the UK and Israel.

 

HSBC is one of the world’s largest banking and financial 

services organisations. 

We serve around 38 million customers through four global 

businesses: 

• Commercial Banking 

• Retail Banking and Wealth Management

• Global Banking and Markets

• Global Private Banking 

Our network covers 66 countries and territories in Europe, 

Asia, the Middle East and North Africa, North America 

and Latin America. With around 3,800 offices worldwide, 

we aim to be where the growth is, connecting customers 

to opportunities, enabling businesses to thrive and 

economies to prosper, and ultimately helping people to 

fulfil their hopes and realise their ambitions.
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Embrace change, take risks, and             yourself 

Jim Marous

disrupt

Digital disruption, new technologies, increased com-

petition and new customer expectations are chang-

ing the face of banking. 

Despite these challenges, the most serious threat to 

banks and credit unions is legacy thinking, existing cor-

porate cultures and the changing future of work. 

Whatever you and your organization may be best at 

today will most likely not be good enough for tomor-

row's banking competitive battlefield. There is an in-

creasing need to innovate, become more agile, utilize 

data and advanced analytics to support cost reduction 

and revenue improvement, and build partnerships with 

organizations who may also be competitors. There is a 

need to recruit new talent that is in short supply and to 

retrain current staff for the digital age. 

Resting on your laurels must be short-lived … and com-

placency will be your biggest enemy. 

Being a ‘fast follower’ is no longer an acceptable strat-

egy. Individuals and banking organizations must em-

brace change, take risks and disrupt themselves. 

Embrace Change 

Gone are the days of incremental adjustments to busi-

ness models. Digital evangelists within companies need 

to convince management of the benefits of going be-

yond buying new technology or building new mobile 

apps. The fundamental change that needs to happen 

within a business must go much deeper than the con-

sumer interface. 

Change can’t happen all at once. For most financial or-

ganizations, they should start on digital customer expe-

riences from the inside-out. There is a need to embrace 

new security protocols, mobile functionality like digital 

account opening, cloud technologies and enhanced an-

alytic capabilities. 

Executives must be brought in who will be proactive in 

developing a new customer centrality within the insti-

tution. This new leadership must be willing to embrace 

the change that is occurring in the market. This may 

take leadership from outside the banking industry. 

Bottom line, the effort made to make a cultural trans-

formation must equal or exceed that which is being 

done to achieve operational transformations. 

Executives must be proactive in shaping and measuring 

culture, approaching it with the same rigor and disci-

pline with which they tackle operational transforma-

tion. 

Take Risks 

Success provides security — and security is one of the 

things that keeps us from taking risks. We tend to want 

to stick to the familiar and predictable — things that 

we can seemingly control. Unfortunately, we can’t con-

trol the future, and change is occurring faster than ever. 

While previous successes can provide an excellent 

foundation for future growth, it can also inhibit our 

ability to move forward. The illusion of safety that suc-

cess provides can actually blind us from the reality that 

surrounds us and that needs immediate attention. 

Financial institutions and financial services executives 

must be willing to make mistakes, hold unconventional 

positions, and be willing to step out of comfort zones. 

Intelligent risk-taking considers the things that could 

possibly go wrong and determining whether or not to 

take a risk. When action is taken, the success achieved 

becomes the next stepping stone allowing you to be 

better prepared for the future. Banks and credit unions 

need to have a mix of people wanting to innovate and 

move forward as well as those who will use past learn-

ings to help build the foundation for growth. 

Most importantly, management must encourage try-

ing new things and not holding onto the past. Man-

agement also must provide learning opportunities and 

executives must search out for learning to prepare for 

changes ahead and skills that will be required. 

Disrupt Yourself 

Organizations must be willing to disrupt the status quo. 

The consumer expects more from their financial institu-

tion because they get more from other business part-

nerships like Amazon, Google, and Apple. 

Disruption will also need to occur on a personal level, 

since the marketplace is demanding skills that are be-

yond what most executives and employees have been 

taught. Because of the existence of current profitable 

business sectors and personal successes from the past, 

there is a normal lack of incentive to identify radically 

new ways to conduct business. This leads to insufficient 

decisiveness to commit human or financial resources to 

experiment with new models. 

According to the World Economic Forum, “Organiza-

tions that are leveraging digital technologies to rein-

vent their business models and processes to establish 

closer customer connection and drive innovation will 

be the winners. Digital technologies enable businesses 

to engage more deeply with customers in the context 

of who they are, what they prefer and what they need. 

Companies can use these insights to implement enter-

prise-wide changes that enable them to quickly and 

cost-effectively deliver more useful, meaningful expe-

riences.” 

For many organizations and individuals, the power of 

digital transformation will only be realized by those 

who embrace change, take risks and disrupt themselves.

"Organizations must be 
willing to disrupt the 
status quo...Disruption 
will also need to occur on 
a personal level"
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Jim Marous is an internationally recognized financial 

industry strategist, co-publisher of The Financial Brand 

and the owner and publisher of the Digital Banking 

Report. Marous advises on innovation, portfolio growth, 

customer experience, marketing strategies, channel shift, 

payments and digital transformation within the financial 

services industry.

As a sought-after keynote speaker, author and recognized 

authority on disruption in the financial services industry, 

Marous is a contributor to Forbes and has been featured 

by CNBC and CNN, The Wall Street Journal, New York 

Times, The Financial Times, The Economist, The American 

Banker, Accenture and the Irish Tech News and has spoken 

to audiences worldwide. Jim has also advised the White 

House on banking policy and is a regular contributor to 

several publications and podcasts.

 

The Financial Brand is an online publication delivering 

ideas and insights on a wide range of issues reshaping the 

retail banking industry today. It is the singular resource 

for senior-level executives looking to build and grow 

financial brands, with over 2 million readers in 200+ 

countries. With a razor-sharp focus, The Financial Brand 

provides strategic analysis, real-world case studies and 

practical advice to banks and credit unions around the 

world. We also host The Financial Brand Forum, the 

banking world’s most elite conference on marketing, CX 

and digital transformation. Every Spring, over 2,000+ 

of the best and brightest minds in banking convene for 

three days to learn the latest trends, new innovations and 

advanced techniques that are transforming the financial 

industry today.

About the author

Closing thoughts
Thank you!

Richard Dratva, CREALOGIX

If you've read through this collaborative white paper I 

think you'll agree it is valuable to take a look around 

- to rise up from day to day details and get a high 

level strategic view of our financial industry. Such a 

lot is changing, and whether you see a disruptive crisis 

or exciting field of opportunity depends entirely on 

whether you have a proactive strategic stance.

A big "THANK YOU" from CREALOGIX to all of the 

expert contributors: we truly appreciate your insights, 

experience, and wisdom!

Disclaimer

The opinions expressed in this paper belong to the individual authors and do not necessarily repre-

sent the views or policies of their respective firms or of CREALOGIX. No partnership or endorsement 

between any of the companies or individuals are claimed or implied by inclusion in this paper. Noth-
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