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Overview 

Banks must alter product offerings and enhance customer service capabilities to accommodate Generation Y financial values 
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Digital and social forces have created disruption in retail banking, prompting management to rethink channel strategies 
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Omnichannel  
Banking  

Experience 

Banks must adopt consumer-centric operating models that deliver a seamless experience across all distribution channels 
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Current State 
Challenges 

It was only eight years ago that most of us were 
making the bi-weekly trek into the bank branch to 
deposit a check or seek financial advice. Even with 
product and account information available online, 
most consumer transactions required some form of 
assistance from the bank. The technologically savvy 
knew how to view account balances from their 
mobile phones and deposit checks at an ATM but 
the branch was still the center of all transactional 
activity, allowing large institutions like U.S. Bank 
and KeyBank to tout themselves as “relationship 
banks”. 
 
Things have changed a bit since then. Consumers 
now see their bank’s logo on a screen just as often 
as they see it on an office building or printed 
material. Most of my peers have visited a branch 
fewer than five times this year and are unable to 
name a single employee at their local branch. This 
industry-wide transformation in banking bears the 
following question: what is the extent of a 
relationship one has with a business that lives 
through their electronic devices? 
 
Such is the self-service banking environment that 
the market is coming to embrace. Unlike the highly-
personal banking relationships of Generation X 
consumers, my peer group’s relationship with their 
bank is largely confined to web and mobile 
channels. This is a byproduct of consumers being 
given the reins to transactional functions like bill 
pay and mobile deposit, reducing processing costs 
on the bank’s end and saving consumers a trip to 
the branch. 

Banks enjoy the cost reduction aspect to this model 
as they save money while increasing the number of 
interactions a customer has with them. But are 
these self-service sessions the types of interactions 
that help sustain a customer’s relationship with the 
bank? By allowing customers to perform a large 
portion of banking on their own, banks have 
partially disintermediated themselves, limiting 
cross-sell opportunities and tainting their role as 
financial advisors. 
 
While customers prefer to do banking on their own, 
they expect banks to be up-to-speed with their 
financial affairs at any given moment. 
 
This phenomenon is comparable to a child going off 
to college. As a parent, you’re expected to provide 
him with a finite level of support from afar while 
also maintaining the close relationship you’ve held 
for 18 years. No longer does he need your daily 
presence – oh, but he’d love a fresh batch of 
groceries when you’re in town. 
 
Any neglecting parent can send a check each month 
– but, the extraordinary parent is the one that adds 
real value every time they come in contact with 
their son. That parent might help him locate 
academic halls during orientation or offer some tips 
on interviewing during his senior year. Providing the 
appropriate type and volume of interaction keeps 
that parent-child relationship strong and makes the 
child want to keep in-touch with his parents. 

“ By allowing customers to perform a large portion of banking on their own, banks have partially disintermediated themselves ” 

This ‘going off to college’ scenario is strikingly 
similar to what banks are facing in the digital and 
self-service movement. Their customers are ‘going 
off to college’ and will likely graduate to the more 
convenient and exciting world of digital exclusivity. 
And rather than trying to force their customers back 
to the branch, the agile bank will embrace change 
and make it work in their favor. Every interaction 
must be valuable to consumers, who have grown 
partial to services that make their lives easier. 
 
Consumers’ relationships with tellers will cease to 
exist in three short years – just like your child 
(hopefully) isn’t coming back home to live with you 
after college. Banks must find ways of keeping 
consumer relationships alive through value-added 
engagement in the digital channel. This does not 
mean honing in on self-service features that any 
techie in a garage can develop. Instead, banks must 
capture a holistic view of a customer’s financial life 
through insights on spending habits and potential 
borrowing needs. 
 
Data from financial transactions serves as the 
source of these insights. A bank might collate 
customer restaurant transactions to determine 
when, where and how often a particular consumer 
segment or individual dines out. Armed with this 
knowledge, banks can pass contextually-relevant 
offers to consumers, when appropriate. One 
example would be issuing a digital coupon from Egg 
Harbor just before an individual grabs brunch on 
Sundays. 



Key Challenges 

Current State 
Challenges (cont.) 

Just as valuable as spending insights to the bank are 
major life events and milestones that individuals 
broadcast on social networks, such as hitting the 
five-year mark in a relationship, moving to a new 
town for work or preparing for a long vacation in 
Europe. Banks might use this information to offer 
financing on engagement rings, showcase housing 
options in certain neighborhoods or point out how 
foreign exchange rates are processed ahead of a 
consumer’s trip abroad. It’s like having a coach at 
your side throughout all decision making activities – 
and that coach is none other than your bank. 
 
This is surely not the role that banks are 
accustomed to playing in the consumer market. 
But, as primary overseers of consumer financial 
activity, there is no reason why banks are sitting on 
the chance to use data and information as vehicles 
for earning income. More importantly, banks 
should be using these assets as a means to building 
a stronger bond with customers that could reopen 
the doors to cross-sell opportunities and trusted 
advisory. 
 
Perhaps the college scenario isn’t a carbon copy of 
the digital revolution in banking – but there are 
certainly parallels to the challenge that banks face 
in not having physical exposure to the customer the 
same way that they used to (you know that this was 
the perfect analogy when you consider that I went 
off to college just as the digital era in banking was 
hitting critical mass). If banks adopt a customer-
centric approach in the digital movement, they may 
be able to genuinely call themselves ‘relationship 
banks’ in the near future. 

As overseers of consumer financial activity, banks should be using data as a vehicle for earning noninterest income 

 Highly risk-conscious regulatory bodies 

 Inconvenience to consumers in making initial migration to 
digital channels 

 Segments that embrace lower-cost digital channels tend to 
represent less-profitable consumers 

 Tainted relationships with consumers, resulting from self-
service banking 

 Increased complexity for bank in expanded sets of 
partnerships with non-financial providers 

 High costs to supporting all channels 

 Consumer comfort in doing banking the way they 
always have 

 Difficulty for siloed banking divisions to deliver 
seamless customer experience 



Current State 
Neobanks 

Banking is no longer just about making loans and 
selling investment products, according to GoBank, 
whose strategy revolves around technology-driven 
deposit taking. The online bank is among the 
growing number of pseudo-banks that aim to 
reduce hidden fees and provide self-service 
features to its customers. Like the fellow pseudo-
bank, Simple, GoBank takes a customer-centric 
approach that many traditional banks are working 
to replicate. 
 
GoBank provides online and mobile checking 
account services in exchange for customer-
determined fees each month (ranging from $0 to 
$9). The bank does not issue loans or savings 
products, in contrast to traditional banks. Instead, 
the company relies exclusively on fee income to 
support its deposit-driven operating model. 
Technology is at the helm of its business, with an 
easy-to-use mobile app that displays one’s current 
balance on the login screen and debit cards that 
sport a customized picture for only $9. 
 
Products & Services 
Given its tech-focused value proposition, GoBank 
has naturally kept pace with industry standards like 
remote deposit of checks (RDC). Where GoBank 
differs is in the issuance of checks, which is handled 
through the mailing checks by the bank after 
payment details are entered online or through the 
mobile app. GoBank partnered with Wal-Mart to 
allow its customers access to over 3,900 stores to 
deposit cash, which is about all one would expect as 
deposit of cash continues to die off. 

Large ATM networks have served as a marketing 
line for banks of late as they try to resonate with 
customers’ dissatisfaction of costly ATM fees. 
GoBank is no different, quick to call attention to its 
network of 42,000-plus ATMs. In my experience, 
however, the large-scale network wasn’t much of a 
difference-maker as the nearest in-network ATM 
for GoBank was just as close to my apartment 
complex as the nearest Chase ATM (my other bank). 
The silver lining of this finding is that the scale of a 
bank’s ATM network may not matter unless fees are 
reimbursed from every ATM, like with Schwab Bank 
and Ally Bank. 
 
Being limited to checking account services, GoBank 
offers a feature akin to the common savings 
account, deemed ‘the money vault’. The feature is 
similar to a savings account in that its purpose is to 
keep funds away from transactional activity, though 
depositors don’t earn interest on their 
contributions. Like most other banks, GoBank offers 
a budgeting and spend management tool that is 
limited to bank-branded accounts, making the PFM 
feature useless if a credit card is your primary 
spending tool. 
 
Drawbacks 
GoBank is quick to promote its check-mailing 
service but has not made the use of this feature so 
intuitive in its app. When attempting to write a 
check to my brother for concert tickets last month, I 
was forced to add his information through the bill 
pay portal. He received the check five business days 
after I submitted the payment, which is 
unimpressive turnaround for a bank touting this 
feature. GoBank’s peer-to-peer (P2P) fund transfer 
feature is hardly a check alternative as eligible 
recipients must have either a GoBank or PayPal 
account. 

GoBank is among a growing number of banks that aim to reduce hidden fees and provide self-service features to customers 

To a banking customer that isn’t used to paying 
many fees outside of the occasional ATM fee, I was 
hard-pressed to throw more than a dollar GoBank’s 
way each month, even when I still had a positive 
opinion of the bank. The concept of ‘pay us what 
you think we deserve’ comes across as altruistic, 
but the reality is that GoBank will need to blow 
customers away with its services to capture 
substantial income from this type of revenue 
stream. With the lack of a seamless payments 
service, I don’t see GoBank as worthy of more than 
a dollar in service fees each month. 

“ The concept of ‘pay us what 
you think we deserve’ comes 
across as altruistic, but the 
reality is that GoBank will need 
to blow customers away with 
its services to capture 
substantial income from this 
type of revenue stream ” 
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Current State 
Neobanks (cont.) 

Outlook 
GoBank has the right idea in getting away from the 
traditional banking operating model. However, its 
services as not as cutting edge as advertised. 
Consumers that are excited to trying new banking 
features are likely to be equally as disappointed as I 
was after discovering the hassle of check issuance 
and major limitations of its PFM product. It’s 
understandable that every new business needs 
time to work through the kinks, but in a highly 
competitive banking environment that’s 
undergoing transformation each day, GoBank 
cannot afford to waste time. 
 
With no cost to open or close a checking account at 
most banks, attrition is high, meaning banks must 
find ways to commit customers through 
differentiated product offerings. GoBank has 
certainly incorporated a unique element in its 
products but must identify ways of making them 
special (i.e. What can the money vault do that a 
savings account can’t?). Next, GoBank must make 
its products more reliable, starting with the simple 
issuance of a check. If the bank fails to take these 
two steps, they will watch more customers migrate 
to Moven and Simple, like yours truly. 

GoBank has incorporated a unique element in its products and services but must identify ways of making them special 

“ With no cost to open or 
close a checking account at 
most banks, attrition is high, 
meaning banks must find 
ways to commit customers 
through differentiated 
product offerings ” 
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The Road Ahead 
Value Proposition 

Customer loyalty in financial services takes on a 
very different meaning than in other sectors. Low 
attrition rates are not always a reflection of brand 
satisfaction but rather a decision to avoid the 
switching costs of moving to a different financial 
institution (FI). These days, loyalty often stems from 
benefits related to ATM network, nearby branch 
presence or rewards on transaction cards. If 
consumers were forced to go with their next best 
option, would there be a significant drop-off in 
these types of benefits? 
 
My guess is that a large chunk of consumers would 
be more bothered by the switching costs related to 
transfer of assets and update of account 
information sitting with employers and other third 
parties. As competitive advantages in lending began 
to erode several years back, consumers were drawn 
to the very benefits listed above, followed by a 
second wave of modern day differentiation in 
digital self-service banking. But it was only a matter 
of time before these differentiators were replicated 
by peers and commoditized. 
 
The lack of differentiation in retail banking became 
evident during my post-college assessment of 
financial providers. I struggled to identify a 
substantially unique depository institution and 
opted to stick with Chase for the foreseeable 
future. Despite being a loyal customer for years, I 
kept my eyes out for banks that better utilized 
technology and brought something different to the 
table. Obviously, if Chase had provided the type of 
experience desired then I probably wouldn’t have 
written this post. 

Banks lack creativity and innovation, despite the host of products and services that they are capable of delivering 

Objectively speaking, Chase does a good job of 
addressing their customers’ basic technological 
needs, delivering standard self-service features like 
web / mobile bill pay and remote deposit capture 
(RDC). However, online banks like Ally are able to 
provide similar services while offering interest on 
checking accounts and full reimbursement of ATM 
fees. Squeezed by branch-related costs, Chase can 
ill afford to offer these kinds of perks. And since I’ve 
visited a bank branch just once over the past twelve 
months, Ally’s lack of a physical presence poses no 
issue. 
 
These minor advantages make Ally my PFI for now, 
though I covet an even more progressive approach 
to financial services – even if it comes from an FI 
other than a bank. What started out as a move to 
earn hotel points on credit card purchases evolved 
into an appreciation for American Express’s mobile 
app, which includes a form of digital receipting. 
Amex has regularly been cited as a leader in new 
age technology and can build on that reputation 
with its Bluebird neobanking platform. 
 
My best decision thus far has been opening a 
Moven account, which owns a framework that can 
truly redefine consumer banking. Moven’s platform 
is built around personal financial management 
(PFM) and peer-to-peer (P2P) payments, two of the 
industry’s newest differentiators. With its special 
emphasis on personal financial wellness, I have 
found Moven to be best-in-class versus neobank 
rivals Bluebird, Simple and GoBank 

Chase is hardly in the equation for me anymore; its 
traditional operating model will prevent the bank 
from adopting newer technologies in stride with 
neobanks. Of course, I wouldn’t expect the still-
mildly innovative Chase to morph into a neobank 
overnight. The company has done a great job of 
catering to traditional banking needs of the past 
while acting on the digital demands of the present. 
But, what route will Chase take when banks are 
forced to compromise their hybrid approach? 
 
I go back to the hypothetical situation of losing one 
of the core businesses in your life. How distraught 
would you be if your favorite sandwich shop was 
sued and subsequently went out of business? I 
know that I would go through some major Potbelly 
withdrawal…but wouldn’t blink twice if the 
equivalent somehow happened to Chase. 
 
It just so happens that a dozen-plus other banks can 
provide me with similar experiences. I can also 
remotely deposit checks with PNC’s mobile app and 
hear about savings products from U.S. Bank’s call 
center staff. The ATM fees incurred by banking with 
an out-of-region bank like SunTrust are immaterial 
when you consider that I only nab a Chase ATM 
once in every four or five cash withdrawals anyway. 
 
It’s likely that you share the same commoditized 
banking experience I do. Banks lack creativity and 
innovation, which is a shame when you consider 
the host of products and services that they are 
capable of delivering. They are the gatekeepers of 
precious consumer data that serves as the 
backbone to PFM, a market currently owned by 
third-party providers. PFM is the form that modern 
day financial advisory is taking and one that should 
naturally involve banks. 



The Road Ahead 
Value Proposition (cont.) 

Banking executives wary of the implied technology 
investment above should consider opportunities 
that leverage existing infrastructure. The closing of 
big branches can be part of a strategy to increase 
the footprint of ATMs and smaller outlets. The ATM 
in particular is a terrific tool for increasing brand 
penetration and integrating with mobile devices. 
ATM manufacturers like NCR and Diebold have 
shown willingness to upgrade ATM fleets, 
presenting banks with an opportunity to offer 
services like cardless cash withdrawal. 
 
Advisory services like live chat with a banker can 
also be delivered at the ATM, though this type of 
guidance may be better conveyed in smaller outlets 
like the ‘pop up branch’ rolled out by PNC this 
summer. The 160 square-foot office features a 
single financial consultant stationed beside one of 
the bank’s more advanced ATMs that is available 
24/7. This type of branch is suddenly vital to the 
overnight worker that is only able to perform 
banking at odd hours. 
 
The inevitable transformation in banks’ physical 
presence can be seen as not only a layer of 
differentiation, but also a push for sustainability as 
retail costs are contained and banks become more 
agile in aligning physical infrastructure to a region’s 
geography and demographics. These physical 
enhancements and the digital opportunities 
described above are all sources for differentiation 
in a banking industry that is facing pressure to 
change. 

Superior BI systems can give banks a leg up on others, in contrast to the few ways that RDC can be used as a differentiator 

Differentiation, of course, must be profitable – a 
concept forgotten in the last wave of differentiation 
that has merely produced cost savings. This may be 
achieved through processing, referral and flat 
monthly fees – a potentially large sum of revenue 
currently being left on the table. Packaging these 
new offerings with existing products gives the 
appearance of added value to the consumer. Banks 
can also offer a premium option for services that 
customers are accustomed to getting for free. 
 
Though some will disagree, I believe this next round 
of differentiation is unlike those of the past in that 
services like PFM and MFOs will be unique to the 
distributor. Superior BI systems will give certain 
banks a leg up on others, in contrast to the few 
ways that RDC and bill pay features can be 
distinguished from one another. Today, banking 
consumers decide loyalty based on convenience 
and self-service factors. In the not-so-distant future, 
consumers will deposit their money with FIs that 
offer technology-driven banking experiences that 
can’t be replicated by peers. 

A primary component of PFM is analysis of 
consumer spending, which, through mobile 
technology, can be layered into the pre- and post-
payment process at retailers (i.e. the impact of a 
purchase on budgets). Another avenue in payments 
is P2P pay, which banks have unsuccessfully tried to 
push on consumers over the years. Ironically, P2P 
pay is a market that requires joint collaboration 
amongst banks to make successful, indicating the 
lack of differentiation opportunity. However, much 
can be done by banks to make their in-app 
experience more seamless than that of peers. 
 
More important to consumers than simply using a 
smartphone to pay is using it to uncover deals. 
While the in-store payments ecosystem is likely to 
run on the rails of companies like PayPal and 
Mastercard, banks can position themselves to be a 
facilitator of merchant-funded offers (MFOs) – both 
at and away from the physical point-of-sale. Bank of 
America has already tapped this market with its 
AmeriDeals service, which transforms transactional 
insights into contextual offers for its customers. 

“ The inevitable 
transformation in banks’ 
physical presence can be 
seen as not only a layer of 
differentiation, but also a 
push for sustainability as 
retail costs are contained ” 



The Road Ahead 
Personal Financial Management 

A common theme in the financial services sector of 
late has been the struggle to differentiate products 
and services from competition. And yet, banks have 
dragged their feet on a service that could set them 
light years apart, if delivered correctly: personal 
financial management (PFM). I’m not talking about 
the wealth management services offered in private 
banks but rather technology-driven guidance on a 
consumer’s spending habits, credit worthiness and 
financial goals. 
 
This market of PFM, currently owned by third-party 
providers like Intuit, is essential for banks to target 
as core lending and deposit-taking functions 
become increasingly commoditized. As owners of 
consumers’ financial activity, banks are well-
equipped to offer such services – so why haven’t 
they run with the opportunity? There appear to be 
several barriers standing in the way, but none of 
which can’t be overcome with the right strategy. 
 
Addressing the Multi-FI Account Holder  
Current PFM tools offered by banks are likely to be 
confined to that particular institution’s product 
portfolio, making the solution worthless if a 
consumer’s financial activity is spread across 
multiple FIs. Should a bank intentionally link to 
external accounts (as Moven has done), an 
awkward phenomenon occurs in which insights are 
drawn on the use of a competitor’s product; it’s like 
the Chevy dealership providing you with diagnostics 
on your Ford Escape. 

Nonetheless, consumers lack an accurate 
understanding of their financial condition without a 
central dashboard that encompasses all financial 
accounts. The checking and credit card activity from 
your U.S. Bank account will only paint half of the 
financial picture if you also have a student loan 
from Discover and money market fund at JP 
Morgan. Third-party providers are capitalizing on 
this lack of loyalty to a specific FI, able to freely 
provide insights on cross-branded financial activity. 
 
A bank naturally wants its brand stamped on each 
and every one of its customers’ financial products 
but must accommodate competing FIs rather than 
shutting them out of the picture, if they expect 
customers to adopt a PFM solution. Citibank may 
highlight a user’s heavy monthly spend on gas with 
their Amex card, yielding an opportunity to 
promote in-house cards that earn rewards on gas 
expenditures. Syncing up with competing accounts 
can ultimately provide banks with a selling point for 
their own products. 

PFM is a market that is essential for banks to target as core lending and deposit-taking functions become commoditized 

“ Consumers lack an accurate 
understanding of their 
financial condition without a 
central dashboard that 
encompasses all financial 
accounts ” 

Using Tech to Alleviate User Maintenance 
As any experienced PFM user will tell you, proper 
classification of expenses is vital to producing 
valuable insights on monthly spend. Even the most 
widely-used PFM tools struggle in their ability to 
assess what type of expense came from a given 
vendor. This leads to cumbersome maintenance 
work on the user’s end, which can eventually lead 
to product attrition. Just as troubling, users can lose 
accuracy in expense breakout with the mass 
shopping run at Target or the simple cash 
transaction. 
 
No consumer wants to regularly audit her 
transactions that typically exceed two dozen each 
week. Instead, PFM software should be able to 
detect that the $3.00 transaction at Shell was really 
just a snack from inside the convenience shop, 
rather than fuel. Consumers should not be required 
to perform more than one or two short reviews of 
transactions each month before running a 
trustworthy report on their monthly spend. 
 



Banks can deploy data-driven insights through digital channels to provide an enhanced level of personalization to the customer 
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The Road Ahead 
Personal Financial Management (cont.) 
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The Road Ahead 
Personal Financial Management (cont.) 

One way of reducing month-end maintenance is 
through expense classification at the point-of-
purchase, whereby digital receipts appear on a 
user’s smartphone immediately following a 
transaction. This tactic, employed by Moven, isn’t 
nearly as annoying as having to manually reconcile 
dozens of transactions at the end of the month. 
American Express offers a similar real-time 
receipting feature through Apple’s Passbook app. 
 
Developing a Valid Business Case 
Given the challenges described above and the 
industry’s broad unfamiliarity with PFM, banks lack 
a clear business case to enter the market. But what 
many don’t realize is that a large portion of 
consumers will pay for this type of service if a 
seamless and user-friendly experience can be 
provided. Consumers value transparency into their 
cash flow and, up until recently, have had to go to 
tremendous lengths to capture that detail on their 
own. Delivering on this need is a matter of 
packaging and deploying data that is already at the 
fingertips of BI departments. 

PFM is a profit-driven undertaking right now but 
may soon be ‘table stakes’ for the industry as a 
whole, which would serve as the most compelling 
business case of all. At the minimum, PFM is a 
source of differentiation in digital banking, a space 
that has become relatively homogeneous across 
firms in a short period of time. The conversations in 
banking c-suites should be less focused on if PFM 
should be pursued and more concentrated on how 
best to pursue it. 
 
Leveraging the Right Resources 
Banks would be wise in identifying sustainable 
business partners as they venture into the 
uncharted waters of PFM (and digital universe as a 
whole). Technology companies can play key roles in 
PFM software development and integration with 
current mobile apps. They may also assist with the 
very challenges described above: aggregation of 
cross-FI accounts and precision in expense 
classification. Partnering with these firms allows 
banks to focus on their core competency of 
financial advisory. 
 
If banks lack the basic human capital and data 
infrastructure to pilot a proprietary solution, they 
may consider purchasing an off-the-shelf product 
like MoneyDesktop. While this may put a damper 
on net margin, it at least provides banks with a way 
of engaging their customers and meeting new table 
stakes in the industry. Such white label solutions 
can level-set the playing field for community and 
regional banks that don’t share the IT budgets of 
bigger banks. 

PFM can become a key component of noninterest income, with an open-ended nature that sets it apart from other fees 

PFM is profit-driven right now 
but may soon be ‘table stakes’ 

PFM can become an important piece to banks’ 
noninterest income strategy, with an open-ended 
nature that sets it apart from transactional and 
penalty-based fees. High-spend alerts, credit 
assessment and ad-hoc reports are all examples of 
value-add features that can be appended to a PFM 
solution, driving customization for disparate user 
bases. As a number of studies have found, 
consumers will gladly pay fees for services that 
offer real value. 

From an internal perspective, banks should tap the 
BI capabilities of core banking systems and the 
advisory skills of personal bankers. With an 
expected flight from branch-based advisory in the 
coming years, banks can gradually redeploy some of 
these bankers into roles that analyze transactional 
activity remotely and push insights to the consumer 
through web and mobile channels. Consulting firms 
can serve as vehicles for corresponding master 
data, IT strategy and change management 
initiatives. 
 
Delivering a Personalized Solution 
Just as is the case with other banking products, PFM 
needs to be packaged differently for each consumer 
segment. Take the recent college grad that isn’t 
accustomed to managing substantial disposable 
income: PFM offers tools for comparing nightlife 
spend to that of his peers and working toward a 
down payment on a home. Compare that to the 
PFM need of his father, who is more interested in 
knowing how often he can dine out during 
retirement. 
 
As of now, the college student is forced to actively 
seek out this type of financial software, much like I 
did in 2010. With quality customer data at their 
disposal, this individual’s bank can be clued in on 
his graduation date and e-mail him ahead of time, 
detailing their ‘New to the Workforce’ PFM 
package. This offer might be accompanied by a 
quick snapshot of his senior year spending and how 
it’s forecasted to change based on the average 
starting salary for his field of study. 



Reminders and Alerts 

The Road Ahead 
Personal Financial Management (cont.) 

It’s important to note that, to justify a monthly fee, 
banks must deliver a superior PFM experience to 
what the user is getting for free in third-party apps 
like Mint. This may come in the form of 
personalized goal-setting, contextual deals at 
frequently visited merchants or financial guidance 
at the point-of-purchase. Most importantly, the 
solution must be fully embedded in a bank’s digital 
landscape, a value proposition that can’t be 
replicated by third parties. 
 
Closing Thoughts 
PFM is just a layer to the technology-driven 
disruption running through the banking industry. 
Management must devote time and money in 
aligning IT strategy with that of the business to 
meet new customer demands. PFM, however, is a 
great place to start, serving as an important piece to 
the digital puzzle rather than just a standalone 
revenue stream. Such is the reason that neobanks 
like Moven and Simple have built their platforms 
completely around the concept of PFM. 
 
Executives still operating under the 3-6-3 model 
should take note of this new competition before it’s 
too late. There is simply no reason why third parties 
control a market that should be owned by the 
financial services sector. This emerging space holds 
too much potential for banks to be sitting on the 
sideline. With traditional revenue streams drying up 
and new threats emerging in the financial arena, it’s 
time to take PFM to the bank. 

“ There is simply no reason why third parties control a PFM market that should be owned by the financial services sector ” 

Budgeting 

Digital Receipting 

Targeted Offers and Coupons 

Goal Setting 

Peer Comparison 

Point-of-Purchase Financial Guidance 

Expense Classification 

Credit Assessment and Scoring 

Net Worth Dashboard 

Receipt Management 

Ad-hoc Reports and Self-Service Tools 

Bill Tracking 

Collaborative Financial Management 

Financial Education 

Tracking and Management of Finances 

Financial Wellness Measurement 

Up-and-Coming Features 
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The Road Ahead 
Emerging Products & Services 

With the doors opening to the digital world, a lot is 
being asked of banks in a short period of time. Most 
large banks have been agile in responding to 
technology-driven requests, pumping big money 
into online and mobile. Remote deposit of checks 
(RDC) has become standard on mobile apps and 
person-to-person (P2P) payment solutions are 
being piloted. However, many banks are still 
reluctant to move away from branch-centric 
operating models that have been in place, well, 
forever. 
 
Banks that refute the need for a digital strategy will 
be caught flat-footed when their customers are 
confined to branch and ATM networks while peers 
enjoy omnichannel experiences. If banking is truly 
going branchless by the end of the decade as 
visionaries suggest, most banks have a ways to go in 
refining distribution channels and developing the 
necessary customer service infrastructure, 
particularly with regards to mobile. 
 
Conveniently, the industry already has an 
instrument that can both mimic the branch and 
integrate with mobile: the ATM. As you might 
suspect, the ATM has a number of use cases in 
mobile, the most actionable relating to its 
grassroots function as a cash provider. By adding a 
prestaged cash withdrawal feature to mobile 
banking apps, consumers can elect to withdraw 
cash from a nearby ATM without ever having to 
swipe a debit card and enter a pin. 

So, how does it work? A consumer ‘prestages’ a 
transaction by locating the nearest in-network ATM 
from her mobile banking app and electing an 
amount to withdrawal. Upon arrival at the ATM, a 
QR code or one-time token is used to authenticate 
her account and process the prestaged transaction. 
Taking this feature further, household 
breadwinners can even authorize access to funds by 
their children or spouse at specified ATMs. 
 
Those that question the timely adoption of this 
technology should consider how quickly RDC was 
implemented by banks and subsequently embraced 
by the mass. ATM manufacturers, NCR and Diebold, 
have already begun developing smartphone-
compatible ATMs that still offer legacy functions to 
users. This type of ATM redesign could become 
progressively routine as innovators talk up the 
prospect of cutting edge services like live chat with 
personal bankers, a feature that might first pilot in 
mobile. 
 
Rolling out text-based mobile chat would provide 
consumers with timely access to account assistance 
and product insight. Most big banks have released 
web-based messaging portals and social media 
accounts, in addition to call centers, that are useful 
in their current state but lack real-time capabilities. 
It’s highly inconvenient to wait on a message back 
from a rep or to navigate through call menus just to 
have a basic inquiry answered. It may seem obvious 
but the time spent getting in touch with a rep 
should not exceed the time spent receiving their 
guidance. 

“ Most large banks have been agile in responding to technology-driven requests, pumping big money into online and mobile ” 

“ Banks that refute the need 
for digital will be caught flat-
footed when their customers 
are confined to the branch 
while peers enjoy 
omnichannel experiences ” 

The natural successor to text-based chat would be 
video-based chat, which could serve as an 
enhanced version of the current customer service 
phone call. As one who has never taken out a 
mortgage, I would find value in hearing about 
payment procedures and refinancing terms from a 
personal banker rather than gathering this 
information from the fine print of an electronic 
agreement. To optimize bankers’ capacity for 
managing product inquiries, customer service 
requests would ideally be directed to text-based 
chat. 
 
With the ability for reps to screen share product 
information and conduct follow-up inquiries, live 
chat has the potential to displace a large portion of 
branch and call center interactions. Customers 
would be relieved of the commute to a branch, 
verification of personal information and sitting on-
hold. There are obvious efficiency gains to the bank 
as reps field multiple text-based requests at one 
time. Better yet, banks can realize considerable 
savings in personnel and overhead expenses. 



The Road Ahead 
Emerging Products & Services (cont.) 

These cost savings are typically what banks use to 
measure return on their investments in mobile; 
rarely have banking apps been viewed as catalysts 
for top-line growth. This will soon change as banks 
pass on RDC and P2P processing costs to customers 
in the form of fees. However, mobile also offers 
opportunities for asset-side promotion, an 
untapped space for the industry at-large that has 
restricted information on loan and investment 
products to web, voice and physical channels.  
 
For now, banks feel that the mobile version of their 
website is more than sufficient for customers to 
retrieve detailed product information. This is to be 
expected as development and maintenance of apps 
are time consuming and expensive, forcing banks to 
first deliver priority deposit-side features. 
Additionally, the detailed and ever-changing nature 
of product information increases the complexity of 
content delivery on mobile apps. 

Mobile provides opportunities for educating consumers on products, which has traditionally been restricted to websites and branches 

“ Mobile will soon become 
the primary engagement 
channel for consumers and 
the app will be seen as the 
easiest avenue to retrieve 
product information ” 

Regardless, mobile will soon become the primary 
engagement channel for consumers and the app 
will be seen as an easier avenue to retrieve product 
information, just as has been the case with Amazon 
and StubHub. Unlike mobile webpages, apps can 
leverage push notifications and alerts as in-device 
marketing vehicles (though these should be used 
sparingly). US Bank may send an alert that educates 
customers with low checking account turnover on 
the bank’s portfolio of investment funds. 
 
Uses cases like the ones described above and 
innovation like PNC’s pop-up branch provide ways 
of bridging the brick-and-mortar present with the 
digital future. Of course, banks must weigh the 
branchless ideals of the consumer banking segment 
with the physical presence demands from some 
commercial and private banking customers. But 
let’s not forget that online banks like USAA and Ally 
have employed branchless business models for 
years with limited friction from their consumer 
bases.  

If not already clear, the flight from branch banking 
and migration to mobile go hand-in-hand as a part 
of banks’ digital strategy. The fact that mobile has 
been adopted twice as fast as online at a number of 
banks should send a message to executives. Look 
for most big banks to continue their hybrid 
approach until neobanks like Moven and Simple 
begin to eat away at market share. As Gen Ys make 
up a larger portion of banks’ customer base, the 
disruption of mobile will only become more 
pronounced. 

 Reloadable Prepaid Cards 

 Online /Mobile Bill Pay 

 SMS / Mobile App Alerts 

 Remote Deposit Capture 

 Peer-to-Peer Payments 

 Targeted Merchant Offers 

 PFM 

 Cardless Cash Withdrawal 

 Micro Branches 

 Video Chat Advisory 

 Payday Loans 

 Real-Time Digital Receipting 

Becoming Mainstream Beginning to Take Off Still in the Pipeline 
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