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Mobile banking is building 
beyond its pandemic spike

The banking industry has big expectations for the mobile channel, and no wonder—according 

to multiple surveys, more than half of the U.S. population is already doing at least part of their 

banking on their mobile device, and the graph projecting future adoption moves briskly up and 

to the right.

Of course, a big part of the trend is a response to COVID-19. In April 2020, Forbes reported that 

mobile use shot up by more than 35% compared to a year earlier, but that boost was from an 

already high base—a 2019 study by S&P Global found that half of respondents who accessed 

their checking account on a daily basis did so via a mobile app. 

Recent BAI Banking Outlook research forecasts that mobile banking will grow to roughly 22% of 

channel usage over the next three years. The increase will be led by the younger generations—

millennials and Gen Zers—who average upward of 100 banking interactions each month, with 

mobile being by far the preferred channel.

In this month’s BAI Executive Report, we examine the mobile banking experience as it stands 

now and where it may be heading in the coming years.

Our lead article by contributing writer Dawn Wotapka ticks off a long list of mobile solutions 

available to financial institutions, among them cardless ATM  withdrawals, use of QR codes, 

voice-initiated payments and embedded banking features such as “buy now, pay later.” 

On the other side of the transactions, Apple plans to introduce capabilities to the iPhone later 

this year that will allow merchants of all sizes to accept payments via digital wallets without a 

terminal or special hardware. One industry player suggests that banks may want to add Apple’s 

feature to their mobile apps as a way to better serve small businesses.

Wotapka also gets into the build-buy-or-partner debate that seems to arise when banking in-

stitutions consider implementing new technology, particularly when that bank or credit union is 

on the smaller size and the tech is customer-facing. When it comes to mobile, scale is especially 

impactful, as smaller banks are often vulnerable to the resource advantages held by larger rivals.

But despite the size disadvantage, or perhaps because of it, community banks and credit unions 

continue to intensify their commitment to mobile. In his article, contributing writer Ed Lawler 

writes that banks have significantly altered their thinking regarding how best to achieve and 

maintain customer loyalty as mobile’s share escalates.

For some institutions, an emerging model pairs mobile’s ease of connection with the branch’s 

depth of knowledge and other resources for more complex interactions. “(Customers) may be 

starting relationships with us via mobile,” one banker tells Lawler, but they “put a high level of 

trust in our branches in case questions do arise.”

Banks and credit unions are centering their digital delivery strategies on their mobile apps, but 

what if the future has other ideas? I recently spoke with Michael Abbott, who heads up the glob-

al banking practice at Accenture, about his prediction that we will see “the death of the mobile 

banking app” in the coming years.

He believes the growing use of digital wallets will crowd out the apps offered by individual 

banks, and that smaller institutions may benefit from this reordering because scale could be-

come less of a competitive factor. 

Also in this month’s Executive Report:

» Buy now, pay later is here to stay: Vivek Dwivedi from Infosys says banks that miss 

the buy now, pay later train risk losing out on a significant future revenue opportunity. A 

big part of that opportunity appears to be demographic—research done in 2021 shows 

that close to 40% of millennials and older Gen Zers in the U.S. have used BNPL. 

» Driving loyalty with a robust mobile banking app: Chris Cox from Apiture suggests 

four questions that financial institutions need to thoughtfully answer as they work to 

create a mobile app that customers will flock to. The first of those questions focuses  

on product flexibility, which makes sense given how quickly the tech ecosystem tends 

to change. 

» Personalized, mobile-first banking at scale: Mike Hughes from FintechOS writes that 

financial institutions need to move faster when bringing new mobile products and ser-

vices to market lest customers get poached by speedier fintechs. Key to this, in his view,  

is to better deploy data to develop a deeper understanding of customer wants and needs. 

We hope you find value in this Executive Report focused on the evolution of mobile banking. 

Feel free to email me to let me know what you think.

LETTER FROM THE EDITOR

BY TERRY BADGER, CFA 

tbadger@bai.org

Terry Badger, CFA, is the managing editor at BAI.
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obile was already a hot spot for 

banking in the years leading up 

to the global pandemic, but when 

the established ways of doing 

things were instantly upended in 

the spring of 2020, hot became sizzling. 

Being stuck indoors pushed even those dependent 

on traditional bank branches to become digitally  

savvy: More than 65% of consumers are using 

mobile apps more frequently, and the majority  

expect to continue doing so, according to S&P 

Global Market Intelligence’s annual U.S. mobile 

banking survey. 

“The convenience that mobile banking offers its 

customers is too powerful to ignore,” says Evan 

Albert, co-founder of SeamlessChex, which offers 

solutions for merchants to send, accept and verify 

payments online.

Meanwhile, bank branches continue to disappear. 

S&P reported that banks closed more branches in 

2020 than in any other period in the past 10 years. 

That pace accelerated in 2021, and closures are 

expected to be widespread this year as well. “Bank 

closures are responding to changes in consumer 

preferences for using digital channels for basic 

banking services and to keep up with competition 

from neobanks that offer convenient products  

purely through digital channels,” the report  

noted. As a result, 2022 is likely the year that the 

“digital banking train moves to the next station,”  

JPMorgan recently proclaimed. 

BAI’s Banking Outlook research shows that mobile 

banking is expected to grow to about 22% of chan-

nel usage in three years, while online usage will 

be flat, and branch, drive-up and contact center 

use will decline. Generation Zers and millennials 

average more than 100 banking interactions each 

month, with mobile banking outpacing ATMs, 

branches and live agent phone calls. 

But simple apps are no longer enough. Hot top-

ics include cardless ATM withdrawals, using  

near-field communication or QR codes, and 

Moving to Mobile 
Banking 3.0
From partnering with fintechs to developing their own 

solutions, banks have a variety of options. 

BY DAWN WOTAPKA 

M

EVAN ALBERT 

SEAMLESSCHEX

Mobile banking is expected 

to grow to about 22% of 

channel usage in three 

years, while online usage 

will be flat, and branch, 

drive-up and contact 

center use will decline.

BAI BANKING OUTLOOK 2022
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IVAN KOT 

ITRANSITION

voice-initiated payments with apps, said Tom 

Thunstrom, a finance analyst at the Delaware 

Small Business Development Center. Other 

trends include tailored messages, facial recog-

nition, virtual branches, cryptocurrency services 

and embedded banking—such as the “buy, now 

pay later” options that are increasingly prevalent 

on retail websites.

Tech titan Apple recently released plans to intro-

duce Tap to Pay on the iPhone, a move expected 

to empower millions of merchants—including the 

smallest players—to seamlessly accept Apple Pay, 

contactless credit and debit cards, and other digi-

tal wallets via a simple phone tap with no hardware 

or terminal needed. 

“Adding the feature to mobile banking apps would 

allow banks to better serve small businesses,” says 

Richard Crone, CEO of Crone Consulting LLC, an 

independent advisory firm specializing in helping 

businesses integrate mobile self-service capabili-

ties with payment optimization strategies. “This is 

important because more than half a community 

bank’s profits come from serving small businesses.”

Banks looking to grow in this space have a few op-

tions, Crone says: “Do we make this ourselves, do 

we buy it off the shelf from someone else, or do we 

partner with someone else to get it?” 

There is no right or wrong answer to those ques-

tions, though nimble startups lurk at every turn, 

ready to disrupt an industry that some argue was 

TOM THUNSTROM 

UNIVERSITY OF DELAWARE

RICHARD CRONE 

CRONE CONSULTING LLC

“Fintechs are definitely 

going through the golden 

era right now. When 

digitalization accelerated 

due to the pandemic, they 

had more options and 

experience to innovate. 

They built partnerships 

with both legacy banks 

and young financial 

startups, getting the most 

out of two worlds.”

IVAN KOT  

ITRANSITION

too slow to realize the need for change in the 

bank-branch model. 

“Fintechs are definitely going through the golden 

era right now,” says Ivan Kot, a director at Itran-

sition, a Colorado-based software development 

company. “When digitalization accelerated due 

to the pandemic, they had more options and ex-

perience to innovate. They built partnerships with 

both legacy banks and young financial startups, 

getting the most out of two worlds.”

Citi, Chase and Discover have been “relatively  

progressive in competing with the neobank 

movement,” Thunstrom says. “But the legacy 

http://bankingstrategies.com
https://www.linkedin.com/in/tomthunstrom/
https://www.linkedin.com/in/tomthunstrom/
https://www.apple.com/newsroom/2022/02/apple-unveils-contactless-payments-via-tap-to-pay-on-iphone/
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https://www.linkedin.com/in/kotivan/?originalSubdomain=by
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”The challenge with 

community banking is 

maintaining relevance in 

a market where you are 

competing against national 

brands that can innovate 

faster and a younger 

population that may not be 

as loyal to the small-town, 

community bank model 

as they look for a brand or 

bank that is innovative.”

TOM THUNSTROM 

DELAWARE SMALL BUSINESS 

DEVELOPMENT CENTER

Dawn Wotapka is a BAI contributing writer.

of community banks recently announced CHUCK, 

an open payments network that works to make 

players more competitive in the payments space.

“The challenge with community banking is main-

taining relevance in a market where you are 

competing against national brands that can in-

novate faster and a younger population that may 

not be as loyal to the small-town, community bank 

model as they look for a brand or bank that is 

innovative,” Thunstrom said. “You may see some 

community banks focus more heavily on small 

businesses or targeted segments of the market-

place to stay viable.”

As the consulting agency West Monroe put it in 

a recent report, “The events of the last two years 

have changed forever the way banks will conduct 

bank-fintech partnership depends on the bank 

and its capacity to foster innovation.” 

Because bigger banking institutions have more 

resources, they can transition to mobile banking 

quickly and easily—Albert says this results in lost 

business for some smaller banks and increased 

business for larger ones. He adds that the main 

challenges in transitioning to mobile banking are 

the development of a platform, usually an app for  

business. In what was already an industry facing 

challenges with customers and clients wanting a 

simpler, more tech-friendly way of doing business, 

life under pandemic conditions only amplified 

these desires.”

One thing is now certain, the report continued: 

“Banks of all sizes must become digital enterpris-

es—not only in terms of their customer interactions 

but also in digitizing and modernizing all facets of 

their operations, products and experiences.”

portable devices, and the implementation of  

proper security.

According to Thunstrom, regional banks have been 

more likely to partner with fintechs on innovation, 

while smaller banks often work with vendors. “These 

companies are relatively modern and aggressive—

for the right price—in helping community banks 

with their mobile banking needs,” he says. 

Community banks, meanwhile, continue to work to 

find a niche in this rapidly changing world. A group 

http://bankingstrategies.com
https://www.bai.org/research/bai-banking-outlook/digital-acceleration-in-banking/
https://www.linkedin.com/in/dawnwotapka/
https://www.neach.org/Solutions/Trends-Research/january-2022-innovating-payments-executive-summary-chuck-new-open-payments-network-launches
https://www.westmonroe.com/perspectives/resource/banking-playbook-strategy-digital-customer-loyalty


The product is 
the experience

hen the COVID-19 pandemic 

spurred a 30% spike in traffic 

from mobile devices, First Foun-

dation Bank decided it was time 

to get serious about that channel.

“In the beginning, mobile was a secondary chan-

nel,” explains Lindsay Lawrence, chief operating 

officer of the $10.2-billion-asset bank based in 

Southern California. “Our first focus was on the 

online banking platform, but it was fascinating to 

watch how human behavior changed. People now 

essentially live on their phones.”

W

The pandemic boosted mobile adoption across generations, but 

banks are betting users will stay for the right touch and feel.

BY EDMUND LAWLER

Recognizing how critical the mobile channel had 

become, First Foundation designed a new mobile 

app to deliver a wealth of benefits—from reduc-

ing branch operating costs to creating an efficient, 

engaging customer experience to win their long-

term loyalty. The app launched in December.

First Foundation’s mobile initiative looks like a 

smart bet as customers grow more comfortable 

with self-service banking. 

According to the BAI Banking Outlook for 2022, 

mobile channel usage is expected to rise in the 

next three years. This would continue a trend in 
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itor their checking and savings accounts and even 

their crypto holdings, Lawrence says.

According to the BAI Banking Outlook for 2022, 

mobile matters, particularly for the younger gen-

erations. When opening a deposit account, 37% of 

Gen Z respondents prefer to do so via mobile, com-

pared with just 12% who prefer to use the branch. 

By contrast, only 12% of baby boomers said they 

preferred to open deposit accounts on mobile; 58% 

said the branch was the way to go.

John Hanley, senior vice president and senior direc-

tor of marketing for Equity Bank, says the surge of 

mobile traffic prompted by the pandemic lockdowns 

in 2020 has receded. “But we have seen sustained 

growth in our mobile and digital banking,” he says.

user-friendly mobile device, then the amount of 

branch walk-in traffic goes down, and the number 

of calls to the call center goes down as well. It ob-

viously helps knock down costs overall.”

She added that First Foundation has no plans to 

scale back its 19-branch network in California or 

its branches in Hawaii and Nevada.

Lawrence says it’s too soon to tell how cus- 

tomers are responding to the new app, which was 

developed by the bank’s fintech partner, MX. But 

one bit of anecdotal feedback is positive. The 

Generation Z and millennial children of First Foun-

dation’s board members like the app’s features and  

strongly recommended the app to their parents.

The app is designed to help customers gain  

deeper insights into their finances, as well as mon-

place since the start of the pandemic: When con-

sumers were asked in 2020 to anticipate their 

channel usage in the next three years, 20% said 

they would use mobile. In the same survey a year 

later, mobile rose to 22%.

In the same surveys, online banking—primarily 

conducted on laptop and desktop computers—

held steady at 23% of the total channel mix, while 

branch banking declined slightly from 20% to 19%. 

Drive-up also fell a bit, to 13% of the total omni-

channel mix.

“The efficiencies that our clientele will gain from 

a strong mobile app are so important,” Lawrence 

says, noting that an effective mobile app also has 

benefits for the bank itself. “If we deliver with a 

The $5 billion-asset community bank based in 

Wichita, Kansas, has 70 branches in Kansas,  

Missouri, Arkansas and Oklahoma. Hanley says the 

bank has struck a healthy balance between branch 

and digital activity.

“One of the great things about mobile banking is 

that it makes access easier for customers anywhere 

in your footprint,” Hanley says. But bankers in the 

branch are still an important part of the equation.

“People continue to want assistance with making 

complex financial decisions like buying a home 

or starting a business,” he says. “They may be 

starting relationships with us via mobile or digital. 

But our customers put a high level of trust in our 

branches in case questions do arise.”

Equity Bank will continue to promote and build 

value for its mobile channel. “We are always trying 

to get more digital and mobile usage across our 

product line,” Hanley says. “We realize that is how 

LINDSAY LAWRENCE 

FIRST FOUNDATION BANK

JOHN HANLEY 

EQUITY BANK

”The efficiencies that our 

clientele will gain from a 

strong mobile app are so 

important. If we deliver 

with a user-friendly 

mobile device, then the 

amount of branch walk-

in traffic goes down, and 

the number of calls to the 

call center goes down as 

well. It obviously helps 

knock down costs overall.”

LINDSAY LAWRENCE 

FIRST FOUNDATION BANK

http://bankingstrategies.com
https://investor.equitybank.com/management/john-hanley
https://www.equitybank.com/
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people interact with their bank, their insurance 

company, their phone company.”

Through Equity’s mobile app, customers can access 

its customer care team via text messaging, email or 

phone. Hanley estimates about 70% of Equity’s cus-

tomers use some form of mobile or online banking.

Tom Martin, CEO of Glance Networks, says the 

“pandemic let the cat out of the bag” when it comes 

to mobile banking. The Wakefield, Massachusetts- 

based company creates digital engagement solu-

tions for the banking industry and others.

“The pandemic has accelerated the mobile trend,” 

Martin says. “You have the shrinkage of modalities 

as the mobile phone increasingly has become the 

single point of interface. The phone is never out 

of the customer’s pocket. You can do messaging 

and provide a level of engagement that exposes 

the customer to other parts of the bank.”

The phone brings the bank to the customer. “That 

makes it more approachable for people who have 

not wanted to bank with a traditional bank,” Martin 

says. “Mobile and digital can be a facilitator.”

He adds that a mobile-savvy bank meets customers 

wherever they are—almost invisibly and without 

friction. “It’s that level of invisibility that will be the 

new battlefield for banks. Product, feature and price 

are no longer the competitive differentiators in 

banking. It’s the experience.”

Learn more at alkami.com

Your catalyst for digital
banking transformation

Retail and business banking

Digital account opening 

and loan origination 

Multi-payment fraud 

prevention

Edmund Lawler is a BAI contributing writer. 

”You have the shrinkage of 

modalities as the mobile 

phone increasingly has 

become the single point 

of interface. The phone is 

never out of the customer’s 

pocket. You can do 

messaging and provide a 

level of engagement that 

exposes the customer to 

other parts of the bank.”

TOM MARTIN 

GLANCE NETWORKS

TOM MARTIN 

GLANCE NETWORKS
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The death of the 

mobile banking app?

T

The evolution of the digital wallet could democratize technology and 

help community and regional banks compete more effectively. 

BY TERRY BADGER

But what if the future of digital banking includes a 

reduced role for the mobile app?

BAI recently spoke to Michael Abbott, who leads 

the global banking practice at Accenture, about his 

prediction of “the death of the mobile banking app” 

and what might take its place in the years ahead.

raditional banking institutions have 

invested heavily in building out 

their digital capabilities to serve  

current and future customers, and at  

the heart of those efforts are their mobile bank- 

ing apps.
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”We’re not going to lose the 

functionality of the mobile 

banking app, but it’s going 

to move. When you look at 

mobile bank app usage, 90% 

of it is simply checking your 

balance. It’s one API. So it’s 

very simple to paint a future 

where I could move 90% 

of the mobile banking app 

usage to any other place.”

MICHAEL ABBOTT 

ACCENTURE

API. So it’s very simple to paint a future where I 

could move 90% of the mobile banking app usage 

to any other place. I could get that information 

anywhere I wanted and probably have a better 

user experience at the end of the day. So the ques-

tion is, “Why is all that locked up in just one place? 

Why can’t it be wherever I want to see it?”

Assuming your prediction is accurate—that 

the banks’ mobile apps are on borrowed time—

how do you see their demise playing out? What 

makes the mobile app so vulnerable to take-

The interview has been edited for length and clarity.

BAI: The death of the mobile banking app—

that’s a pretty bold call, given how committed 

banks clearly are to their apps. In predicting 

their demise, are you sure we’re not straying 

into overstatement?

Michael Abbott: We’re not going to lose the func-

tionality of the mobile banking app, but it’s going 

to move. When you look at mobile bank app usage, 

90% of it is simply checking your balance. It’s one 

down, who or what is going to do it, and what 

kind of timeline are we looking at?

Well, we can already see it today. Take the Apple 

card as an example: The real innovation was not 

the card itself. In fact, the card arguably is just a 

cash-back card—there’s nothing that innovative 

about it. The real innovation with the Apple card is 

that, underlying it, there is no mobile banking app.  

Everything that you need to do with your Apple  

card is integrated into the Apple wallet: your  

balances, your money, your transaction infor-

mation. Not only that, customer service comes 

straight through iMessage, so you can literally text 

back and forth with your banker. And although 

Google has mothballed Plex for now, it’s the same 

concept—except broader. All of this is happening  

now because the platforms are opening up all 

the capabilities to make it happen, and that’s the  

tipping point. 

You mention Apple, you mention Google, and 

Amazon is often in this type of conversation as 

well. We hear about how these deep-pocketed 

tech firms, which have mastered the use of cus-

tomer data and creating customer experiences, 

want a big piece of financial services, too. Is 

this their pathway into banking?

We’ve all been hearing for a decade that technology 

wants to take over banking, that they’re going to 

displace banks and everything they do. I’ve come to 

a completely different conclusion. Fintechs, Google, 

Apple—none of them want to be in the banking en-

vironment because if they were truly bankers, they 

would have the regulations and all the limitations. 

So then you ask yourself: What is so valuable about 

banking to a tech company? It’s about owning the 

front end of the experience. In the U.S., if you could 

combine payments and banking together in one 

MICHAEL ABBOTT 

ACCENTURE

http://bankingstrategies.com
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Terry Badger, CFA, is the managing editor at BAI.

place, you could sit in front of $5 trillion of con-

sumer spending every year. And if you’re sitting in 

front of $5 trillion of U.S. consumer spending, do 

you need to be the bank? I’d argue no.

In the scenario you’re describing here, where 

does that leave banks? And does this also 

mean that things like bank bill pay will be  

dying as well?

Banking is still going to be there. You’re still  

going to have deposits, you’re still going to need 

a place to put your wages. You still need banks to 

lend to consumers, small businesses, corporate 

entities and the like. The difference will be that, 

instead of owning all of the touchpoints around 

their consumers, as banks traditionally have, they 

will be extending banking into other applications. 

So I can imagine a day when I can load my debit 

card into Apple Pay and I can see my balance, my 

transactions and payment history right there. I can 

move money, and bill pay can go in there as well. 

The only difference is instead of using your mobile 

banking app, the functionality is inside your mobile 

wallet or embedded inside some other application.

Data collected on the bank’s mobile app has 

value to the bank for relationship nurturing, 

for marketing and targeting, for new product  

development, and more. How significant would 

it be for banks to lose the data stream that they 

get now from their mobile app?

In any scenario, banks will still have access to 

most of the information they have today. They 

may not have all the geolocation information 

or other things that bank apps can do, but they 

may not lose that much information. What they’re  

really losing is control over the experience. Banks 

will simply pay others to market to their existing 

customers. They’ll have to think about new tech-

nologies and tools and digital channels to reach 

those individuals via their mobile wallet, which will 

be very different from what they can do today with 

their own app.

A big bank that wanted to be the dominant 

player within a digital wallet has the resources  

to try to make that happen. But what about  

the smaller institutions out there—what should 

they be thinking about to be more effect- 

ive competitors?

In many ways, this could democratize access to 

mobile banking. If it’s just a few APIs, a smaller 

bank could say, “Hey, just load your card into your 

Apple or Google Pay and you’ll have full banking 

functionality that would be incredibly simple.” It 

would allow small community banks and regional 

banks to compete without having to put an enor-

mous amount of capital on the table. We are seeing 

a democratization of technology that I believe will 

enable many of the small banks today to compete 

on a digital stage.

”(A digital wallet) would 

allow small community 

banks and regional banks to 

compete without having to 

put an enormous amount of 

capital on the table. We are 

seeing a democratization 

of technology that I 

believe will enable many 

of the small banks today to 

compete on a digital stage.”

MICHAEL ABBOTT 

ACCENTURE

http://bankingstrategies.com
https://www.linkedin.com/in/terry-badger-cfa-666a7b8/
https://www.bai.org/banking-strategies/


uy now, pay later has grown rapidly 

in popularity. Between the beginning 

of 2019 and the first quarter of 2021, 

global spending on this credit product 

rose more than 300%, significantly 

outpacing the growth rate in credit card spend. By 

2025, the global BNPL industry is expected to grow 

to 10 to 15 times its current size and account for as 

much as $1 trillion in gross merchandise volume.

BNPL enables customers to set up payment plans 

for amounts ranging from $10 to $1,000. Pay-

ments can be scheduled over a few weeks or a few 

months, and they often carry no interest. This con-

venient payment solution, which emerged nearly a 

decade ago, exploded during the pandemic, when 

economic uncertainty led shoppers to feel more 

comfortable paying in smaller installments.

BNPL is especially appealing to younger demo-

graphics. The percentage of Gen Zers in the U.S. 

Banks that don’t embrace the growing BNPL trend risk missing 

out on significant opportunities to generate revenue.

BY VIVEK DWIVEDI

Buy now, pay later 
is here to stay

using BNPL grew sixfold to 36% between 2019 and 

2021, while use by millennials more than doubled 

to 41%. And customers attracted to this deferred 

payment option span the credit-score contin-

uum—approximately 65% of total receivables 

originated by point-of-sale lenders are with con-

sumers whose credit scores are higher than 700.

Shopping-cart abandonment results in billions of 

dollars in lost sales annually. A seamless BNPL 

experience can reduce cart abandonment by 35% 

and increase average sales by 45%, according to 

Mastercard. BNPL providers promote merchants 

on their channels as well, further strengthening 

their partnership. 

NEXT-GENERATION CHALLENGES 

AND OPPORTUNITIES

Traditional banks are threatened by the growth in 

BNPL because it eats into credit-card share, and 

this is expected to continue. McKinsey & Company 

B

Shopping-cart 

abandonment results in 

billions of dollars in lost 

sales annually. A seamless 

BNPL experience can 

reduce cart abandonment 

by 35% and increase average 

sales by 45%, according to 

Mastercard. BNPL providers 

promote merchants on 

their channels as well, 

further strengthening 

their partnership.
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https://afterpay-corporate.yourcreative.com.au/wp-content/uploads/2021/08/Afterpay-FY21-Results-Presentation.pdf
https://www.cbinsights.com/research/report/buy-now-pay-later-outlook/
https://www.forbes.com/sites/ronshevlin/2021/09/07/buy-now-pay-later-the-new-payments-trend-generating-100-billion-in-sales/?sh=3731d14d2ffe
https://www.mckinsey.com/industries/financial-services/our-insights/buy-now-pay-later-five-business-models-to-compete
https://www.mastercard.com/news/press/2021/september/mastercard-reinvents-installments-to-give-consumers-more-payment-choices-wherever-they-shop
https://www.mastercard.com/news/press/2021/september/mastercard-reinvents-installments-to-give-consumers-more-payment-choices-wherever-they-shop
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For banks and credit 

unions that want to attract 

younger customers, BNPL 

could add to the appeal. But 

financial institutions taking 

this route need to come 

across as modern allies that 

introduce seamless and 

frictionless experiences into 

their customers’ lifestyles 

and create better merchant 

partnership ecosystems. 

reported in July 2021 that BNPL had taken away  

$8 billion to $10 billion in annual revenues from 

banks. By one estimate, the payment meth-

od could account for more than 4% of North  

America’s e-commerce payment market by 2024. 

This service tends to target a younger customer  

base that banks usually struggle to relate to. 

While traditional payment institutions, such as 

PayPal, Mastercard and Visa, have entered the 

relaxed payment market, the market is dominated 

by fintechs. Together, the top three fintechs— 

Afterpay, Klarna and Affirm—have about 75% of 

the BNPL market share in the United States. Using 

their BNPL clout as an entry point, these digital  

natives are cross-selling other banking products 

to customers.

For banks and credit unions that want to attract 

younger customers, BNPL could add to the appeal. 

But financial institutions taking this route need 

to come across as modern allies that introduce 

seamless and frictionless experiences into their 

customers’ lifestyles and create better merchant 

partnership ecosystems. Gen Zers want to associate  

with brands that appeal to them and make it easier 

for them to make transactions. This requires banks 

to brand themselves more effectively and invisibly 

embed themselves into buyer journeys. 

Enabling BNPL on cards is perhaps the quickest 

and easiest way for banks to benefit from this 

trend. Unlike fintech BNPL providers, banks don’t 

require a third party to finance the BNPL on card 

transaction, eliminating the need to share revenue. 

And as most customers are already within the ap-

proved credit limits of their cards, separate credit 

checks and underwriting are not required. 

For customers, multiple BNPL requests can be 

made available on a single card statement, making 

it easy for them to track such transactions.

Some fintechs have realized that, to compete in 

this crowded space, they can help established 

banks launch BNPL propositions. Companies 

such as Amount and Skeps, a point-of-sale loan 

origination platform, are white-labeling their 

BNPL offerings. Amount partnered with Barclays 

US Consumer Bank to enable the bank to launch 

its BNPL offering, while First National Bank of 

Omaha, a regional bank, partnered with Skeps 

to provide customers with a variety of BNPL  

financing options.

Before starting on the BNPL journey, banks must 

identify their target customer segments and  

determine what BNPL means to them. Banks can 

engage with their customers and embed them-

selves at points prior to purchase, at purchase or 

http://bankingstrategies.com
https://www.mckinsey.com/industries/financial-services/our-insights/buy-now-pay-later-five-business-models-to-compete
https://offers.worldpayglobal.com/rs/850-JOA-856/images/1297411 GPR DIGITAL ENGLISH SINGLES RGB FNL11.pdf
https://www.cnbc.com/2021/11/26/klarna-losses-quadruple-amid-huge-demand-for-buy-now-pay-later.html
https://www.prnewswire.com/news-releases/barclays-us-consumer-bank-expands-point-of-sale-financing-suite-to-include-installment-options-powered-by-amount-301277216.html
https://www.prnewswire.com/news-releases/barclays-us-consumer-bank-expands-point-of-sale-financing-suite-to-include-installment-options-powered-by-amount-301277216.html
https://www.businesswire.com/news/home/20210921005101/en/First-National-Bank-of-Omaha-Launches-%E2%80%98Buy-Now-Pay-Later%E2%80%99-Solution-Enabling-Partners-to-Offer-Flexible-Financing-Options-at-the-Point-of-Sale
https://www.businesswire.com/news/home/20210921005101/en/First-National-Bank-of-Omaha-Launches-%E2%80%98Buy-Now-Pay-Later%E2%80%99-Solution-Enabling-Partners-to-Offer-Flexible-Financing-Options-at-the-Point-of-Sale
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after purchase. A clear understanding of their own 

strengths, focus areas and unique value proposi-

tion can help banks identify the experiences they 

would like to create.

RISKS INHERENT WITH BNPL

Still, banks need to view BNPL with a level of 

caution. So far, BNPL is not tracked by any credit- 

scoring company, and there is a lot of concern that 

customers may use it inappropriately.

Customers new to unsecured credit often use mul-

tiple platforms to take on small short-term loans 

that could add up to a large sum. By managing 

their BNPL finances precariously, overindebted 

customers could create credit losses for banks. 

Banks need to think broadly about educating their 

customers on the perils of BNPL and the benefits 

of building and maintaining good credit.

But doing nothing is not an option. BNPL’s rapid 

growth makes it both a threat and an opportunity 

to banks. Whether banks see themselves as BNPL 

providers, facilitators or trusted advisers, they 

need to engage in the market or risk missing out 

on what could be the biggest shift in consumer 

finance of the decade.

Banking Boomers  
to Zoomers:  
Buy Now Pay Later
Buy now pay later (BNPL),  

a form of point-of-sale lending, 

has rapidly grown in popularity. 

Since the beginning of 2019, 

global spending on this credit 

product has risen 300%, 

significantly outpacing the growth 
rate in credit card spend. As 

per estimates, the global BNPL 

industry is expected to grow 

to one trillion dollars in gross 

merchandise volume by 2025.

View More

Vivek Dwivedi is head of payments practice at Infosys.

https://www.infosys.com/industries/financial-services/industry-offerings/cards-payments.html
https://www.linkedin.com/in/connect-with-vivek/


Driving loyalty  

with a robust mobile 

banking app

he COVID-19 pandemic has driven 

consumers and businesses to online 

channels for virtually every activity, 

and banking is no exception. Begin-

ning in early 2020, closed branches, 

concerns about using cash and the desire to min-

imize contact with other people led to a surge in 

digital banking transactions—and financial insti-

tutions without robust online and mobile banking 

solutions quickly learned the importance of digital 

banking technology. 

T

To develop a winning strategy to engage and delight 

customers, start by answering these four questions.

BY CHRIS COX 

Banks and credit unions now understand that a  

robust mobile app is an imperative for attracting 

and retaining users. A flexible, feature-rich solution 

—one that can be tailored to meet the unique 

needs of a financial institution’s target commu-

nity—is essential to drive loyalty and increase 

engagement in today’s competitive environment. 

With so many technology options available, ini-

tiating a plan to evolve your digital-banking 

platform may feel daunting. The key to achieving  
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use APIs to connect users with in-demand, best-

of-breed capabilities while preserving a seamless 

user experience—and can do so cost-effectively. 

Top banks continue to pour money into innova-

tive technology. In early 2022, JPMorgan Chase 

announced it had increased its annual technology 

budget to $12 billion, 26% more than it spent in 

2020. Although large institutions have the resourc-

es to innovate in-house, this type of spending is 

just a pipe dream for most. Top banks are also in-

vesting in technologies that aren’t yet on the radar 

of many institutions, according to Cornerstone 

Advisors. In the absence of large budgets, smaller 

institutions should consider seeking out partners.

When evaluating digital-banking providers, de-

termine their in-house innovation and the range 

of fintech partner integrations available to  

solutions, such as credit-score tools, financial ed-

ucation and other value-added features. While 

younger users have traditionally been most likely 

to use banking apps, the pandemic has led to an 

uptick in mobile use in every generation. 

Given the rapidly evolving nature of the fintech 

ecosystem, we may not yet understand tomorrow’s 

in-demand capabilities. Consider your technology 

provider’s flexibility and its ability to support new 

capabilities as they emerge.

How can I navigate the complexity of today’s 

fintech ecosystem?

Thousands of fintechs are available to solve 

your niche business needs. Depending on your  

resources, you may need a partner to illuminate 

the best options and provide expertise. The stron-

gest providers continuously monitor industry 

innovation on your behalf so you can focus on  

your core business. 

an optimal outcome is to understand your account 

holders’ needs. 

Here are four questions to consider as you develop  

your strategy. 

How flexible is my app in meeting chang- 

ing needs?

As you think about updating your banking app, 

examine your baseline solution and understand 

its ability to support change. Ensuring that the  

underlying technology is flexible enough to add 

new features quickly is critical in today’s rapidly 

evolving environment. 

For example, as the pandemic took hold, finan-

cial institutions needed to transition to digital 

loan origination when bank branches closed and  

employees were forced to work remotely. Banks 

and credit unions lacking the flexibility to im-

plement this capability were at a significant 

competitive disadvantage. 

Demographics are also driving change. Younger 

customers are particularly likely to choose a finan-

cial institution based on the availability of specific 

As you approach any technology evolution, a 

strong understanding of your users’ preferences 

and pain points should serve as a foundation for all 

your decisions. Never let the underlying technol-

ogy distract you from getting to know your users 

and their challenges. 

Don’t select a vendor simply because it can provide 

features based on the latest trends. While these 

capabilities may be important, it’s more critical to 

choose a partner that continuously evaluates the 

fintech ecosystem and that can match specific 

technology solutions with your users’ needs. 

Do I prefer an out-of-the-box solution or one 

that is customized?

Some of today’s full-featured, out-of-the-box digi-

tal banking apps provide financial institutions with 

significant choice and flexibility. Institutions can 

Don’t select a vendor 

simply because it can 

provide features based on 

the latest trends. While 

these capabilities may be 

important, it’s more critical 

to choose a partner that 

continuously evaluates 

the fintech ecosystem and 

that can match specific 

technology solutions 

with your users’ needs. 

http://bankingstrategies.com
https://www.forbes.com/sites/ronshevlin/2022/01/18/jpmorgan-chase-to-spend-12-billion-on-technologyand-why-other-banks-cant-keep-up/?sh=61deaeca4677
https://www.forbes.com/sites/ronshevlin/2022/01/18/jpmorgan-chase-to-spend-12-billion-on-technologyand-why-other-banks-cant-keep-up/?sh=61deaeca4677
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support the features your users demand. In 

addition, find out whether they can support inte-

grations with specific partners you’ve identified. 

Be sure potential partners articulate how easily 

new integrations can be created based on the  

underlying technology. 

Alternatively, if your financial institution has its 

own development resources, you may want to cre-

ate your own unique experience. A digital-banking 

partner offering a developer portal with embedded 

components, software development kits and APIs 

may provide the ultimate flexibility in creating a 

bespoke experience for your users.

What support tools are available when custom-

ers use my app? 

Today’s digital-banking users demand instant 

gratification when questions arise, including 24/7 

options that are more personalized than a support 

email or phone number. Along with an intuitive 

experience, robust support options can be a key 

differentiator in driving loyalty. 

Innovative, cost-effective options include fully 

integrated digital support platforms that offer a 

range of real-time tools, such as live chat, video, 

voice and screen-sharing. Artificial intelligence 

options are also available to enable you to 

deliver enhanced support capabilities while mini-

mizing the need to expand support staff to cover  

after-hours demand.

Today’s digital environment has demonstrated 

the importance of offering a robust mobile app 

to complement in-person banking services—and 

enhancing your app doesn’t need to be difficult. A 

tailored solution based on the features your users 

demand will help differentiate your brand. By mak-

ing investments in the right resources to help you 

navigate the digital-banking marketplace, you can 

reap the rewards of improved customer satisfac-

tion and increased user loyalty.

Attract and retain users by modernizing your digital experience and delivering 
online and mobile solutions that exceed user expectations. The Apiture Digital 

Banking Platform connects you with the features you need to stand out against 
your competition. 

 

At Apiture, we’ve reimagined digital banking. Learn more about our award-
winning solutions at apiture.com. 

Deliver a Digital Banking 
Experience That Stands Out

 Integrations with 200+ fintech partners and 40+ cores for 
choice and flexibility balanced with speed to market

 #1 user-rated mobile app in the industry

 Unified solutions for consumers and business for a truly 
seamless experience

 True partner with a client-driven development approach

Chris Cox is chief operating officer at Apiture.

Today’s digital-banking 

users demand instant 

gratification when 

questions arise, including 

24/7 options that are more 

personalized than a support 

email or phone number. 

http://apiture.com
https://www.linkedin.com/in/christopher-cox-7a71b9/


Personalized, 
mobile-first 
banking at scale 

removed from the financial lives of their core bank-

ing customers as emerging nonbank competitors 

begin to offer core banking services, including 

checking and savings accounts, digital wallets, 

payments and a broad range of lending products. 

Banks of all sizes are under increasing pressure to 

stay relevant under these new standards. 

WHAT MAKES INNOVATION SO HARD? 

For most financial organizations, bringing a new 

digital product or service to market can take 

many months, which in today’s fast-moving 

world means the risk of losing customers to more  

agile competitors. 

As banks around the globe face 

increasing pressure to deliver per-

sonalized products and services 

at scale, the race is on to attract 

and retain customers through dig-

ital channels. In addition, the consumerization of 

mobile technology has heightened customers’ ex-

pectations for how they engage with the brands 

and financial institutions they care about. And 

with the dramatic decline of in-person financial 

transactions caused by the COVID-19 pandemic, 

those expectations have increased exponentially.

With this shift, embedded finance and “super apps”  

are having a big moment. Banks are increasingly 

A digital, customer-centric approach provides a path for 

banks to reinvent themselves as true innovators.

BY MIKE HUGHES

A
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When we understand these challenges, we can see 

the path forward. Banks need to connect their sys-

tems to create an integrated, 360-degree customer 

view. They need to enrich that customer view with 

data from relevant third-party platforms and con-

tinue to add more data sources over time without 

constraints on the amount or types of data. 

In addition, they should analyze their markets and 

identify which underserved customers and market 

segments they want to target. They should be 

able to quickly define new products and services  

tailored to the exact needs of their customers. 

The next step is to make these products and ser-

vices available to customers by defining and rolling 

out new digital journeys across different channels 

and touch points, including mobile and chat. 

Banks either need new core business capabilities 

to efficiently service and book these products and 

services—and this number could become large as 

they drive toward more personalized offerings—or 

Our conversations with financial leaders have re-

vealed some common barriers facing institutions 

as they work to become more customer-centric 

and mobile-first: 

» Many bankers don’t have the data they 

need to understand their customers fully, 

and they lack the accurate, 360-degree 

customer view needed to have an impact 

on their customers’ financial lives.

» Some bankers have a 360-degree customer 

view and can pinpoint their customers’ 

needs, but their mobile channels aren’t 

mature enough to allow them to engage 

with their customers at the right time.

» Other bankers understand precisely what 

it takes to drive innovation, but they have 

time and resource constraints and lack 

the expertise to design, build, deploy 

and optimize these digital journeys. 

» Servicing and booking products 

requires ongoing and complex 

integrations into existing systems.

they need to connect these services and products 

to existing legacy products. In both cases, opera-

tional efficiency is critical. 

Finally, banks need to measure the impact of prod-

ucts and services and feed that data back into 

existing systems so they can continue to refine 

their offerings and create even more personalized 

products and services. 

WHAT APPROACHES ARE BANKS TAKING? 

Banks often settle for turnkey, out-of-the-box 

solutions, but that approach can be risky and ex-

pensive. While these configurations give banks 

parity with their competitors, they offer limited 

customization. They cannot drive true differen-

tiation or the personalization banks need to win  

in their local markets, because each bank’s  

solution is identical. 

Banks need to connect 

their systems to create an 

integrated, 360-degree 

customer view. They need to 

enrich that customer view 

with data from relevant 

third-party platforms and 

continue to add more data 

sources over time without 

constraints on the amount 

or types of data. 

http://bankingstrategies.com
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example, banks could start with one product and 

gradually scale across their entire portfolio— 

including legacy platforms—to add new function-

ality without disrupting their core business.

By advancing innovative digital products and ser-

vices from concept to market, across channels and 

at the speed the market demands, banks can scale 

and innovate using an open API architecture that 

enables them to offer new embedded finance solu-

tions such as buy now, pay later and mobile. This is 

an approach that provides a viable way for banks 

to reinvent themselves as true innovators. 

Another option is to build a custom solution— 

typically a slow and very expensive route. But 

speed and cost are not the only issues with home-

grown options; these systems also run the risk of 

quickly becoming outdated, as legacy solutions of 

the past prove more and more difficult to change 

over time. A custom approach requires either an 

internal team with a wide variety of difficult-to-find 

technical skills or an expensive solution partner. 

As a result, building a custom solution is not a via-

ble option for many smaller organizations.

A third option is for financial institutions to use 

no-code and low-code tools to create a personal-

ized solution for their unique business needs. This 

can be a viable option for banks and credit unions 

that want to deploy scalable solutions today, while  

offering a flexible framework that can evolve 

to meet the needs of customers tomorrow. For  

Getting started
Open Banking for everyone, 

everywhere, anytime. 

Go

We’re building the future 

of financial technology.

We are driving a paradigm shift in how banks, 

financial services and insurance companies 

engage with their customers. Our dedicated 

industry platforms, pre-built functionality and 

low-code framework empower organizations to 

create truly personalized customer journeys in 

weeks, not months.

Learn more at fintechos.com

Banking 
transformation, 
on your terms.

Mike Hughes is vice president of product  

marketing at FintechOS.

A third option is for 

financial institutions to use 

no-code and low-code tools 

to create a personalized 

solution for their unique 

business needs. This can 

be a viable option for banks 

and credit unions that want 

to deploy scalable solutions 

today, while offering a 

flexible framework that can 

evolve to meet the needs of 

customers tomorrow. 

https://bit.ly/3sBFVod
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