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Across industries , much has been 

written about consumers' heightened 

expectations for their service providers. 

Today's financial consumer expects 

flexibility, seamless technology and 

exceptional experiences. 

As the global economy transitions from height-of-the­

crisis conservativism to the cautious optimism of a 

post-pandemic society, digital transformation remains 

a hot topic in the financial services space. Venture­

capital-backed funding for fintech steadily increased 

quarter over quarter throughout 2020 (from $1.86 

billion in the first quarter of 2019 to $2.55 billion in 

the fourth quarter of 2020). Similarly, investments 

in insurance technology in the second half of 2020 

increased 64% over the first six months of that year. 

r-; meet (or, ideally, exceed)
customer expectations, digital 
experiences in financial services 
should be accessible, intuitive, 
simple to navigate, personalized, 
predictive, consistent across 
channels and secure. 

80% of consumers 
believe their experience with a business is as 

important as the quality of its products and services 

Source: Salesforce 

These well-funded, disruptive entrants to the market 

(e.g., Mozper, Gimi, Lunar, Hippo, Lemonade, Next 

Insurance, etc.) continue to up the ante on their 

digital offerings, making it more and more difficult 

for incumbent institutions to keep up. Today, services 

and products once deemed futuristic are table stakes 

for financial services businesses looking to carve out 

their share of an increasingly savvy market (through 

the lens of products, offerings and technologies). 

The rise of on line-only banks or neobanks (e.g., SoFi, 

Ally, Chime, Vara Bank, Marcus by Goldman Sachs, 

etc.) also spotlights consumers' increasing preference 

for digital interactions. This trend has been driven 

primarily by millennials' digital nativity along with 

their ongoing frustration with legacy financial services 

providers deemed "out of touch." Generation Z, too, 

is poised to continue this trend with perhaps even 

more stringent demand of their financial institutions. 

Incumbents, in some cases, are managing to get in 

on the craze (e.g., Marcus by Goldman Sachs), but 

others, lagging in their digital transformations, are 

struggling to find a foothold in this new environment. 

To meet (or, ideally, exceed) customer expectations, 

digital experiences in financial services should be 

accessible, intuitive, simple to navigate, personalized, 

predictive, consistent across channels and secure. 








