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Pace of Change/Convergence  

Radio 

38 Years 

TV 

13 Years 
Cable 

10 Years 

Digital Camera 

8 Years Internet 

4 Years Smart Phone 

2 Years 

wŜŀŎƘƛƴƎ рл Ƴƛƭƭƛƻƴ ǳǎŜǊǎΧ 

FaceBook 

Last 6 Months 
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Challenges of Convergence  

1. Usability 

2. Security 

3. Saturation 
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Our 100,000 Words a Dayé 

ñData Overload: Americans in the Digital Ageò 

by Bill Morris; www.sphere.com; 12/16/2009 
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Too Many Choices  
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How much 

is simplicity 

worth?  
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U.S. consumers 

will pay a 4% 

premium for 

simplicity.  
  

--Siegel+Gale  
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1 in 4 Gen Y Donõt Manage Their Money 

Methods of Managing Their Money (Gen Y vs. All Consumers, 2009 vs. 2010) 
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Q6: Do you, yourself, currently use any of the following to budget or 
manage your finances? (select all that apply) I do not budget my finances.

August2010, 2009, n= 1,995, 521, 2,019, 461
Base: All consumers, all Gen Y consumers.
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Online Trends  
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U.S. Online Banking Trends  

ÅDurbin changes economics and business case 

ÅMerchant-funded statement rewards help replace 

lost revenue 

ÅPrepaid a fee-income alternative/supplement to 

debit interchange 

ÅSmall business online banking is neither retail nor 

corporate; SMBs grossly underserved 

ÅUS mobile banking adoption continues to grow 

June 27, 2011 12 
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U.S. Online Banking Trends, contõd 

ÅMobile RDC is hottest bank tech of 2011 

ÅMobile payments set to explode 

ÅImage ATMs and Mobile RDC accelerate decline 

in branch visits 

ÅNew focus on customer analytics/profitability 

June 27, 2011 13 
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Online Banking is a Consumer Necessity  
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Å Consumersô Four Most Common Transactions in Past 12 Months (2005ï2010) 
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88%

61%
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Visited a branch to 
deposit/withdraw cash
Logged into online banking

Used an ATM to deposit/withdraw 
cash
Visited a branch for reason other 
than deposit/withdraw cash

Q12: Please indicate the last time you conducted each of the following at 

your primary bank or credit union.  Q6: Please indicate the last time you 
conducted each of the following financial activities with your primary bank: 
Inthe past 12 months only, other options available.

March 2010, 2009, 2008, 2007, 2006, 2005,
n=4,979, 2,641, 2,256, 2,699

Base: All consumers with financial products.
© 2010 Javelin Strategy & Research
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Forecasts for Online Banking & BillPay  
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Online Banking

Bank bill pay

Viewed bills at biller's website

Biller direct online bill pay

Bank bill viewing

Actual Forecast
© 2010 Javelin Strategy & Research
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Click to edit Master title style  

 

Consumers Prefer Bank vs  Biller Direct for 10 Bills  

 
Where Consumers Typically Pay Bills (FIs vs. Billers) 

16 



Click to edit Master title style  

Regional Banks Lag in OLB and BillPay  

/ƻƴǎǳƳŜǊǎΩ hƴƭƛƴŜ .ŀƴƪƛƴƎ ƻǊ .ƛƭƭ tŀȅ ¢ǊŀƴǎŀŎǘƛƻƴ ƛƴ tŀǎǘ aƻƴǘƘ όōȅ {ƛȊŜ ƻŦ CLύ 

17 

49%

53%

47%

39%

71%

51%

57%

46%

37%

74%

48%

52%

38%

30%

65%

49%

54%

48%

40%

70%

48%

53%

53%

45%

73%

0% 20% 40% 60% 80%

Paid a bill online at a biller's website

Viewed a bill at a biller's website

Paid a bill online through your primary 
bank's website or bill pay service

Viewed bills at your primary bank's 
website

Logged into the website for online 
banking

Giant National Bank Large Regional Bank Regional or Community Bank

Other Credit Union All banked consumers

March 2010, n= 4,955, 741, 1,215,1,080, 1,920
Base: All banked consumers.

© 2010 Javelin Strategy&Research

Q12: Please indicate the last time you conducted each of the 
following at your primary bank Q27: Please indicate the last time you 
conducted each of the following bill payment activities: In the past 

30 days only,other options available.



Click to edit Master title style  

How to Meet Shifting Expectations?  

/ƻƴǎǳƳŜǊǎΩ ¢ƻǇ ¢ƘǊŜŜ wŜŀǎƻƴǎ ŦƻǊ bƻǘ .ŀƴƪƛƴƎ hƴƭƛƴŜ όōȅ CL {ƛȊŜύ  
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0% 10% 20% 30% 40% 50% 60% 70%

I do not find online banking 
valuable

I fear that my account 
information will be viewed by an 

unauthorized party

I prefer dealing with people

Percnent of Consumers

Giant National Bank

Large Regional Bank

Regional or Community Bank

Other Credit Union

All banked consumers

Q13: You indicated that you do not currently access your 
accounts online with yourbank. Which of the following 
describes why you do not currently bank online with your 
bank? Top three options only,other options apply.

March 2010, n=1,090, 154, 349, 237, 350
Base: All banked consumers who do not 

bank online.
© 2010 Javelin Strategy&Research



Click to edit Master title style  

OFM Can Change Thinking About Money  

Online Banking Currently Focuses on Accounts, Tucks Away OFM in a Tab   

19 

Todayôs online 

banking 

compartmentalizes 

how consumers 

think about money. 
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Click to edit Master title style  

Rewire Brain to See Whole Picture  

tǊƛƳŀǊȅ hCa DƻŀƭΥ /ƻƳōƛƴŜ Ψ±ƛŜǿΩ ŀƴŘ Ψ5ƻΩ 

20 

Bringing OFM out 

of a tab will give 

customers 

unprecedented 

control -- and 

confidence.  
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Click to edit Master title style  

ôOn Behalf ofõ vs. Empower Customer 

FIs are Just Beginning to Tap the Value of Data 
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Goal: 50% CSR Contacts Handled Online  

22 

34%

38% 24%

4%

20%

25% 51%

4%

Q14: When you transact at your primary bank, what is your most 
preferred method for performing each of the following activities? 
Please select one option per row. Outer ring is hypotheticalscenario

Through online
bankingBy phoning the 

call center

Physical branch
Other

March 2010, n=3,731
Base: Allconsumers who have online 

banked in the past 90 days.

© 2010 Javelin Strategy & Research

Actual

Goal
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70% of 

transactions 

happens outside 

the branch  
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Transaction Costs by Channel  

Fiserv White Paper: ñHow to Achieve a Compelling ROI  

from Mobile Financial Servicesò ; www.checkfree.com 
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FI Delivery Channel Growth  

25 
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Mobile Trends  
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Mobile phones 

will be most 

common device 

used for browsing 

the web by 2013!  

http://www.engadget.com/2010/01/15/gartner-forecasts-phones-overtaking-pcs- 

as-most-common-web-brows?icid=sphere_blogsmith_inpage_engadget 
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Smartphone Marketshare  

28 

www.marketcharts.com 
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