
To 2020 and beyond

GOING GLOBAL...
FINTECH TAKES ON  

THE WORLD



Global Experts in
Payments Consulting

FR ANKFURT • UAE • LONDON • PARIS • SAN FR ANCISCO • SYDNE Y

Edgar, Dunn & Company (EDC) is an independent global financial services and payments consultancy.  
Founded in1978, the firm is widely regarded as a trusted advisor to its clients, providing a full range 
of strategy consulting services, expertise and market insights.

From offices in Frankfurt, Istanbul, London, Paris, San Francisco and Sydney, EDC delivers actionable 
strategies, measurable resultes and a unique global perspective for clients in more than 45 countries 
on six continents.

For more information contact

Samee Zafar

Director, Edgar, Dunn & Company

samee.zafar@edgardunn.com

Max Shinerock

Manager, Edgar, Dunn & Company

max.shinerock@edgardunn.com



Going Global  |  World Fintech Report 2020

3

Contents

Executive summary 5

2 Fintech and the future   6

3 Fintech strategy  8

4 Payments   12

5 Global remittances   18

6 InsurTech   23

7	 Personal	financial	management			 26

8 Banking & lending   29

9 Blockchain   34

10	 Regulating	fintech			 38

List of interviewees 42

Edgar, Dunn & Company (EDC) was assisted by 
MagnaCarta in the preparation of this report. 



“We’re going to see convergence between wholesale 

and retail services in some subsectors such as money 

transfers – people don’t want to use one processor for 

domestic transactions and another for international 

work. Look at WeChat in China – that’s the model.”

Mike Massaro, CEO, Flywire (USA)

“Partnership is essential. We’ve noticed that the 

last	year	or	so	has	been	the	first	time	in	history	that	

big organisations like banks and card networks 

are actively going out and seeking partnerships 

with	fintechs.	Partnerships	also	help	when	

companies large and small are seeking to align 

their products with third party standards.”

Thomas Rex, SVP, Fingerprints (Sweden)

“For	us,	it’s	all	about	finding	opportunities	to	

bridge the inequalities that exist, especially in 

emerging	markets.	How	can	fintech	enable	financial	

inclusion	at	scale	and	provide	financial	inclusion	

for those at the bottom of the pyramid?”

“Without question, the future is going to be all 

about data, data breaches and data security. 

Amazon Web Services offer global, secure data 

storage and handling infrastructure. How can we 

offer data driven services which are secure?”

Mehul Desai, Group Chief Technology Officer,  
Finablr (USA)

“An important component of our growth is MGM 

(members get members). 80% of growth remains 

organic, mainly through referrals, as each customer 

leads	to	3-4	new	leads	within	their	first	few	

weeks. We don’t give any incentives, but people 

normally have a good experience with us and 

tend to refer the credit card to their friends.”

Cristina Junqueira, Founder, Nubank (Brazil)

“As a recent article put it, “Consumer patience is 

at an all-time low.” The Amazon/Apple Pay credit 

card	is	a	great	example	of	a	financial	product	

engineered around what people want to do. It’s 

the opposite of, “we have this cool technology, 

now let’s make people want it” – they saw a gap 

in the market and went after it. I think we’re 

going to see more innovations like this.”

Valli Ardalan, Chief Operating Officer,  
Earthport (UK)

“Tech giants like Apple and Amazon are going 

to	be	huge	in	financial	services	–	they	have	the	

money and the will to “move mountains overnight 

when they make a decision.” Payments will be 

more associated with acquiring the goods than 

complicated shopping exits – at which point 

Amazon and Apple will become more and more 

important. But to make this work, they are going 

to need to be more open to partnerships.”

Thomas Jul, Group Executive Vice 
President, NETS (Denmark)
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Executive summary

What’s your vision, 2020? 

It’s finally here – the end of the future. The year that 

inspired plans for the future of just about everything 

– from the development of national economies to the 

future of European golf, the eradication of global poverty, 

blindness – even the development of an obscure Danish 

port – 2020 has arrived (Vision 2020, Port of Hirshals).

Given the ambitions of some of the ‘Vision 2020’ 

roadmaps, its arrival might not be greeted with 

quite the excitement expected a decade (or two) 

ago when the plans were first drawn up. 

While the global financial services industry might not 

have written its own Vision 2020 (it didn’t need to – at 

the turn of the millennium, Western finance was at 

the height of its power), the dawn of the twentieth 

century’s third decade is no less significant. 

Just over 10 years since the end of the largest financial 

crisis since the Great Depression, banking – an industry 

that until that point had barely changed from its 

medieval origins – is beyond recognition. For good. 

Possibly even, for the better (more on that below).

So, what does the future of finance in the techno-age 

look like? Well, perhaps for the first time in history, your 

answer to that question is likely to be less positive if 

you’re a man sitting in one of the financial capitals of the 

advanced nations of the West, than a poor woman in one 

of the emerging nations of Asia, Africa or Latin America. 

Given the scale of opportunities and rates of growth of 

emerging regions, perceptibly it’s no over-exaggeration 

to say that the grip of American or European-

dominated finance is weakening. Perhaps for the 

better, if digital’s power to draw in unprecedented 

numbers of new consumers to include them in the 

formal economy can be leveraged effectively. 

As we enter the 2020s, only time will tell. As digital 

technology continues to re-invent and disrupt 

industries as diverse as finance, music, manufacturing 

or healthcare, our first global glimpse at the re-shaping 

of finance takes stock of some of the successes of 

the first fintech wave from payments to banking, 

wealth management and banking infrastructure – to 

explore what has been learnt so far. And what are the 

steps to succeeding in the age of techno-finance.

For incumbents and new entrants alike, we hope it 

provides some helpful signposts as they continue on 

their own digital journeys and how best to scale for, and 

seize, the opportunities of absolute globalisation that 

the next wave of fintech will unleash in the next decade. 

Samee Zafar, Director

Samee.Zafar@edgardunn.com 

Edgar, Dunn & Company
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Fintech and the future

As	we	approach	the	2020s	in	global	financial	
services, the potential for a less polarised, 
more multipolar, world is within reach.

Take a look at the regions driving growth today 
– in fintech investment, North America and 
European fintechs are already being outstripped 
by counterparts in Asia. Asian fintech investment 
growth was over 6 times higher than growth in US 
investment in 2018, nearly 4 times higher in Latin 
America, and over 9 times higher in Africa (Fintech 
Trends 2019, CB Insights December 2018). 

At the macro level, since 1990, economic growth in 
the US has seen the economy increase by just under 
50 percent – in Nigeria the economy nearly doubled 
in size during the same period, in China the economy 
is now nine times bigger than it was in the nineties. 

When planning how, what and where to launch 
your next fintech it’s worth taking stock of 
how much the world has already changed. 

Within the next three decades half of all babies 
born around the world will be African, accelerating 
growth that has been bubbling away over the last 
two (World Population Prospects 2017, United 

Nations, New York 2017). In the twenty years to 
2019 the number of internet users in Africa grew 
by 108 times, 52 times in the Middle East and by 
18 times in Asia. In comparison the number of 
internet users in Europe and North America grew 
by 6 and 2 (Internet World Stats, March 2019).

If a less polarised world sounds more idealistic than the 
rational opportunism of banking, that’s because the 
integration of technology and finance is about much 
more than the insertion of greater efficiencies into 
financial value chains. It’s also about provoking a cultural 
revolution. On both the buy and sell sides of finance. 

By making the direct cost (where there still is one) 
of transactions transparent, the financial customer 
has a very different appreciation, understanding 
and expectation, of value from their service 
providers. And what the institution or entity does 
with their money when they’ve handed it over. 

Looking at the successes from the first wave of 
techno-finance should give you some idea of 
those who get it (and those who don’t) – and how 
fintech innovation determines success today, as 
well as the role it will play in a post 2020 world.

Data	–	profit	pool	or	
source of purpose? 
Data will dominate 
the terms of 
reference for financial 
services industry 
debate, regulation 
and definition. 

Low impact? – what 
are you for – and 
what	benefit	are	you	
delivering? Employers, 
providers will need 
to be able to answer 
existential questions 
(and demonstrate their 
impact) more directly 
than ever before

No acceptance – 
how will the best 
innovations get 
through in a world 
of winner takes all 
data platforms?

Future perfect - Who 
are you serving? How 
are you preparing as 
demographics shift the 
location, expectations 
and needs of tomorrow’s 
target consumers – and 
how do you lead today’s 
customers into the 
future, not forgetting 
the lessons of the past?

Super-human service 
– what’s the right 
balance of automated 
versus human service? 
And, how do you 
achieve it in a way 
that maintains trust?

1 2 3 4 5
The 5 at 20: Fintech 2020’s big questions
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Accelerating technological change and digital 
availability are two universal forces impacting the 
delivery and access to financial services globally. 
In the next decade they will open unprecedented 
opportunities for companies (not just banks) with 
the right mindset, but how did we get here?

The long, unwinding road

Arguably, the age of fintech dates from the late 
nineteenth century with the laying of the first undersea 
cable linking New York and London, kicking off the 
computerisation of financial transactions , but it’s only 
really in the decade since the global financial crisis and 
the launch of the iPhone that the need for banks and the 
way they operate has been fully called into question. 

Until then, no matter where you were in the 
world, the business of banking was pretty much 
unchanged from its medieval, European origins. 

Today, the combined attrition of regulation (or 
deregulation) and availability of digital technology 
means that the reverse is more often true – the global 
leader in mobile money is based in Nairobi, not New 
York, and the archetype for development of digital 
commerce and payment platforms are China’s Tencent 
and AliPay, not the tech giants of Silicon Valley.

While the ageing populations of Europe and the US, 
and the entrenched legacy of banks in advanced 
economies is likely to mean that fintech advances 
are as, if not more, likely to hail from emerging 
regions than established financial centres. 

Give your audience what they want

There are now anywhere up to 12,000 fintechs (Cutting 
through the noise around financial technology, McKinsey 
& Company, February 2016), perhaps more, around the 

world. And while only a handful survived the first round 
of financial disruption in the dotcom years, it would be 
foolish to think that it will be the same this time round. 

The new commercial logic of digital puts the 
audience, not the product, or the institution, first. 
As such, financial services organisations (new and 
old) are beginning to re-think what this means for 
their businesses, (see Fintech Strategies below). 

Think of Amazon and its progression from bookseller 
(early 2000s) to all-purpose e-tailer (2010s) to cloud and 
web service provider, and beyond, today. The company 
subsidised its audience [reference needed], and then 
kept adding services until it started making money. 

And over the next decade the addressable audience 
will keep growing. 60% of the world’s unbanked 
customers can now be found in just fifteen countries 
(Unravelling the web of inclusion: 5 markers to 
out-perform the informal sector, Mastercard, April 
2019). Improving availability of mobile technology 
in these regions could viably connect an additional 
600 million customers to the formal financial services 
marketplace and bring the world a big step closer 
to ending financial exclusion at the same time. 

There are already plentiful working examples 
of how fintech is improving access to financial 
services at the same time as building commercially 
viable businesses - in Africa (Equity Bank), 
Latin America (Nubank) and emerging Asia 
(WeChatPay and Alibaba), among many others. 

While all rely on mobile as a means of distribution or 
service delivery – individually they’re the result of 
carefully identifying specific local challenges and applying 
technology and an entrepreneurial mindset to solve them. 

In the next decade, the next question asked at every 
industry conference should will not be ‘when will 
Amazon become a bank?’ but rather ‘which bank could 
be the next Amazon?’

Today’s fintech landscape: 
Global opportunities, local solutions

“Amazon will enter – not because they want to 

become a bank – but because they want to update 

the user engagement. Amazon is potentially more 

trouble than any other Tech company in the western 

world	because	it	is	operating	offline	and	online.”

Paolo Sironi, Strategic Advisor, IBM
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How do you build a strategy where the old certainties 
have vanished and the only sure way to survive 
is to accept the fate of continual disruption? 

This might come easy to start-up companies but 
for established, legacy businesses it’s a herculean 
task. Globally fintech companies are deploying 
very different approaches to the problem. 

In the digital age, even the concept of strategy 
is a loaded one. The old certainties of strategy-
implementation-execution sequence have been 
replaced by an approach where fluidity, agility 
and adaptability are essential for success. 

As such, strategising today feels more like gambling 
than the rational allocation of capital to resources. 
Small wonder then that few CEOs at incumbent 
banks have had any big fintech ‘wins’ so far – why 
place big bets when your future and/or your legacy 
will depend so heavily on the outcome? And if the 
future is so unpredictable why bet when today’s 
answers could be completely different tomorrow? 

Should I stay, or should I go for it?

Staying in your comfort zone might therefore sound 
like the sensible choice but hesitation or deferral 
are not viable options. As the pace of change 
accelerates in the coming decade, the scope to adapt 
or keep pace with the marketplace will diminish. 

In a survey of industries affected by digital technology, 
companies with the highest revenue growth 
were those that looked for digital opportunities 
across all elements of their business model, not 
just one or two . The bets they took included new 
operating models as well as innovative products 
and processes across their value chain. 

In the financial services industry recent attention, 
particularly in advanced markets has been much 
narrower, circling around the migration of fintech 
1.0 from service focus – a product strategy defined 
by a monoline, “unbundled” product strategy – to 
the apparent layered, platform or “re-bundled” 
service provision defined by fintech 2.0. 

But the interpretation of this switch from one 
product focus, to multiple services is misleading. 
For companies that are reviewing their strategy, 
the question should not be around deciding which 
model follow. The focus of companies that have made 
the leap to fintech 2.0 is outside their business – by 
understanding who and where their audience is, 
what they need now, and how best to develop their 
service to keep them engaged now and in the future.

“We built a platform that is accessible to most of 

the population, offering a better service that is 

completely customer centric. In addition, there is still 

a market of more than 60 million unbanked people 

in	Brazil	today	that	can	also	benefit	significantly	

from a simple, fully digital banking experience.”

Cristina Junqueira, Co-Founder, Nubank (Brazil)

Fintech strategy:  
Trillion-dollar questions
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Branching out, not building branches

Digital economics’ new rules enable potentially 
limitless atomisation – endowing providers with the 
ability to serve even customers that were once out 
of reach (fig 1, Building blocks of fintech success 
below). This may sound like business school theory, 
but it is the reality of success for many of the fintechs 
that have made it through to the second wave. 

Whether in payments (Klarna (new platform connects 
fintech and 4.300 banks, Banking Technology, March 
2019)), remittances and money transfer (TransferWise 
(partners with Dutch challenger bank Bunq, TechCrunch, 
November 2018)) or retail banking (N26 (plans US 
expansion, Financial Times, January 2019), Nubank 
(launches Debit Card to Reach 120m Clients, Forbes, 
December 2018)) – fintech’s first wave successes 

have defined individually different answers for their 
audiences but their underlying strategy, the design 
of their infrastructure and the importance they give 
to organisational mindset are remarkably similar.

Figure 1: Building	blocks	of	fintech	success

“Our culture is a big reason for our success. We 

are built for speed with autonomous teams in 

each country and each currency operating with 

minimum intervention. Our people own business 

problems at the lowest level of the organisation 

and	individuals	can	directly	influence	our	

products and the treatment of customers.”

Yoni Arbel, Head of Treasury, TransferWise (UK)

“In payments there’s a number of touchpoints 

that cut across the merchant and consumer 

vertical. We come at this from a user perspective 

- what’s the consumer problem you’re solving 

and then we have to make changes.”

Michael Rouse, Chief Commercial Officer,  
Klarna (Sweden)

Source: MagnaCarta Fintech Disruptors 2019

Open APIs

2019

2018

0% 100%

Data analytics Automation/
digitisation

AI mobile
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Winning the culture war

Of the three attributes, organisational culture is 
particularly important. And not only because the rules 
of financial services have changed. Organisations 
without the right mindset will find it very difficult to 
identify and respond to new sources of opportunity. 
And won’t be able to take the risks to seize them. 

Think about the ongoing, global economic trend from 
asset ownership to usage – a shift already spanning 
industries as diverse as transportation, software, 
music and entertainment and, arguably, property 
(WeWork and Airbnb). There’s a financial transaction 
at the centre of these new models already but the 
transaction is the means not the end in itself. 

For lenders with the right digital mindset there are 
also multiple, new opportunities – for financing 
and purchasing equipment, asset tracking 
and maintenance or renovation. But these 
opportunities imply a radically different approach 
to calculating, managing and mitigating risk. 

If they want to play a pivotal role in this new 
world, tomorrow’s fintech enablers (both today’s 
legacy banks and their new entrant peers) need 
to ask themselves a series of difficult questions 
and (re)define their approach accordingly:

 Are we able to adapt to meet the needs of 
tomorrow’s customers? 

 Do we have in place a solutions-based culture? 

 How do we right fit our risk models to be able 
to identify, tackle and meet emerging needs?

Always on (= always learning)

Aside from the digital imperative, for companies that 
are trying to adjust to the digital wave, it explains 
fintech’s commercial logic. In as much as the universal 
or conglomerate model of financial services is a 
thing of history – fintechs will be more flexible to 
bundle solutions or focus on a single service as it fits 
them. Those who favour bundling services believe 
that in an age of rapidly shrinking attention spans, 
if you have an audience shouldn’t you get them to 
stay on your site, not swipe to someone else’s? 

It’s a lot harder than it sounds. With up to 12 thousand 
fintechs globally (and more on the way as venture 
capital pours in) how do you know which to follow, and 
which to ignore? 

Keeping your audience requires a firm understanding 
of what your customers need today, at the same time 
as anticipating how that might change in the future. 
How many people remember that Netflix started 
out as a DVD rental business? Or the last time they 
bought music in a physical format? Building an innate 
ability to adapt to disruption means keeping a close 
watch on opportunities to disrupt your own business, 
not focusing on your competitors’ experiments.

The fintech strategy scorecard
Fintechs are setting themselves apart through 3 core attributes.

1 2 3
Stakeholder 

culture & mindset
Agile 

strategy
Scaleable 

infrastructure

1

2

3

“Managing	the	complexity	of	digital	financial	services	

will become much more challenging. The more we 

build out the new infrastructure, the harder it’s going 

to	be	to	manage.	Resource	allocation	–	can	fintechs	

handle everything they’re supposed to be looking at, 

all at once? Regtech may become more attractive for 

many organisations.”
 
Thomas Jul, Executive Vice President, NETS
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It might sound unsettling but with the right approach 
it can be liberating. After all, if you can thrive without 
the need for a large fixed asset base (retail branch 
banking anyone?) agility and adaptability to changing 
customer currents is a lot easier to come by. 

And as long as “experiments” are managed in a 
controlled way so they don’t infect institutional 
stability they can add brand value not take away 
from it. Remember Google Glass? It might have been 
a commercial flop, but it sealed Google’s perception 
as a company whose vision is fixed firmly on the 
future and committed to making customers’ lives 
easier. In future, business strategy will need to centre 
on making failure a core component of success.

Relevance

Why? The new rule of engagement. Getting 
customers to find you. And stay with you. 

Examples: PayPal, Moneysupermarket.com 
in the first digital wave, iZettle – where your 
(new) customers are, Uber – where payment 
is a means not the end – in the second.

Openness

Why? The commercial logic of fintech. Invaluable 
- as a means of enabling acceptance of new 
innovations, identifying ways to make customers 
stick with you, and building partnerships to 
grow your audience and to breaking the data 
dominance of tech platforms (see below).

Examples: WeChat, AliPay

Automation 

Why? Removing friction, deleting costs, leveraging 
the long tail by putting even the poorest 
customers within reach - while understanding 
the balance between automated and human 
interfaces to build trust with customers. 

Examples: Tradeledger, Tipalti, OakNorth

Data 

Why? Underpinning infrastructure - and the greatest 
challenge for regulators and innovators. There is 
no business without data, and the nature of digital 
economy means data dominance is in the hands 
of potentially monopolistic platform owners. 

Examples: SoFi – student loans company now moving 
towards cradle to grave financial services; Klarna, Revolut. 

Rules of the Road: 
The fintech product scorecard

Figure 2: How	fintechs	can	
help banks meet their goals

Source: MagnaCarta Fintech Disruptors 2019

Engaging in partnerships  
with	fintechs

Expanding existing 
partnerships

Leveraging cloud 
technology

Buying white-labelled  
fintech	products

Acquiring	fintech
companies
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45
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46

73

39

22

54

33

%% 2018 2019
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Successful Fintechs must innovate to solve a pain-point, 
not just disrupt the ecosystem because everyone else is. 

Payment and innovation have a long history. Since the 
launch of the first credit card in 1950, consumers in most 
advanced markets have come to view a payment an 
electronic transaction as much as an exchange of physical 
cash. In the next wave of fintech this will accelerate. 

Payments remain a primary focus for fintech innovators 
everywhere [Figure 3]. Given the way that digital 
businesses often cross paths with payments or 
transactions – to monetise their service or make the 
purchase process easier – this is unlikely to change 
as digital becomes the primary delivery channel. 

Despite the hubris, many payment fintechs have found 
disruption is no guarantee of success and that payment 
acceptance is not equivalent to regular use. Or that 
the dwindling margins in a payment transaction mean 
underestimated pressure on the business model – 
without significant volumes to win economies of scale. 

So, what determines success in payment 
innovation? This section looks at payment 
fintechs that have differentiated themselves 
by focusing on solving specific pain-points.

Payments:
New model payments

Figure 3: Fintech investment areas 2019 2019

AI & automation & digitisation

Open Banking - APIs

Payments

Blockchain & cryptocurrency

Security & Fraud Management

Banking Infrastructure

57%

51%

37%

21%

21%

18%

Source: MagnaCarta Fintech Disruptors
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Consumer pain points

The average customer does not think too much about 
payments or the payments industry. Being able to 
pay for goods and services in a variety of ways is 
something that most people take for granted. 

In advanced markets consumer payments to businesses, 
whether in person at a physical location, or over the 
internet or phone, are considered to be at the heart 
of a well-functioning market. Such is the degree of 
reliability that if something does go wrong, consumers 
can expect to be fully reimbursed by the “Zero Liability” 
guarantees applicable for most card payments. 

Despite the growth in adoption of electronic 
payments, there is still plenty of room for innovation 
to solve remaining customer pain points, and 
plenty of opportunities for new entrants to offer 
a service that is better, faster and cheaper:

• Real payments – but not real time

In some locations, payments between bank 
accounts or ACH (Automated Clearing House) 
payments are the only electronic payments 
accepted. If the customer realises the electricity 
bill is due today, there is no way to settle the 
funds through the ACH channel on the same 
day meaning the payment arrives late.

• A 21st century gloss on a 20th century network

In the United States, the overnight settlement 
feature of the ACH network means until very 
recently there has been no fast way to get 
funds in and out of popular eWallets. Even 
services like PayPal, Venmo, Square Cash, 
Apple Cash do not have their own payment 
infrastructure and have relied on the ACH 
network so sending and receiving funds is slow. 

• Proof of account ownership 

Consumers wishing to pay from a bank account 
need to verify the ownership of the account 
before funds can be accepted by the merchant. 
The two dominant authentication methods, trial 
deposits and giving up online banking credentials, 
force the customer to choose between a process 
that can take several days, or give sensitive 
login information that could be breached. 

• Bank to basics

Until recently, the only way to transfer money 
between individuals using two different banks 
was through cash, a paper cheque, a third-party 
(eWallet) service, or bank-to-bank transfers which 
required the sender to know the bank account 
number and institution of the recipient, information, 
which in some countries, is difficult to obtain 
from even the closest of friends and family. 

“There’s a clear use case for real time payment in 

terms	of	instant	movement	and	notification.	Outfits	

like	Venmo	already	have	the	notification,	now	we	

need instant movement of funds. B2B settlement as 

well: businesses get paid faster and it improves the 

velocity of money in the economy.”
 
Mike Massaro, CEO, Flywire
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Business pain points

Businesses are senders and recipients of payments 
(either from consumers or other businesses). Due 
to the sheer volume and frequency of business-
related payments, these pain points are often felt 
more acutely by businesses than consumers.

To avoid card acceptance fees, some merchants prefer 
payment from a bank account but the time it takes 
to on-board and authenticate the account means it 
takes longer to serve new customers and may lead to 
the customer shopping somewhere else if the process 
is too slow. In addition, in countries with immediate 
payment systems, merchants do not need to wait 
for funds to clear before sending the product. 

• High cross-border costs 

As the internet continues to shrink the world 
more and more transactions are occurring across 
borders. For merchants and businesses processing 
overseas payments the complexity and expense of 
payments is growing. A global manufacturer may 
have thousands of suppliers that need to be paid in 
different currencies in countries spanning the globe.

• Running the fraud arms race

Fraud detection and mitigation has long been 
described as an “arms race” against organised crime 
targeting unsuspecting businesses. To keep up the 
deterrent businesses must constantly invest in 
new fraud technologies as fraud threats evolve.

• Mobile contactless payments still playing catch-up 

Despite millions of dollars of investment over the 
last decade, use of mobile for contactless “proximity” 
transactions at the physical point of sale has lagged 
expectations in some markets. Although this is most 
likely not a pain point felt acutely by merchants, 
merchants (and consumers) are missing out on 
the virtues of integrated loyalty and other value-
added services that mobile payments can offer 
at the physical point of sale. In markets such as 
China, where QR codes have been phenomenally 
successful, mobile payments for in-store payments 
are common. But these have not reached critical 
mass in other markets outside a few in Asia 

• B-to-B not as simple as A-to-B 

Business payments that are invoice-based 
are particularly resource intensive due to the 
requirement for reconciliation data and multiple 
payment streams. In the US paper Cheque 
payments still make up over 50% of all B2B 
payments (Association for Financial Professionals 
2016 Electronic Payments Report). Solutions that 
offer automation of parts of the accounts payable 
and accounts receivable have an opportunity to 
decrease costs significantly for B2B payments.

“There’s	an	issue	for	fintech	in	getting	customers	

to	wake	up	to	the	benefits	of	fintech.	For	example,	I	

switched	my	family	finances	to	Starling,	but	it	was	a	

difficult	process	to	move	everything	across	from	our	

old	bank.	It’s	easy	to	talk	about	specifics	such	as	AI	

and ML but the core challenge for the sector now is to 

gain	customer	traction	and	run	profitable	businesses.”
 
Colin Swain, Global Head of Platform, Travelex

“In China the whole phase of physical plastic cards was skipped for many millions - why go there when a smart phone 

app can cover the payment and much more without the need for a small retailer to have an expensive terminal to 

accept payment. The QR Code meant that with just a sheet of paper a stall holder can accept a digital payment.”
 
Simon Black, CEO, PPRO
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“We are starting to see increasing opportunities 

and uses of blockchain and crypto assets in 

payments, but regulation is the area that has 

made real headway with regards to automation, 

particularly around KYC requirements. As a 

recent article in Trade Finance magazine put it, 

“Consumer patience is at an all-time low.”
 
Valli Ardalan, Vice President,  
Business Development, Earthport

Rise of data and identity as important sources  
of	revenue	for	financial	service	providers

Automation and self-service emerging as the  
driving	force	across	the	financial	services	industry

Replacement of bank branch networks by digital channels

Fintechs becoming service providers to large institutions

Replacement of cash and physical forms of payment by mobile

Growth	in	deployment	of	artificial	intelligence

Push for faster and real time payments

2018
2019

26%

27%

20%

26%

30%

32%

30%

23%

24%

25%

28%

29%

30%

31%

Figure 4: Key banking themes in 2020
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Payment painkillers. 

With leaner operations and more nimble business 
models, fintechs are able to meet emerging customer 
needs or remove existing payment frictions in 
a way that banks have not been able to. 

At the same time, improvements in national payment 
infrastructure is enabling a virtuous ripple effect –
giving innovators the right framework to succeed. 
The emergence of real time payment networks 
around the world (42 countries and counting as 
of early 2019) has eliminated delays in domestic 
account-to-account transfers. While settlement times 
for these platforms varies by country, many aim to 
be “near real time,” with transaction times of less 
than a minute and in some cases, a few seconds. 

The US has implemented two real time payment 
networks, Zelle offered by Early Warning Services and 

Real Time Payments by The Clearing House. Transfers 
between two customers of the same bank is instant. 

These new real time payment networks provide an 
alternate set of rails between member banks that does 
not rely on the overnight settlement inherent in the US 
ACH system. While the transactions are instant, on-
boarding and authentication of new funding accounts 
is still time consuming, requiring either the trial deposit 
method or the credentials for the online bank log-in. 

With their smaller scale and ability to react quickly, 
fintechs are well positioned to localize their solutions 
and address the pain points more specific to a 
smaller user base. This agility is enabling fintechs to 
leapfrog traditional payment methods and rails in 
some countries where customer pain points can be 
solved through innovative technologies rather than 
re-purposing and re-tooling existing methods.

B2B takes centre stage
The volume of B2B payments in the US could exceed $23 
trillion by 2020, (Deloitte 2016) compared to $3 trillion 
for US consumer payments. Perhaps unsurprisingly 
therefore, fintechs that target B2B spend are finding the 
most success. 

New York based Boost has developed a B2B payment 
platform that charges lower interchange rates for card 
accepting businesses, on a bilateral basis between specific 
issuers and receiving businesses. By reducing the cost of 
acceptance of commercial cards, Boost is able to accelerate 
vendor enablement, and encourage a shift from inefficient 
paper-based payments to electronic payments. Boost also 
has additional products to further automate the accounts 
receivable function with straight through processing, 
automating entry of virtual card numbers from multiple 
platforms and sources.

Flywire - a fintech provider for university tuition and 
medical payments, is a consumer-facing business, but 
the real benefit accrues to the university or the medical 
provider receiving the payment. The challenge that many 
universities face is reconciling tuition payments initiated 
from other countries, through a variety of payment 
methods. Flywire’s platform offers an integrated, end-to-
end receivables management solution. For international 
payments, the solution secures wholesale market rates 
with transparent tracking so that students (and their 
parents) can be sure they are getting the best exchange 
rates, and that the payments were received on time. On 
the healthcare side, Flywire is able to work with funding 
partners to offer payment plans to individuals and 
families that need financial assistance, thereby decreasing 
the effort required for cash collection and delinquent 
payments from overburdened patients.
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Increased credibility from working with a recognised brand 

Potential for rapid growth in scale and reach

Customer trust

Access to customer data

Ownership of customer channels and interactions

Customer service and operations processes

Regulatory monitoring and reporting

Fraud & security management

Generate new revenue streams 

Enhance the customer experience (omni-channel)

Offer new customer/business applications

Create alternate business models e.g. revenue sharing, SaaS

Reduce operational costs

To offer latest or leading edge innovations

With so much innovation how should banks respond? 

Despite being largely dismissed when they arrived 
on the scene, as the new entrants proved their 
business case, incumbent banks started to take their 
competitive threat more seriously. While collaborative 
partnerships and incubation arrangements dominated 
the innovation efforts of many incumbent banks 
and payment institutions there has also been a rise 
in merger and acquisition activity - of incumbents 
buying innovators, as well as consolidation 
between global payment technology providers.

Successful innovation needs to combine a 
solution with a service that customers are willing 
to pay for. Even where the barriers to customer 
adoption and use have been overcome. 

Person-to-Person payment platforms have long faced 
the problem of monetisation, as consumers in the US 
are unwilling to pay fees in order to transfer money 
to friends and family. Despite a quarterly transfer 
volume of $19 billion in Q4 2018, (QZ.com, January 
2019) Venmo’s service is largely free to senders and 
recipients. Similarly, Zelle, the bank-to-bank transfer 
service from Early Warning system will need to rely 
on funding from bank partners to fund the service, as 
consumers again opt for no-fee money transfer options.

2017
2018

2017
2018

What drives success in payment apps?

“First, it must be easy to use and offer a great user 

experience. Second, it should be entirely digital – 

from onboarding to transacting to customer support 

–	all	online.	And	finally,	it	should	be	bank-agnostic,	

in other words completely independent of banks.”
 
Cyril Chiche, CEO, Lydia

Build, buy or borrow? 

Source: MagnaCarta Fintech Disruptors 2019
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Figure 5: Bank views of partnership Figure 6: Fintech views of partnership
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Global remittances
Up, up … and away

The money that people working in foreign 
countries send home, feeds families, educates 
children, and supports entire economies. 
Until recently the market was dominated by 
handful of legacy players. Not any more… 

The impact of fintech on the global remittance market 
has changed every aspect of a once tightly dominated 
marketplace. The World Bank monitors remittances 
and estimates the size of the global market to be $689 
billion in 2018. Of the total recorded volumes, the 
share of digital remittances, initiated over a computer, 
smartphone or tablet, Is growing gradually and expected 
to reach parity with cash remittances by 2022.

Banks have always provided international payment 
services transferring money from one account to 
another and from one country to another, over 
‘correspondent banking’ networks but the processes 
and procedures for sending money via banks abroad 
are cumbersome, inefficient, and expensive. 

In some cases, payments can take around a week to 
reach their destination. Funds can be misdirected, and it 
is expensive and time-consuming to retrieve them. Banks 
have even charged customers for its own mistakes.

Figure 7: Global recorded remittances
US$ Billions

“The remittance market is of enormous 

importance not simply because of its large 

size but because it impacts the lives of 

billions of people around the world.”
 
Mohit Davar, chairman, International 
Association of Money Transfer Networks

Source: World Bank, Business Insider Intelligence, Edgar, Dunn & Company 
(2019 onwards estimated)
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Moving Money

In some of the world’s largest remittance “corridors” 
such as the United States to Mexico corridor, cash 
has always been the instrument of choice though 
there is now a clear but gradual shift towards digital. 
Cash is handed over physically to agents in the 
sending country and withdrawn by beneficiaries 
through agents in the receiving country.  

Global money transfer operators (MTOs) like 
Western Union and MoneyGram have been the 
dominant providers of cash-based remittances. 
They invested in branches in countries around 
the world and signed up a network of agents. 

Think fast and slow

For a long time, there were no alternatives to banks 
and MTOs. PayPal was the first alternative to 
banks for international money transfers to enable 
eBay sellers to receive payments from customers 
outside the United States. As the network grew, 
so did the use cases and now PayPal is as popular 
for payments between individuals as it is for 
payments to merchants across the globe.

Banks in the meantime provided little innovation. 
Even today, the money transfer services offered by 
one bank continue to be similar to those offered by 
another. Money still flows over the same correspondent 
banking networks which have been used for years and 
are built on slow and inefficient legacy infrastructure. 

Meanwhile, MTOs began offering fast cash 
transfers. Cash remittances sent across the globe 
can be picked up in minutes. But high flat fees 
mean that on small amounts the cost of cash 
remittances in percentage terms is unduly high.  

“The total size of the market is larger than available 

estimates of recorded remittances. This is because 

there	is	a	parallel	flow	of	unrecorded	or	“informal”	

networks that operate under the regulatory radar 

on trust and knowledge. Thanks to initiatives by 

various governments, these informal remittances 

are gradually moving to recorded formal channels.”
 
Mohit Davar, chairman, International 
Association of Money Transfer Networks

“People forget that PayPal was able to establish 

itself because it had a strong partnership with 

eBay. Likewise, Travelex has recently partnered 

with a US FI and they estimate that it would have 

been a multi-million pound marketing campaign to 

acquire the same number of customers directly.”
 
Colin Swain, Global Head of Platform, Travelex
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Think Digital

New digital entrants may not have displaced incumbents 
like Western Union, but they accelerated the pace of 
the shift to digital. With families and dependents in 
receiving countries able to receive funds directly to 
their bank accounts, the entire remittance transaction 
has moved online and become cashless. It has become 
also safer, more efficient, and cheaper in the process.

Digital Shift: Xoom
Just as PayPal disrupted the payment landscape, Xoom was 
a pioneer in disrupting the international remittances industry. 

Xoom originated remittances over the internet. Senders 
could remit funds from their bank accounts. Funds could 
be deposited to the beneficiary’s bank account or collected 
from a cash agent in the receiving country. From its 
founding in 2001, the company experienced tremendous 
growth. But growth began to decelerate soon after its IPO 
in 2013 as new technology start-ups entered the highly 
competitive market. Xoom was acquired by PayPal in 2015.

Fintech start-ups were, not surprisingly, attracted by the 
inefficiencies of banking channels and the high prices 
charged by the global money transfer providers. 

 
In a short space of time, they have transformed the 
industry to offer services that are mobile-ready, boast slick 
designs, offering transparent pricing, and clear transaction 
delivery timeframes. 

Remittance fintechs like Azimo, Remitly, TransferWise, 
WorldRemit, and others offer digital or hybrid-digital 
experiences and have developed mobile apps and websites 
with simple onboarding and origination and provide 
easy to understand pricing. They offer disbursements to 
beneficiaries directly to their bank accounts or via cash 
collection and even delivery through partnerships with 
MTOs, banks, and post offices.

“One challenge is going to be remittances, 

especially between developed and developing 

markets. We need to see disruptor services expand 

to challenge the dominance of Western Union 

and Moneygram, who are beginning to respond 

to the disruptor challenges to their model.”
 
Mike Massaro, CEO, Flywire
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Pillars	of	fintech	success

Points of difference

The re-invention of remittances is one of the biggest 
achievements	of	the	first	fintech	wave.	And	proof	of	
the power of customer-designed digital technology to 
improve	financial	inclusion	and	make	finance	fairer.	

The new breed of remittance fintechs are using data 
analytics to understand the needs of specific migrant 
communities and transfer corridors – to improve 

efficiencies and target customers better. 

Whichever corridor or service is used, fintech has 

changed the remittance market. For good.

Speed and 
convenience – 
quick but easy

Know your 
customer

Pricing –  
keep it simple

Make it easy to use and simple to 

send. Well-designed mobile apps 

or websites have made it possible 

to set-up an account and originate 

a remittance in less than a minute. 

Senders can provide bank account 

details or use a debit card to send 

money similar to online payments. 

The leading fintechs offer premium 

services that make funds available 

within hours and even minutes. 

Anti-money laundering rules are 

tight and getting stricter. Financial 

institutions and money transfer 

providers that have not complied 

have been fined heavily. For digital 

providers it is important that 

payment card or bank account 

details of both senders and 

receivers are kept fully secure. 

Robust security and privacy 

protocols while complying with 

money laundering regulations are 

key to survival and success. 

There is no substitute for 

providing clear and transparent 

pricing. Whether you go for 

transaction fees or currency 

spreads, make it obvious what 

you’re charging and how. UK 

fintech unicorn TransferWise, 

charges a small fee per transaction 

without any margins on foreign 

currency conversion. 

1 2 3
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Despite a slower start relative to other parts of 
the	fintech	landscape	investment	in	insurtech	
companies has boomed. According to McKinsey, 
annual investment has jumped from $140 million in 
2011 to $3 billion in 2018. But as digital improves 
insurers’ ability to assess and manage risk, it also has 
profound implications for their business model. 

Late but not least

Despite coming late to the fintech party, the insurance 
industry is catching up with its peers in other areas 
of financial services. Investment into technologies 
that improve efficiencies in claims handling or risk 
assessment in the back office or allow development of 
new products or distribution channels to customers has 
grown more than twenty-fold over the last decade. 

The nature of the largest part of the insurance market 
– the insurance of property or physical assets – means 
that in a digitalising world, traditional insurers have the 
most to gain. Consumer adoption of new technology and 
growth in connected devices that are helping to create 
the Internet of Things are opening opportunities to new 
services and delivery models. Not to mention enhanced 
abilities to assess risk through better data and analytics. 

As an example, combining GPS systems with on-board 
diagnostics gives car manufacturers the ability to record 
and map the location of a car and how fast it’s traveling, 
and cross reference that with how it’s working.

At the same time, automation of data collection 
and management makes it possible to lower 
costs by reducing manual processes and human 
intervention in managing and processing claims. 

Source: Panorama Insurtech (McKinsey)

Figure 8: Insurtech innovation

Insurtech 
landscape 
(by region)
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In the car insurance industry drivers can let insurers 
monitor their driving behaviour through a connected 
device in the vehicle. Customers who can prove 
they drive more carefully get a lower premium. So-
called ‘black box’ or pay-as-you-drive insurance 
is expected to grow by over 30 percent a year to 
2022, with over 750,000 usage-based car insurance 
policies issued in the UK already (How telematics 
is transforming the car insurance landscape, 
Insurance Business UK, December 2018). 

One example is Carrot Insurance in the UK which offers 
two options - a conventional ‘black box’ or telematics 
device fitted to a customer’s car, or the customer can 
record their journeys using a smartphone app. The 
customer keeps track of their journeys, mileage and 
‘Driving Style Score’ on a linked app and are rewarded 
for every week that they get a positive (green) ‘Driving 
Style Score’. In return they earn Carrot Points, 
which can be converted to rewards or gift cards. 

Black box insurance has other benefits too. 
Many insurers also offer free anti-theft tracking 
and roadside assistance through the device, 
with high return rates recorded on stolen 
vehicles fitted with a telematics device.

As telematics becomes popular, Insurers are 
exploring how it can be applied to other areas of the 
marketplace such as ‘smart homes’. Just as black 
boxes in cars reward safe driving behaviours with 
lower premiums and discounts, smart homeowners 
can reap the benefits of the connected house. From 
discounts for locking the door and setting the alarm, 
to a fairer, up-to-date assessment based on moisture, 
flooding or carbon monoxide monitoring, home 
data-sharing can give consumers more control over 
their insurance rates and premiums, as well as a 
more in-depth understanding of their utilities usage, 
environmental risks and overall home security.

Despite the opportunities institutional insurers also 
have the most to lose. The challenge of digitising legacy, 
institutional processes has opened up competition from 
agile insurtech start-ups. With a combined premium 
pool estimated at over $4 trillion (McKinsey Global 
Insurance Pool, March 2017), there’s a lot at stake.

As with other parts of the fintech ecosystem, 
institutional scale is still a substantial advantage 
for incumbents. But it’s not everything. BIMA, a 
mobile micro-insurer from Sweden founded in 2011 
now serves over 20 million customers - in markets 
that are harder to penetrate and build a viable 
business in. The company serves customers in 15 
countries across Asia, Africa and Latin America. 

In advanced markets too insurtechs are finding their 
groove. US-based Lemonade and Oscar have piloted and 
proved their appeal, and their customer pull, in home 
and health insurance markets. Lemonade’s subscription-
based model promises a policy in 90 seconds starting 
from $5 a month, using AI to assess and process claims. 
One of the first insurtech unicorns, the company 
was valued at $2 billion at the beginning of 2019. 

Oscar, valued at just over $3 billion, has also 
attracted attention for its ability to attract 
millennial customers for its healthcare insurance 
products through unconventional campaigns 
and a digital only distribution model.

“We really see the internet of things as having 

dramatic repercussions for the insurance sector. 

For certain lines of business, lower loss incidence 

and lower claims is likely to compress premiums, 

and may lead insurance companies to focus 

more on preventive services, as opposed to just 

collecting premiums and then paying claims.”
 
Donald Lacey, managing director, 
Ping An Global Voyager Fund
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More than one-click

But with its direct link to a customer’s health and 
personal property, insurance is a more complex 
business than other fintech sectors. While providing a 
digital bank account to a customer relies on a relatively 
straightforward, transactional relationship - applying 
and paying for a health insurance policy are only 
the beginning of a relationship involving multiple 
touchpoints over the lifetime of the customer. 

And insurtechs have found themselves at the 
sharp end of customer feedback for their handling 
of claims or accessing healthcare – particularly 
in a market as large and disparate as the US. 

While this provides some comfort for incumbent 
insurers, it doesn’t mean that responding 
to digital challengers is less urgent. 

UK-based RSA Group is one of several insurers offering 
smart home insurance and are also taking telematics into 
pet insurance. A small GPS device is clipped to a collar or 
inserted under the dog’s skin to record its movements 
and activities throughout the day. When paired with a 
smartphone app, this safe, easy technique allows owners 
and insurers to monitor the pet. The data is collated to 
give a full picture of a pet’s health and activities so the 
company can create a tailored pet insurance policy.

Germany’s Allianz has launched a “digital by 
default” agenda across the company’s insurance 
businesses to improve data gathering and analytics 
and enable a fully digital experience for customers 
and employees across the enterprise. 

The new contract

As both ends of the insurance marketplace battle it 
out, the customer stands to benefit from the effect 
of digital on breaking up the siloes of the rigid, fixed-
price policy model of the past. At least in the short 
term, by making it possible for insurers to offer 
tailored products and smarter pricing using pay 
per use, pay per hour and peer to peer models. As 
well as through greater back office efficiencies. 

At the same time, exponential growth in data and 
analytics is improving risk management which could open 
doors to new products and services beyond insurance 
such as preventive maintenance or health planning.

A digital policy

Similar to the rest of the fintech ecosystem a new 
fault line is emerging. Between those firms with 
the data being able to freeze out new entrants who 
don’t have data pools big enough to compete – an 
impending issue for regulators across financial 
services – as well as the increased risk of a data 
breach and growing consumer awareness around the 
potential for abuse of their privacy or data misuse. 

As the AI takeover of insurance continues some key 
questions are emerging. Will data growth increase 
the number of customers that are refused insurance 
– frustrating efforts aimed at improving inclusion and 
diversity into the market? And who’s monitoring the 
underlying decisions behind the algorithms to check for 
bias? In the digital insurance market of tomorrow data 
has the potential to create as many risks as opportunities.
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My own private banker (bot) 

Few areas have been as heavily hit by margin 
compression as the wealth management industry. 
Among Europe’s wealth managers, profitability 
has declined significantly over the last decade. 
Even while the addressable market has grown.

Technology has had a hand in this – increasing 
access while lowering barriers to entry to a market 
that was previously reserved to an elite group of 
institutions. As fintech insurgents across financial 
services find their feet the competition will intensify 
in the years ahead. Challenger and start-up success 
is already driving fast growing firms to move into 
new product areas – such as SoFi above – at the 
same time as digital technology and blockchain 
open up new asset classes (see Figure 9 below). 

While the traditions of private banking might be down 
to their last gold bar, incumbent providers aren’t letting 
this get them down. If anything, fintechs are inspiring 
them to update their services for the trillion-dollar 
wealth transfer that’s expected in the decade ahead. 
From robo-advice to new tools to manage personal 
finances and improve ‘financial health’ – the new 
age of wealth management is only just beginning. 

One example is the growth of robo-advisors which have 
popped up across the wealth management and financial 
planning industry. Traditional providers are also updating 
and digitising their services to compete with Wall 
Street heavyweights like Goldman Sachs who launched 
Marcus, a digital challenger, lining up to compete with 
a new breed of wealth managers (see Figure 10). 

“Fintech reduced the average asset allocation 

minimum from $500,000 to $5,000, this current 

wave will drive it to 5 cents. You don’t have to 

look very far to see it happening already.” 
 
Lex Sokolin, Global Fintech Co-Head, Consensys

Enterprise 
Blockchain Cost 

Savings

Tokenisation of 
Traditional Asset 

Classes

Emerging Liquid 
Alternative Asset 

Classes

New Financial 
Product 

Providers

Figure 9: The new production line

Source: Lex Sokolin, Consensys

Personal financial  
management



As the line between bank loyalty and switching to the 
next provider becomes a thumb swipe, digital tools 
which can engage customers are a valuable ally in helping 
banks and new entrants connect with their customers 
and identify cross-sale opportunities. 

Fintechs like Wealthfront and Betterment are delivering 
innovation at a pace that incumbent wealth providers have 
been unable to match. Powered by these technologies, 
fintech companies are challenging the traditional advisor’s 
role with automated advice and automated portfolio 
management while pushing fees down. 

Across all tiers of the once highly prized wealth 
management industry, competitive pressure from digital 
entrants has transformed customer expectations. 
Traditional providers are responding to the competitive 
threat with a range of digital-first solutions (see right).

While digitisation of wealth management is developing 
at different paces in different regions, in developed 
markets there has been significant pressure to change 
business practices in reaction to low-cost competitors. 

By comparison, in emerging markets, new business 
models are being implemented without the burden 
of legacy systems. Many digital wealth fintechs and 
innovations target those who have been excluded 
from traditional wealth management services.

Spending Insights

Goals Management

Every Little (Rounding) Helps

Including in-app breakdowns & categorisations of where 

your money is going. Fintechs are not alone in delivering 

these enhanced features, HSBC launched their “connected 

money” app, which allows users to aggregate all of their 

account information in one location, perform spending 

analysis and deliver insights. 

Analyse spending patterns to work out how much users 

can afford to save each month. Apps like Plum in the UK 

connect to a user’s bank accounts and identify different 

elements, such as income and bills.  

Rounding-up daily purchases with the spare change 

deposited into interest bearing savings accounts or even 

investment accounts. In Canada, Mylo enables users 

to round-up their debit and credit card purchases into 

different investment vehicles.  

Citi

Launched Citi Wealth Advisor, a digital financial 
planning product, to members of Citigold, the bank’s 
wealth management program for people with at least 
$200,000 in assets. Clients select their financial goals 
and create a road map for how to achieve them

In Asia Pacific, Citi is rolling out a refreshed wealth 
management digital value proposition, including remote 
advisory and wealth management tools. This comes after 
the success of video advisory services launched in India.

Deutsche Bank

Awarded for their NextGen App at the Wealth Tech 
awards, the app targets millennial clients to offer 
a range of networking and information tools

Franklin Templeton 

The company’s global marketing team has automated the 
development of fund reports to improve the frequency of 
communication with clients. The technology can review 
data from multiple sources, including market conditions, 
and a client’s investment goals and risk profile, to create 
a personalised narrative for an advisor’s clients. 

The fight back: Incumbents’ 
approaches to digital wealth
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“Traditional banks are being challenged, they must 

step up their pace of innovation to adequately 

meet that challenge, as challenger banks continue 

to attract and retain customers, especially tech-

savvy millennials. Using new innovative technology 

solutions that help make their customers’ lives 

easier and more secure, offering peace of mind, 

are key to competing in a changing landscape.” 
 
André Løvestam, CEO, Zwipe

Figure 10
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Brokerage 

Digital innovation is driving greater choice 
for traders and investors – through a 
better experience at lower cost. 

In the past, traders and investors had very limited 
choice - they were able to select trades themselves – 
basing decisions on limited or unreliable information 
– or they could give their funds to an institutional 
investor who would be able to trade at more favourable 
rates than individual investors. The institutions 
were supported by costly analysts and researchers, 
resulting in considerable fees to the client. 

These high commissions – associated with every 
transaction - have been one of the major limitations 
of retail trading platforms. In the US mobile first, 

zero commission brokers, are already commonplace 
while, other regions, such as Asia and Europe 
have been slower to adopt this approach.

Down, not out

Disruption in the brokerage industry is still in its early 
stages, leaving the door open to traditional trading 
houses to react and embrace the challenge of digital. 

To succeed incumbents must be open to new pricing, 
service and delivery models, whether through  
in-house development or partnerships. For now, the 
real winners are the individual traders and investors 
previously marginalised by existing services.

“The price of executing a trade has gone down 

a lot these past years…It’s always the same 

game: the more volume you have, the more 

you can scale. And technology helps.” 
 
Mathias Helleu, executive chairman, 8 Securities

Robinhood, the US-based fintech brokerage firm 
has built a business now valued at over $5 billion. 
Targeting young consumers, typically underserved 
by traditional brokerage services, with a mobile-first 
(in fact, mobile-only) offering. Robinhood launched 
with an iOS app, and has since expanded to Android. 

Compared to traditional competitors, Robinhood 
focused on simplicity, avoiding the detailed 
research and analytics offered by incumbents. 
Robinhood was one of the first movers in this 
space, however, they are not alone, and new 
entrants have since emerged around the world.

In Asia, 8 Securities became the region’s first free stock 
trading app. The Hong Kong based start-up allows new 
users to trade 15,000 US and Hong Kong stocks and 
funds without commission or account fees. Seeing the 

continued pressure on pricing, 8 Securities is recognising 
the importance of scale to grow their business. 

In China, Tiger Brokers has emerged as a prominent 
online and mobile trading platform offering 
brokerage and other trading services targeting 
global Chinese investors. It counts China’s Xiaomi, 
now one of the world’s largest smartphone 
producers, as a leading investor and strategic 
partner as well as Interactive Brokers Group, 
one of the largest online brokers in the US.

In Europe, Trading212 became the first UK broker to 
offer unlimited commission free trading – removing 
the previous limit of 10 free trades per month. 
Where some go, others follow - Trading212 is now 
competing with other zero commission brokers 
Freetrade as well as European rivals Bux and Degiro. 

Making a steal: digital trading done well

28 
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Banking & lending:
More bank, less buck

Digital technology has had a transformative 
impact on established ways of doing business and 
banking is no exception. The problem for most 
incumbent banks today is how to keep pace with 
customer demands, despite layers of legacy. 

Whereas technology was used in the past to support 
back-office operations, today it powers a multitude of 
front-office direct-to-customer digital channels as well. 

In China, mobile banking overtook internet 
banking as early as 2017, mobile banking users, 
at more than 1 billion, exceeded the number of 
internet banking users (Asian Banker Research, 
2017). In the UK, CACI predicted that by the end 
of 2019, more consumers will be banking via a 
mobile app than from a computer (CACI, 2017).

Enter the Challenger

 “Challenger banks” that first made in-roads after 
the global financial crisis, when trust in established 
financial institutions had collapsed are leading 
the charge. Digital-first and with no physical or 
technological legacy to slow them down, challenger 
banks are able to leverage new technologies to digitise 
and streamline the retail banking experience. 

Figure 11: Challenger banking
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“The	financial	services	industry	is	a	global,	

complex, high value marketplace. I understand 

the need for a conservative approach, but the 

industry is still moving slowly, and I think the 

challengers	are	truly	first	movers.	A	thorough	

approach is necessary but there is certainly a 

need for sandboxing of ideas to drive innovation 

and upgrade the way the ecosystem works.” 
 
André Løvestam, CEO, Zwipe
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One size fits one…

There are now more than 100 challenger banks 
worldwide, ranging from Banco Original and Nubank in 
Brazil, to SolarisBank and N26 in Germany and MyBank, 
WeBank, Timo, Jibun, K Bank and Kakao in Asia. 

Each with their own variant on the best model for their 
market, they all have in common an ability to go-to-
market quickly with new products and are unburdened 
by large organisational structures and legacy platforms. 
By focusing on a subset of banking services, many have 
also scaled without some of the burden of regulatory 
requirements faced by their traditional counterparts. 

A focus on creating attractive packages of in-demand 
services is enabling challengers to respond to changing 
market needs. In high growth markets, where formal 
relationships with financial institutions are much less 
common, digital challengers gain a winning edge by 

offering entirely new services.

These challengers have prioritised having a 
full banking license prior to launch, building a 
suite of services that take full advantage of the 
wider permissions that the regulatory status 

grants them.

These challengers have moved against the 
status-quo, going to market with faster and 
easier to acquire regulatory status (such as 
e-money licenses) and focusing on narrower 

service offerings.

• Wider service offering

• Consumer trust in fully licensed  
banking status

• Reduce reliance on third-parties

• Focused service offering

• Time-to-market

• Faster access to potential clients

Traditional Approach

Description

Advantages

Speed-to-Market Approach

“There	is	a	real	risk	to	traditional	financial	services	

that	new	fintech	players	will	bundle	existing	services	

in a more attractive package, with more scale-able 

business models.” 
 
Kareem Abdel Aziz, Global Fintech Lead, IFC

Challenger bank approach comparison
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Bank in the game

How are traditional banks responding to close 
the gap with their digital challengers? 

Digital Attackers

Incumbent banks launching their own digital banks at 
home or in new markets or segments 

Marcus

Goldman Sachs launched a consumer facing digital bank 
in 2016, Marcus, which has accumulated more than $35 
billion in deposits and lent out $3 billion to customers. 
Marcus has since expanded to the UK, signing up more 

than 100,000 customers in the first two months.

DBS

Witnessing the potential disruption coming from the 

likes of Ant Financial and others – DBS started a process 

to disrupt itself, before a challenger would, by launching 

a programme to address their front and back-end 

systems and moving its computing stack to the cloud. It 

later launched Digibank, a mobile-only bank designed 

to appeal to a younger audience in India and Indonesia. 

Digibank now has more than 2.9m customers across 

these two countries.

Digital Blenders

Other banks are taking a different approach and rather 

than investing in new platforms are choosing to buy or 

invest in new challengers. 

BBVA has made this a core part of their strategy with 

acquisitions in the UK (Atom), US (Simple) and Finland 

(Holvi). With incumbents on the look-out for new 

acquisitions, many new players are acquired before they 

reach critical mass.

Trust me, I’m a banker...

Trust is central to banking, something that, hypothetically, 

should be an opportunity to new players. Trust in the 

banking sector comes in many forms – from trusting that 

your provider will offer you the best deals or service, to 

trusting that they will keep your money safe.

And while trust in established retail banks has certainly 

waned, newcomers have yet to convince customers that 

they provide a safer alternative.

In some markets, challengers have carved out a role for 

themselves by becoming part of their customers daily 

payment activity, giving a strong base from which to push 

for deposits. In developing markets, challenger banks 

have an opportunity to capitalise on lower financial 

inclusion environments, where they may represent the 

consumer’s first relationship with financial services, 

unimpeded by historical views on trust in the industry.

“Fintechs will lead disruption, however, not many 

fintechs	will	reach	scale	before	they	are	acquired	by	a	

traditional player.” 
 
Bradley J. Wiskirchen, CEO, Kount

“Challenger banks are not challenging for deposits. 

Consumers want a trusted party for this and are 

unwilling to risk their savings.” 
 
Soner Canko, CEO, BKM

“Trust in alternative providers has limited the impact 

of	fintech	in	banking	in	developed	markets.	Emerging	

markets are not bound by this limitation as, for many 

consumers,	fintech	could	be	their	first	introduction	to	

financial	services.”	
 
Kareem Abdel Aziz, Global Payments Lead, IFC
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Fintech lending:  
A rising tide

Lending	was	among	the	first	segments	of	financial	
services	to	be	disrupted	by	the	fintech	revolution.	
As big banks pulled back from lending, particularly 
in personal loans and to SMEs, credit extended by 
fintechs	has	grown	across	all	regions	over	the	past	
few years, and was estimated to be worth $553 billion 
in 2018 - up from $12 billion in 2013 – with demand 
in China and Asia outstripping other regions. 

While this growth is impressive fintech lending 
accounts for only a small proportion of the total lending 
market. Total household debt worldwide amounted to 
$43 trillion in 2017.

Figure 12: Fintech credit market ($ Billion) $553.00
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“How	does	Fintech	enable	financial	inclusion	

at	the	bottom	of	the	pyramid	and	financial	

empowerment at the top of the pyramid? Finablr 

has been enabling both at scale, for over four 

decades through trusted global brands, innovating 

like a FinTech and ensuring scale like a FinServ.” 
 
Mehul Desai, CTO, Finablr

Source: Cambridge Centre for Alternative Finance (CCAF); Edgar, Dunn & Company forecasts
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Model transparency

Traditional lenders priced credit based on information 
asymmetries. By aggregating multiple offers and 
making individual offers clearer, fintechs have been 
able to make the lending mechanism more transparent 
while using digital to build a viable business. 

Examples: Zopa (UK) - Peer to Peer lending, 
Tradeshift (USA) – commercial finance

A better experience

Digital distribution channels also brought a change of 
pace to customer service - fintech lenders have exploited 
this gap to gain substantial traction, delivering services 
built on fully digital (or digital only) customer journeys.

Examples: CircleUp (USA) - SME lending, 
Tala (Kenya) – mobile lending 

Deeper customer insight

Traditional banks are at a disadvantage in their efforts 
to support new lending strategies with big data and 
analytic models because they must deal with multiple 
siloed databases. Challengers are unencumbered by 
this legacy structure and are able to deploy enhanced 
data services to drive deeper customer insights.

Examples: JD Finance (China) - SME finance, 
Jumo (Bangladesh) – mobile lending

Credit scoring innovation

Bank scoring models have primarily focused on 
corporate or private sectors with segments such as 
SMEs, micro-merchants and individual segments such 
as students are less widely covered. Compounding 
this problem, adoption of new technology to improve 
scoring has been slow. By comparison fintech lenders 
developed enhanced, comprehensive scoring algorithms, 
taking advantage of big data, AI and alternative scoring 
data to measure credit worthiness in new ways.

Examples: OakNorth (UK) - SME lending, 
Kissht (India) – POS finance

How digital lenders stand out

“The payments sector is currently being driven by consumer behaviour, something that businesses 

can’t afford to ignore. At Earthport, our strong and durable partnerships with other players in the 

industry mean we are well equipped to meet the increasing demands of our customers, and their end 

users.	The	Amazon/Apple	Pay	credit	card	is	a	great	example	of	a	financial	product	engineered	around	

what people want to do. It’s the opposite of, “we have this cool technology, now let’s make people 

want it” – in this case, they saw a gap – a credit line in the digital cardless environment and went after 

it.	Customers’	growing	acceptance	to	try	new	things	can	only	be	a	good	thing	for	fintech	innovation.”	
 
Valli Ardalan, Vice President, Business Development, Earthport
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Blockchain
An idea whose 
time has gone? 

The most radical advance in technology of our time 
or the most over-hyped technological phenomenon 
since the Y2K bug (depending on who you talk 
to), blockchain or distributed ledger technology 
(DLT) has the potential to answer some of the 
digital economy’s most pressing questions – from 
identification	and	authentication	to	asset	ownership	
and	corporate	finance	–	but	does	anybody	want	it?	

When it comes to blockchain and cryptocurrency 
there’s been no shortage of business model innovation 
in the now 10 years since Bitcoin first hit the 
headlines. In the last year interest has cooled – the 
Forbes list of top 50 Fintech firms published earlier 
in early 2019 listed only 5 blockchain companies 
compared to nearly twice that number in 2018. 

Blockchain continues to inspire new and 
innovative business models in financial services 
but real-world adoption is still some way off.

“Bitcoin and the cryptocurrency phenomenon is not 

a transient trend that will fade away. In the future 

cryptocurrencies will provide a better and far more 

efficient	mechanism	to	make	and	receive	payments	

between individuals or businesses than what any of 

today’s archaic legacy infrastructures can offer. The 

existing gatekeepers at the centre will be the most 

disrupted by the new technology.” 
 
Jon Matonis, Economist and founder,  
Bitcoin Foundation

2018

Jan Feb Mar

2019

Figure 13: Initial Coin Offerings (ICO) 
Total funds raised ($ Billion)

Source: CoinSchedule
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Crypto conundrum 

Cryptocurrencies may not be ready for the mainstream, 
but enthusiasts believe their time will come. While 
that might be the future, today, the most pressing 
challenges faced by cryptocurrencies, before they 
even begin to be taken seriously for general purpose 
payment platforms, are the twin problems of value 
volatility and liquidity. An asset whose underlying 
price fluctuates unacceptably due to the level of 
speculation it attracts is unlikely to be considered a 
store of value or a potential means of payment. 

Security around digital wallets and exchanges that store 
and trade cryptocurrencies remains a concern. In 2014, 
Mt. Gox, the largest Bitcoin exchange in the world at 
the time, was hacked and lost nearly all the bitcoins it 
held. In 2016, DAO, an Ethereum based decentralised 
autonomous organisation lost $60 million. While in 
January 2018, $530 million worth of cryptocurrency 
was stolen from Japanese exchange Coincheck and in 
May 2019, Binance, a cryptocurrency exchange which 
originated in China, announced that it had discovered a 
“large scale security breach” involving the theft of highly 
confidential information and seven thousand bitcoins. 

Cryptocurrencies like Bitcoin are decentralised in 
the sense that no single or central authority issues 
bitcoins as is the case with central bank issued 
“fiat” currencies. Bitcoins are created by the Bitcoin 
system running on a decentralised and distributed 
network with coins awarded to “miners” as reward 
for helping run the blockchain-based network. 
Despite this there are concerns around potential 
price manipulation where founders of some digital 
currencies have kept sizeable holdings for themselves.

The regulatory response to cryptocurrency varies 
widely. In some markets, cryptocurrencies have 
been banned, while in others different forms 
of regulatory frameworks are emerging. 

In the US, the New York State Department of Financial 
Services (NYSDFS) has introduced Bitlicense, a 
license for doing business in cryptocurrencies in the 
state of New York - Coinbase, Ripple, Robinhood, 
and Square have all applied and secured a license.

“My personal view is we design for user journeys 

and user needs that the majority of the population 

have and the majority at the moment are not into 

cryptocurrencies.” 
 
Jason Bates, Co-Founder, Monzo

“Blockchain is not about simple minded individual 

offers, but ecosystem adoption in the long run. 

The focus currently is on building consortiums – 

building a large ecosystem – to see that generate 

value and business in a different way.” 
 
Paolo Sironi, Strategic Advisor, IBM
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Self-executing contracts

One area where blockchain applications are 
finding real-world opportunities is in smart 
contracts that could replace legacy back-office 
processes around clearing and settlement 
for payments as well as securities trading. 
Counterparties can complete transactions 
automatically based on agreed arrangements 
which can be programmed into contracts which 
are executed when certain conditions are met. 

New York based Axoni, funded by a host of 
blue-chip names including Goldman Sachs and 
J. P. Morgan, is a key player in this area and 
is working to bring blockchain technologies 
to the backroom at major clearing entities 
including the Depository Trust and Clearing 
Corporation (DTCC). Clearmatics, a UK firm 
blockchain startup supplies similar solutions 
to help build “distributed Financial Market 
Infrastructure” on the Ethereum platform.

Banking and trading

Some challenger digital banks and brokerage 
platforms have already added crypto-trading 
services to their offerings. Revolut, a UK 
digital bank based offers instant exchange 
from 29 currencies into Bitcoin, Litecoin, 
Ethereum, Bitcoin Cash and XRP. 

Robinhood, the digital brokerage offers 
“cryptocurrencies, stocks, ETFs, and options 
… in one app.” Few banks have followed 
suit though because of the inherent 
volatility of cryptocurrencies, as well as 
security and money laundering concerns. 
Customer demand is also unclear. 

Some large banks, have decided on a more 
cautious route to experimentation. In February 
2019, J. P. Morgan announced its JPM Coin 
which is a “stablecoin.” Stablecoins are digital 
tokens or coins pegged to a “fiat” currency, 
precious metals, or some other instrument 
of stable value. A stablecoin is not strictly 
cryptocurrency as it’s neither decentralised nor 
independent but is designed to facilitate value 
exchange using blockchain infrastructure.

Emerging blockchain use cases
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Money transfers

Beyond remittances which are limited to transfers 
between individuals in different countries (see 
discussion elsewhere), blockchain could play a 
pivotal role in making transfers of value easier. 

Social networks, for example, are in a strong 
position to offer money transfer services 
through their platforms. Facebook began 
offering person-to-person payments via debit 
cards in some markets but had to discontinue 
because of lack of demand. Facebook-owned 
Whatsapp has 200 million users in India and 
is in the process of enabling person-to-person 
transfers for these customers. In a next step, it 
could potentially enable international money 
transfers through its own recently announced 
currency Libra and digital wallet Calibra.

Ripple Labs has developed a payment protocol 
which is described as a “real-time gross-
settlement system, currency exchange, and 
remittance network that has been developed 
on a distributed open-source protocol.” 
There are other similar initiatives as well 
but chances are that not one, but many such 
systems will vie for the title of preferred 
international payment system enabling any-
to-any international money transfers. 

The dominant ones in the future may not be start-
ups or disruptors. Large centralised systems such 
as Visa and Mastercard who process payments 
currently for card products are increasingly 
blurring the lines between card and account-
based payments and in future, could also develop 
decentralised extensions of some of their services.

Fighting fraud

One area where DLT could prove effective is risk 
management and the monitoring and reporting 
of suspicious transactions. A single entity or 
authority can be defrauded by criminals who 
know the system and can plan their activities 
carefully as was seen in the case of the Bank of 
Bangladesh. Hackers sent fraudulent messages 
to the New York Federal Reserve and succeeded 
in stealing millions of dollars from the account 
of the Bangladeshi bank with the Federal 
Reserve. DLT systems could have spread or 
“distributed” the responsibility of flagging 
suspicious activity to multiple parties rather 
than just one central entity making it extremely 
difficult for hackers to carry out the fraud.

Data analytics and AI

The low hanging fruit as far as blockchain 
is concerned relates to enhancing existing 
services by improving underlying platforms 
and infrastructure that supports them. Credit 
scoring techniques designed decades ago 
are still in use today and are not suitable for 
today’s digital economy. Colendi, a Swiss 
fintech start-up uses blockchain technology 
to provide a credit score and a financial 
passport that could be used on a global basis.

Another area is data analytics and machine 
learning. DLT systems can be leveraged to solve 
data analytics problems to interpret customer 
behaviour so that providers can offer relevant 
products and services to their customers.

“We’ll see more widespread adoption of blockchain-

based systems. The use cases are there and the hype 

cycle is over; people have moved from thinking about 

blockchain as bitcoin, and will now start to use it to 

speed up systems and create new infrastructure.” 
 
Colin Swain, Global Head of Platform, Travelex
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Regulating 
fintech:
Support or 
thwart?

The	fintech	wave	has	also	inspired	new	forms	of	
regulatory coordination and arbitrage. The next decade 
will see regulators coalesce even further. 

In recognition of the fact that fintech innovation is 
inherently global and not limited to domestic markets 
financial services regulators across the world are 
increasingly collaborating and aligning on their approach 
to fintech regulation. 

This section profiles three approaches to fintech 
cooperation that are running in parallel in different parts 
of the world.

  A more regional approach 
taken by the EU to 
harmonise policies at so 
called fintech innovation 
hubs across the EU 
member states. 

  The bilateral cooperation 
approach taken by 
many states but best 
exemplified by the 
Australia’s Securities and 
Investments Commission 
(ASIC) which has signed 
no more that 14 separate 
fintech cooperation 
agreements in 3 years.

 The Global Financial 
Innovation Network 
(GFIN), a multilateral and 
international attempt by 
the UK’s FCA to foster 
fintech cooperation. 

1

2

3

Global Financial Innovation Network

Who is it? 

Created by the UK Financial Conduct 
Authority (FCA) to build a ‘global sandbox’, 
the Global Financial Innovation Network 
(GFIN) launched in January 2019 with a 
network of 35 financial regulators and related 
organisations, from across Europe, the Middle 
East, Asia Pacific and North America including 
Australia, Brazil, Canada, Hong Kong, Israel, 
Singapore, South Africa, UAE, UK and USA. 

It is currently chaired by the FCA and non-
regulator participants, such as the World 
Bank and IMF, have “observer” status. The 
‘sandbox’ concept implies a framework set up 
by regulators that allows startups and other 
innovators to conduct live “experiments” in 
a controlled environment, under regulatory 
supervision. The global sandbox conceived by 
the GFIN extends this testing environment 
to other participating jurisdictions. 

What?

While the GFIN has expanded its scope, 
the idea of global sandbox is at its core: 

• Cross-border testing: to provide start-ups 
with a sandbox environment – particularly for 
cross-border B2C and B2B services.

• Regulatory network: to act as a network 
of regulators to collaborate and share 
experience of innovation, including emerging 
technologies and business models, and 
to provide accessible regulatory contact 
information for firms.

• Joint RegTech: to provide a forum for 
joint RegTech work and collaborative 
knowledge-sharing.

•  In April 2019 GFIN announced it had 
selected the first eight firms to participate in 
its cross-border regulatory sandbox including 
Onfido, Tradle, Ascent RegTech Starling Trust, 
Alphapoint, Coinvestion, DACX and Atlant. 

What next? 

Develop testing plans with relevant regulators 
for cross-border trials, some of which will 
involve live transactions. Firms that develop a 
testing plan satisfactory to each jurisdiction’s 
criteria will take part in the pilot testing phase.

1
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As the three approaches highlight, fintech regulatory 
cooperation is taking place at multiple levels.

Although different in approach and target market, the 
intended outcome is largely similar – to drive wider and 
non-binding cooperation between regulatory authorities. 

With the fintech landscape moving so quickly, a balance 
will need to be struck between the level of ambition and 
the ability to execute. There’s still a lot to play for in the 
global sandbox. 

Conclusion: The start of the future?

EU – Innovation hubs

Who? 

The European Union is also pushing forward 
with its own separate network of national 
sandboxes and innovation hubs. The 
EU’s fintech Action Plan was unveiled in 
March 2018 with the goal to ‘harness the 
opportunities presented by technology-
enabled innovation in financial services.’

What? 

The FinTech Action Plan sets out 19 steps to 
enable fintech innovation including a central EU 
FinTech Laboratory where European national 
authorities can engage with fintechs. The 
Action Plan is part of the Commission’s efforts 
to build a Capital Markets Union and a true 
single market for consumer financial services. 

This was followed up by a report published 
in 2019 by the joint European Supervisory 
Authorities on best practices for the design 
and operation of regulatory sandboxes and 
innovation hubs and setting out options 
to support the scale-up of EU fintech.

The report says that the number of innovation 
hubs and sandboxes in the EU has grown rapidly 
with 24 innovation hubs and 5 regulatory 
sandboxes in operation and suggests the 
creation of an EU network to bridge innovation 
hubs and sandboxes across the EU. 

What next? 

The report acknowledges that these efforts 
may need to be supplemented by additional 
measures to harmonise local regulatory 
requirements and enable fintechs to scale up 
at an equal pace across EU member states.

Australia-US	fintech	cooperation

Who? 

In support of its fintech Innovation Hub, 
the Australian Securities and Investments 
Commission (ASIC) has been one of the most 
active regulatory authorities in terms of signing 
bilateral cooperation agreements with regulators 
around the globe. Since the beginning of 2016, 
ASIC has signed 14 separate agreements with 
regulators in the US and Canada, Europe, the 
Middle East and Africa, and across Asia. 

What? 

Agreements focus on providing a cooperation 
framework to support and understand fintech 
innovation in each jurisdiction and identify fintech 
and regtech market development opportunities.

What next? 

The cooperation framework seeks to:

• Support innovation through proofs of 
concept, trials and innovation competitions

• Provide a point of contact to assist 
startups transitioning into a new market

• Provide for pre-authorisation application 
assistance for licenses and registrations

• Guidance during the authorisation phase 

• Regulatory compliance assistance

2 3
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If that’s today, what about tomorrow? 

The first wave of techno-finance opened the door to the 
new reality, but over the coming decades demographic 
shifts and rapid growth in data availability in emerging 
regions will put flesh to the consumer’s new form. 

As this report explains, fintech success is already 
determined less by 20th century tactics of identifying, 
tracking and updating fixed products to stay ahead of 
competitors, than about very 21st century methods of 
analysing and anticipating future needs, and adapting 
service lines in quick succession as those needs evolve. 

There are already too many trends and technologies to 
stay on top of (this year open banking and AI are on the 
lips of most bankers in Europe, last year it was payments 
and cybersecurity (The New Road of Fintech, Fintech 
Disruptors EMEA 2019, MagnaCarta December 2018)) 
so you better make sure you know who your customers 
are – and have the infrastructure in place to adapt as 
their requirements change.

Companies that fail to adapt to this new reality, and 
the implications for their organisations, will find it very 
difficult to take advantage of the opportunities on offer 
as techno-finance takes over in the decade ahead. 

Companies that are ready to embrace the 
dimensions, the dynamics, the logic of the age 
of techno-finance place themselves at the 
threshold of an unprecedented opportunity. 

We are experiencing an age that could re-connect the 
West’s broken link between giving credit and delivering 
value - creating greater prosperity for a greater proportion 
of humanity than was ever possible before in the process. 

Questions for our time

Despite good reason for optimism, significant challenges 
stand in the way of runaway progress. If techno-
finance’s commercial logic is irrepressibly global, the 
current narrower, geopolitical focus of many nations is a 
potential barrier to reaping the rewards. And could lead 
to unintended market distortions. 

At the same time, a global scramble for data dominance 
by a handful of tech giants is already accelerating a 
march to monopolisation that will be difficult to unwind 
without coordinated, multilateral agreement between 
industries, regulators, and nations or regions.

In the new age of techno-finance, to ensure greatest 
benefit to the greatest number, the vision beyond 2020 
will need to be collectively coded, not individually written.

“If platforms are the future – who should 

police them? And how can they be monitored 

to enable the best innovations – not just those 

owned by the operators – to thrive?” 
 
Fintech Disruptors World 2020

“Payments will become less visible, and 

more associated with acquiring goods than 

complicated shopping exits – at which point 

Amazon and Apple will become more and more 

important but to make this work, they are going 

to need to be more open to partnerships.” 
 
Thomas Jul, Executive Vice President, NETS
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“We predict consumer and retail banking will see the most 

disruption in the next 3-5 years. Open banking created 

an opportunity for new players in the UK, the world’s 

most advanced open banking market. From PSPs to 

biometrics companies for SCA, we expect this pattern 

to continue across other markets in 2019 and beyond.” 
 
Thomas Rex, SVP, Fingerprints

“Open banking is spreading across the 

world from the EU. It’s one of the strongest 

drivers	for	fintech	innovation.	Ecosystems	

are emerging to serve developers looking to 

provide new products to bank customers.” 
 
Marten Nelson, Chief Marketing Officer, Token
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Mehul Desai,  
Chief Technology Officer, 
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Senior Vice President, 
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Mike Massaro,  
Chief Executive Officer,  
Flywire, USA

Paolo Sironi,  
Strategic Advisor,  
IBM, Germany 

Kareem Abdel Aziz,  
Global Head,  
Digital Payments Investments,  
IFC, USA

Mohit Davar,  
Chairman,  
International Association of 
Money Transfer Networks, UK

Michael Rouse,  
Chief Commercial Officer, 
Klarna, Sweden

Bradley J. Wiskirchen,  
Chief Executive Officer,  
Kount, USA

Cyril Chiche,  
Co-founder and Chief Executive 
Officer, Lydia, France

Jason Bates,  
Co-Founder,  
Monzo, UK 

Thomas Jul,  
Executive Vice President, 
NETS, Denmark

Cristina Junqueira,  
Co-founder and Vice President, 
Nubank, Brazil

Donald Lacey,  
Managing Director,  
Ping An Global Voyager Fund,  
Hong Kong

Simon Black,  
Chief Executive Officer,  
PPRO, UK

Martin Nelson,  
Chief Marketing Officer,  
Token, UK

Yoni Arbel,  
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TransferWise, UK

Colin Swain,  
Global Head of Platform,  
Travelex, UK

André Løvestam,  
Chief Executive Officer, 
Zwipe, Sweden
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MagnaCarta Communications is the specialist 
communications, research and marketing consultancy for 
the global payments and financial technology industry. 

The publisher of the Fintech Disruptors Research 
Series tracking global and regional fintech trends, the 
firm provides a full range of strategic marketing and 
communications services to help clients develop an 
original voice in the rapidly-evolving fintech ecosystem.

www.magnacartacomms.com 

Edgar, Dunn & Company (EDC) is an independent 
global financial services and payments consultancy. 
Founded in 1978, the firm is widely regarded as a trusted 
advisor to its clients, providing a full range of strategy 
consulting services, expertise and market insights.

From offices in Frankfurt, Istanbul, London, Paris, San 
Francisco and Sydney, EDC delivers actionable strategies, 
measurable results and a unique global perspective for 
clients in more than 45 countries on six continents.

www.edgardunn.com
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Research methodology 
This paper was developed by Edgar, Dunn & 
Company and MagnaCarta Communications using a 
combination of desk research, in-market experience 
and conversations with global fintech companies. 




