
Digital disruption will drive strategic decisions across a broad range of consumer-facing industries in 2022. Data-

driven insights are giving organizations new opportunities to deepen customer relationships by offering personalized 

recommendations for products and services at the moment when the need for them arises — if not beforehand. 

The financial services industry, in particular, entered the pandemic-fueled digital acceleration behind the curve. With 

technology companies poised to break into the payments and lending arena, traditional financial services companies 

face increasing pressure not only to keep up with the pace of digital disruption, but to get ahead of the curve wherever 

possible. Using data judiciously to improve the customer experience can allow banks to offer the convenience and 

personalized experience clients want while taking advantage of their strong historical position in the marketplace.

To gain a deeper understanding of where these areas of opportunity may lie for banks seeking to get ahead of the curve, 

American Banker reached out to professionals in the banking and fintech space during October 2021 to get their insight 

on issues they expect to face in 2022

Banks face rising competition 
In the medium term, banks face increasing competition from new players in the financial services industry. Banks feel 

particular pressure from technology companies with the potential to disrupt the space. Nearly half of all banks expect 

tech giants to become major competitors in the next three years. Regional banks and credit unions, which have histori-

cally differentiated themselves through personalized service, are especially worried about competition from companies 

that have so thoroughly disrupted the customer experience in other industries such as retail.

Banks also face competition for consumer banking operations from Federal Reserve initiatives. Just over a quarter 

(26%) expect significant competition from the FedNow real-time payments rail and the potential implementation of a 

“digital dollar” currency. To the extent these developments offer the ability to clear and settle payments with less fric-

tion, they could lower barriers to entry even further for fintechs.
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Banks intend to spend money on technology, with a focus on the customer experience
It’s no secret that the pandemic has accelerated the speed of digital transformation across all industries. Banks are 

well aware that they need to at least match the pace of the financial industry overall. The vast majority (85%) expect 

to increase their technology spending in 2022 and beyond. Banks and fintechs intend to focus a good portion of this 

spending on improving the customer experience

 

Investments in new products or enhanced features that improve the customer experience are at the top of the list for 

most organizations (see Figure 1). Priorities such as expanding mobile or website capabilities and improving data ana-

lytics and measurement are also ripe targets. After all, these are the building blocks financial services organizations will 

use to build the personalized products, services and experiences that deliver an improved customer experience.

“Because of their product silos, banks have historically been challenged with accessing customer data to make messag-

ing more personal,” says Dana Goff, who leads the Financial Services Strategy team at Acxiom. “The leading banks are 

connecting data across those silos and appending third-party data to build more robust, actionable customer profiles to 

inform messaging. They’re asking for new data sources that are more timely, more granular and with higher velocity.”

Increasing personalization is a priority for banks of all sizes, but they don’t all think about personalizing their prod-

ucts and services in the same ways. Community banks and credit unions have traditionally focused on personalizing 

products in part because their customer bases are better-defined and have common needs. With smaller communities 

and the fact that credit unions, in particular, serve discrete segments of the population, their customers are more likely 

to want similar things at similar times — making them easier to target with focused marketing campaigns. In contrast, 

bigger banks serve a wider variety of customers with different interests, financial capabilities and needs. 

These larger banks now have an opportunity to personalize services in ways that may not have been available to them 

previously. By better understanding individual customer needs, they can more effectively match existing clients with the 

many offerings they already have in place. They also have the ability to tailor those opportunities to customers’ needs 

as they evolve, widening their appeal and making them more responsive to current trends. Their historical inability to do 

these things has been a pain point for banks, as consumers have been left to themselves to sift through their offerings.

Source: Arizent/American Banker, October 2021          
Base: Total banks and fintechs n=175 Data labels for categories with less than 5% are not shown

In terms of future investment in CX, where do you see your organization’s focus for the next 3 years?

New products or enhanced features and functionality of existing products

Personalized experiences

Mobile or website capabilities

Data, analytics and measurement

Use of Artificial Intelligence and Machine Learning

Channels of engagement (ex. voice rec, service automation)

Marketing automation
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Figure 1: Where organizations intend to focus CX spending over the next three years



Banks can leverage their traditional status as trusted institutions 

Privacy and security have long been key concerns for banks and their clients. The vast majority (90%) of banks and 

fintechs have some level of concern that privacy laws will affect their customer experience strategies over the next three 

years. Where other industries have had the space to convince consumers to forgo a certain amount of privacy for conve-

nience, regulated industries like banking have significantly less leeway.

Keeping private information secure is both a challenge and an opportunity for financial services companies. Regulatory 

compliance is deeply entrenched in traditional financial organizations’ operations. But when it comes to treating cus-

tomer information properly, legal compliance amounts to table stakes. So, while big banks have a leg up on potential dis-

ruptors in terms of legal compliance, they don’t necessarily have the same advantage when it comes to using customer 

information fairly. That advantage comes from building trust with clients over the long term.

“Trust is ultimately built through being relevant to the customer,” says Don Graumann, Managing Director for the Finan-

cial Services Industry at Acxiom. “And being relevant requires that you understand who your customers are and what 

they need, so you can make offers that speak to those needs the moment they arise.”

Building trust creates a positive feedback loop: Consumers are more willing to share data if they trust organizations to 

use it ethically and properly. The more data customers share, the better banks can tailor their offers to ensure they are 

both valuable and timely. Increased trust also creates benefits for banks by shifting the ground on which they compete. 

Offering a relevant product at the right time means banks don’t need to compete as aggressively on price, Graumann 

points out.

Banks are ultimately likely to need help reaching their technology goals
Although banks largely believe they have hired a team with the skill set to achieve their goals, only 15% believe they have 

all the pieces in place. Organizations mostly say they intend to address this skills gap by hiring new talent (74%) and 

upskilling their existing staff (63%) (see Figure 2).

What steps will your organization take over the next 3 years to attain the right skill sets to achieve your goals?

Hire new talent Upskill existing talent Increase reliance on 
outsourcers or contract 

employees

None of the above, we are 
unlikely to take the steps 
necessary to get the right 

skill sets

74% 63% 33% 2%

Source: Arizent/American Banker, October 2021
Base: Total banks and fintechs n=175

Figure 2: How organizations intend to attain skill sets to achieve tech goals  
in the next three years



Given the tightness of hiring markets, this approach may be overly optimistic. Banks may also be underestimating the 

resources they will need to make a robust shift in how they deal with customer data across the enterprise. Building trust 

will require banks to pull data from areas that have historically been siloed from one another. 

Something as simple as integrating customer service and marketing can help build relevancy, according to Graumann. 

“If I have a servicing issue and you hit me with a bunch of new product offers, I may wind up feeling like you just want 

more of my money,” he points out. But the legacy technology systems banks use to run these different parts of their 

operations may not talk to each other. Companies that are experts in data management can bridge those operations, 

but accomplishing that in-house could pull resources away from more useful areas, like developing new products and 

services.

Banks that decide to build these systems in-house will be doing so for the first time — and it’s rare for any organization 

to get complicated technology solutions right from the very start. Using external skilled providers to integrate those 

solutions is likely to be a faster path to implementation. Customer intelligence companies like Acxiom have been build-

ing identity and data solutions for years now. With rising competition from technology-focused companies already using 

advanced data platforms, banks may not be able to afford the time it will take to develop in-house solutions and may feel 

the need to seek such a provider.

“At Acxiom, we find the most successful and effective partnerships are where we are able help our clients free up re-

sources and headspace to focus on building and servicing great products,” says Goff.

Without building agility into their technology development plans, banks risk losing their competitive advantage to new 

entrants as well as faster-moving peers. And because great customer experiences are so tightly tied to relevance and 

trust, a failure to keep pace could have long-term reputational consequences as well.

Banks need to stay ahead of a rapidly changing market
The financial services industry has clearly entered an era of rapid change. As customers have become more used to 

personalized experiences in other industries, they are demanding those same experiences from their banks. With virtual 

banking overtaking brick-and-mortar entities, more and more financial services organizations are finding themselves 

fighting over the same group of prime customers. The ability to understand those customers and offer them what they 

need when they need it will be critical in the years ahead.



Methodology 
During October 2021, American Banker reached out to professionals in banking and fintech to offer their 

insights about issues facing their businesses in 2022. A total of 175 qualified leaders and staff at banks and 

fintechs of varying sizes completed the online survey.

About Acxiom
Acxiom is a customer intelligence company that provides data-driven solutions to enable the world’s 

best marketers to better understand their customers to create better experiences and business growth. 

A leader in customer data management, identity, and the ethical use of data for more than 50 years, 

Acxiom now helps thousands of clients and partners around the globe work together to create millions of 

better customer experiences, every day. Acxiom is a registered trademark of Acxiom LLC and is part of The 

Interpublic Group of Companies (IPG). For more information, visit Acxiom.com or email info@acxiom.com.

 

For more information, visit Acxiom.com or email info@acxiom.com.

About Arizent Research
Arizent delivers actionable insights through full-service research solutions that tap into their first-party 

data, industry SMEs and highly engaged communities across banking, payments, mortgages, insurance, 

municipal finance, accounting, HR/employee benefits and wealth management. The company has leading 

brands in financial services, including American Banker, The Bond Buyer, Financial Planning and National 

Mortgage News, and in professional services, such as Accounting Today, Employee Benefits News and 

Digital Insurance. 

For more information, please visit arizent.com

https://www.acxiom.com/what-we-do/unified-data-layer/
https://www.acxiom.com/identity-resolution-solutions/
https://www.acxiom.com/data-privacy-ethics/
https://www.arizent.com/

