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Mobile Banking Struggles to Deliver Satisfying,
Personalized Experiences
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Ease of Use Drives 36% of Mobile Banking Satisfaction

Online Banking Bill Payment Alerts Mobile Deposit Zelle®

il ATET LTE + 80% wm )

GO PAPERLESS SET UP ALERTS

Bill Pay

v

Welcome to
= | Bill Pa
. ») Set Up Alerts

Send Money with Zelle®

3366 Zelle is the new way to send money directly
Enroll in our FREE Bill Pay service today. o between almost any bank accounts in the US,
u ey - v Enroll now and easily set up your bills and 5 ‘M. o tydp(;cal\y ‘“"-h'"b'"l‘”ulies Uslngblusl an email
payments. You can access them from your ) Huntington & ‘ :355 D’f""‘ﬂ ‘E‘dp 0"719 “U""d er, you fa"‘ now
You'll need the following to enroll: mobile phone or computer. et quickly, safely, and easily send money o more
Getting Started 1000000000% 423423456790 3365 people.
« Your Social Security Number (SSN) or 9 Enroll
ificati ke trol of your money with banking activity FAST - It takes | d nroliment
Taxpayer Identification Number (TIN) Take con ¥ Y g y t takes just minutes to scan an
+ Your TD Bank ATM or Visa® Debit Cards alerts sent to your phone or email. deposit your check. You can enroll in Zelle with the U by BB&T
* Your e-mail address EASY - Take pictures of your check, then mobile app in three simple steps. All you need
O Va D e e i S Here you can set yourself up with some basic verify your deposit details. to enroll is a BB&T personal checking or
I/’B\ packages, getting you to your accounts quicker. FREE - There are no service charges or savings account and a mobile number and/or
— Oncexou‘re comfo]nable with Online Banking, . monthly fees to use this option. email address. Here's how:
I want to enroll my 3 Naw e v;sm eszndage Al er;s pagedto cgs(om!ze eacl 1. Afterlogging on, select the More menu in
slertand add more advanced.ontions; the battom navigation bar and select Send
™ Personal Account > Set up alerts now? It only takes a minute. Money with Zelle.
= 2. Choase the primary account you want to
QO Yes use for Zelle payments.
£ Small Business Accounts > e 3. Verify your contact information {mobile
Al Nothianks number andfor email) for payments.
:l.?J Personal and Small Business Accounts > |EII That's it. Once you've enrolled, access Zelle by

selecting Send Money with Zelle.

Account Types

Only BB&T personal checking or savings
accounts can be used with Zelle. Checking
accounts can be used (o send and receive
money, but savings accounts are only able to

\ | | : | R

- v . v u - 4

& @ S aco
Note: if you don't have an SSN, you'll still be able to @ @ had

begin your personal enrollment enline, and then we'll Accounts  Transfers Deposits Bill Pay More
contact you to finalize things.
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“Primary Bank” Perceptions Are Changing

Gen Z’s Definition Based Heavily on Transactional Interactions

wnere [ oo | e 1
Where | have direct deposit of my paycheck ﬂ 30%
The account that | have held the longest ﬂ 29%
Where | have thelmost deposits ﬂ 200
Where fwithdraw cash from most often m 20%

It has branches and ATMs that are convenient to me
27%

Issued the debit card | use most often

Itis where | go first when | have financial questions 14%

Source: Javelin Strategy and Research, 2022 mGenZ m All Consumers
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Understanding the Journey from Transactional

to Proactive, Personalized Banking )

5

PROACTIVE
PARTNERSHIP

Javelin Mobile Banking
Maturity Path e

ENGAGEMENT

FINANCIAL
HUB

1

ONLINE
ACCESS

® Autonomous
e Actionable external banking
account monitoring | e gehavioral

®Customer
accommodation

® Optimized
experiences

¢Data cleansing
and normalization

triggers and

recommendations

ehobile as a device,
not a channel

® Mobile-only
functionality

® Siloed ® Seamless service
experiences escalafion

¢ Collaborative
engagement

®Forward-looking
insight and

planning

Source: Javelin Strategy & Research, 2021
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Key Drivers of Mobile Banking Maturity

PERSONALIZATION

As banks progress through the
Maturity Path, the depth of customer
data required to deliver richer, more
engaging experiences rises
exponentially with each phase. The
value to the customer of this pivot
rises as rapidly as the data required
to deliver such insights.

ENGAGEMENT

Generating greater mobile app
engagement hinges on brief,
compelling interactions, gamification,
and rewards to generate the same
release of endorphins from asmart
financial move as from someone
“hearting” your mostrecent picture
of your dog on social media.

AUTOMATION

Automation mustreduce the effort
required by mobile bankers to conduct
multiple-step transactions, apply for new
products, or gain some insightinto their
recent activity and behavior. Today, these
activities require significant inputand

Source: Javelin Strategy and Research, 2021 effort—limiting their appeal and use.
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How likely are you to switch primary How important is

banksinithelnextiZimonthss itto be able to  wen fesenta
switch your |
5 - Extremely likely to - 5% direct deposit e
switeh __EC easily during
account
4 - Very likely to switch - 9% opening?

B

3 - Somewhat likely to 22%
switch 14%

mGenZ mAll Consumers

May 2024 n = 8333
Base: Digitally active primary banking customers

Source: Javelin Strategy and Research, 2024 Source: Savanta Consumer Study

7 AMERICAN BANKER



Payroll Data Provides Deeper Customer Insights

Employment Data Money In Money Out

78 1 2 every Bank

- é Employee name and address Gross income Tax withholding, current period and

4 \ Account Alerts [ ]

J s

b 2 € geyastephens Date of birth Melineame year to date (federal and state,

: ) Social Security and Medicare, etc.)
AnyasS. has received a 22% Employment status Annual income

Increase inannualincome (full-time, part-time, contract, active,

=

Health care deductions

Your incom Pay cycle

lif Number.  *4r+5698 terminated, etc.) N * HSA and FSA contributions
5 orp. : + Year-to-date income ;
Pre-iui b “;:ik\:g + Type of income ! ) ' * Insurance benefit payments (life,
you f9r our (salary, hourly, etc.) + Hourly income and net hourly rate disability, pet, etc))
Pre-Qualified =Mium + Job title * Timesheet entries (paid, unpaid, or + Retirement contributions (401(k)s,
edit Card - Hire date scheduled) etc.)

Hours worked that will be paid in the
following pay cycle

Overtime
Bonuses

Months of employment

Premium Credit Card

Employer description and address

$800 Boru Premum Checking

Allocated tips
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TODAY’S ONBOARDING

TRADITIONAL PRIMARY PRIORITIES
MILESTONES
Switch the Engage personal Switch over
di\;\gct deposit finance features bi\ll:"pay '
1 Switch the direct deposit Win pole
Dominate th Switch .
dig?a{:]\?vaellete sxsccrigggas g(;%mon for
2 Enroll customers in online banking
Deepen Position Fl as a Cross-sell
digital habits finarllz:ial partner credit card
3 Establish a debit PIN Aqgregate Fire up
Participate alerts and
Secounts s notifications
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Javelin Digital
Engagement Index

ACTIVE
":g;,TDfIE ‘ °°i2?::rs ‘ FULLY ENGAGED
. B ars
Accounts Held 2.5 2.8 3.5
Daily Debit Daily Use 16% 29% 40%
Likely to Recommend 47% 51% 60%
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Deepen digital habits to expand the
foundation of engagement

=  Employ a multifaceted approach that incorporates
digital nudges and financial incentives.

= Provide digital tours in the banking app to
showcase tools that will save time and provide a
consolidated view of their finances.

aoup|Dg

= Leverage in-app alerts and notifications to
emphasize personal value and actionable insight.

=  Provide incentives such as fee waivers, rates, and
rewards to motivate accountholders to adopt
digital habits.
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Employer: TechSphere Total income Loan risk

Next payment date: 02/22/24 L 0 W
AVG monthly income: $7,239.81 '
Employment Status: Full-Time Salary E
$3,324 .
4 Allocation Amount
Annual estimatedincome:  $188,235

A 9% gisce 002112024

67%

. Newexteral
ALERT:  account funded

Review Transactions

(B High Allocation Percentage

Direct Deposit Allocation

Competitive Insights

- ‘ Q Pre-Qualified
As of 2/15/2024
Dawn L.
Income increased 22% in the @8 Luminary Cashback Card
last 31 days.
¥  High Yield Savings
S 24% A EH) $55,000 Personal Loan

Credit Card
Direct Deposit
$25,000 creitLimit EnrollmentRate |
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Go paperless, enhance security,
and grow your low-cost
consumer deposits

2-3X 60-80%

direct deposit enrollments vs average account balance growth
paper forms when enrolled in
direct deposit

@ Sign In

iy
gl

20'50% $946 Biometric &

improvement in direct average account revenue Keychain Enabled

deposit enrollments vs per year uplift when

similar solutions enrolled in direct deposit
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Have you turned to a provider other than your primary bank

0 for the following services in the past 12 months?
0 Track your credit score 27%

for example: Credit Karma or Credit Sesame _ 27%

of consumers say they do not Buy and trade stocks 13%
get their auto loan, mortgage, for example: Robinhood or Wealthfront R 13%
credit cards, and brokerage Review all of your accounts in one place 13%
- : ital [ 10%
services from the same bank forexample: Empower or Personal Capital Y
that holds their primary To save money 13%
. for example: Acorns, Digit, or Apple Savings _ 10%
checking account
relationshi To borrow money 13%
P- for example: Affirm or Upgrade _ 8%
To create and manage a budget 10%
Source: Savanta Consumer Study for example: Clarity Money or Digit - 7%
Track subscriptions or lower spending 9% Gen Z
for example: Rocket Money or Trim - 6% m All Consumers
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Why did you not consider your
primary bank for this need?

8%
A, 25%
S 24
I 23%

| didn't even consider my bank for this 21%
y 220

20%
20%

| liked it better

| wasn't sure if my bank offers this

A friend or family member recommended it

The app was easier to use 23%
18%

0
My bank doesn't offer this 18% 21% mGenZ

m All Consumers
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MARCH 2024

banking
transformed
white paper
by: Jim Marous

\
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The Power
A Pinwheel of Primacy

javelin | @) orsimat onsoaroin

Ongoing Onboarding:
The Antidote for Disengaged,
Unprofitable Customers

WHITEPAPER | APRIL 2024
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