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Introduction

Meeting customer expectations is 

in the DNA of all fintechs, which are 
continuously striving to provide their 

customers with a frictionless digital 

experience. But now the industry is at 

an inflection point, as it ramps up for its 
next phase of growth in today’s more 

volatile economic environment.  

As they take customer experience to the 

next level, fintechs will face a litany of 
challenges. These include: (1) coping with 

increasing regulations around KYC and 

data privacy and security; (2) meeting 

worldwide customer needs for 

high-quality, 24/7 service and 

troubleshooting; (3) attracting,  
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developing, and retaining CX skills 

and talent, and (4) keeping up with 

technological change related to  

customer and employee experiences.  

Fintechs have long been masters at 

using technology and digital platforms 

to grow their businesses and reach new 

customers across markets. Yet to win in 

the future, technology alone will not be 

enough. The most successful  fintechs are 
already melding “high-tech” with “high-

touch”—drawing on human support to 

provide the subject matter expertise, 

responsiveness, and personal approach 

that a larger and more diverse client                                                              

base requires. 

To understand the latest fintech 
strategies and challenges around 

customer experience—and the future 

role of digital and human support—

TDCX surveyed 200 senior executives at 

fintechs around the world in September-
October of 2022. We probed many 

aspects of their CX approaches: the 

initiatives they are taking, the problems 

they are seeing, the investments they 

are making, and the benefits they                 
are gaining.  

Our research, as summarized in this 
report, Rethinking fintech customer 
experiences, reveals that most fintechs 
indeed are striving to supplement digital 

solutions with a more personal touch. 

Over the next few years, more fintechs 
will be providing tiered services with 

increasing levels of human support and 

adding human touchpoints into customer 

journeys. Investing in outsourcing will 

also grow. These investments in CX will 

lead to a myriad of financial, strategic, 
and operational benefits for forward-
looking fintechs.
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Research background

5Rethinking FinTech Customer Experiences



Research background

About the survey respondents

Of the 200 fintech survey respondents, 
half are based in the Americas, a third in 

Europe, and the rest in Asia-Pacific. Most 
are under $500 million in revenue but 

are growing fast—almost half at a rate of 

more than 10% per year. The bulk of firms 
have been in business less than 15 years. 

The largest group of  executive 

respondents are CEOs or their direct 

reports, with technology executives 

the next most numerous. The study 

surveyed fintechs covering a range of 
financial activities, including payments, 
banking, lending, insurance, trading,                             

and investment.  

Countries surveyed %

Asia Pacific 18%

Australia 5%

India 8%

Singapore 5%

Europe 33%

France 5%

Nordics* 10%

UK 18%

Americas 50%

Canada 15%

Mexico 5%

US 30%

Respondent titles %

Chief Executive Officer 18%

Direct reports 33%

Chief Technology Officer 14%

Direct reports 9%

Chief Information Officer 8%

Chief Digital Officer 1%

Chief Customer Officer 2%

Chief Customer              
Experience Officer 2%

Chief Human                   
Resources Officer 3%

Direct Reports 1%

Chief Marketing Officer 5%

Chief Strategy Officer 4%

Chief Innovation Officer 2%

*Denmark, Finland, Norway, Sweden
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Research background

About the survey respondents

% firms by revenue

% firms by subjector

% firms by revenue growth, 2021

% firms by years in business

Under $50 million

$50-$500 million

Over $500 million

Low (< 5%)

Medium (5%-10%)

High (> 10%)

Under 10 years

10-15 years

Over 15 years

Payments 
23%

Lending 
18%

Insurance 
18%

Banking

23%
Financial
trading

13%

Investment

8%
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Research background

Fintech customer bases 

The customer bases of the firms in our 
study are fast-growing—with almost 

two-thirds expanding by more than 10% 

last year—and are primarily composed 

of individuals or a balanced mix of 

individuals and companies. 

Individual customers are largely in the 

medium income range, are concentrated 

among millennials and GenXers, and are 

chiefly in North America and Europe. 
Most fintech corporate customers are 
relatively small, with under $1 billion              

in revenue. 

% firms by revenue

Firms by customer
base growth, 2021 

B2C and balanced mix firms by 
customer age group 

B2C and balanced mix firms by avg. 
customer income 

B2C 
43%

Balanced mix 
40%

B2B 
17%

Silent generation
(Over 76 now)

Baby Boomers
(58 to 76 now)

Generation X
(42 to 57 now)

Millennials
(26 to 41 now)

Generation Z
(under 26 now)

9%

1%

15%

22%

36%

Low (< 5%)

Medium (5-10%)

High (> 10%)

17% 17%

49%

Low
(< $100K)

Medium
($100K to 

$399K)

Hihg 
($400K +)
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Research background

Fintech customer bases 

B2B firms by customer 
base revenue 

Firms by customer base region 

< $100m

$100m - $1bn

$1.1bn+

North America

Europe

Asia Pacific

Latin America
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Research background

Maturity methodology  

A prime objective of this research 
was to determine what constitutes 

leadership among fintechs in    
customer experience.  

To answer this question, TDCX applied a 

scoring methodology to the self-reported 

progress of fintech respondents in key 
dimensions of customer experience. 

Our economists then categorized the 
organizations into three maturity stages. 
Just under a quarter of the surveyed 

companies were beginners, while 

advancers accounted for slightly more 

than half of organizations, and leaders for 
a quarter. 

Beginner
22%

Advancer
54%

Leader
25%

Our CX maturity framework

We categorized each respondent into 

three groups: beginners, advancers, 
and leaders. These categories were 

based on responses to the following 

question: What stage is your business in 

implementing the following initiatives to 

enhance customer experience?  

 ■ Personalizing and targeting 
marketing campaigns 

 ■ Mapping the customer journey  

 ■ Creating intuitive, user-friendly digital 

customer experiences 

 ■ Creating seamless customer 

experiences across channels 

 ■ Using AI and data analytics to 

recommend products/services  

 ■ Personalizing customer service 
 ■ Providing 24/7 customer service and 

tech support 

 ■ Offering human touchpoints across 

the customer journey 

 ■ Offering human support to deal with 

certain/complex issues 

 ■ Offering tiered levels of service 

to provide increasing levels of         

human support 

 ■ Ensuring rigorous data security and 

risk management 

We used the following scoring for the 

stages of implementation:   

1. Not considering or not applicable,          

0 points 

2. Planning or starting to implement,               

1 point 

3. Partly implemented, 2 points 

4. Largely implemented, 3 points 

5. Fully implemented, 4 points 

Based on these responses, we calculated 

a score of 0-4 for each company. We 

took the average of the scores for each 

respondent and grouped them into one 

of the three maturity categories. Those 

below the 25th percentile of scores were 

classified as beginners, those above the 
75th percentile as leaders, and those in 

between as advancers.
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CX maturity by region

Research background

What leaders look like 

Fintech CX leaders are more likely 

to be larger firms that have been in         
business longer.  

Based on a weighted average of the 

three maturity categories, by region,                 

Asia-Pacific firms are ahead in CX 
maturity, followed by the Americas, while 

European firms lag. The most mature 
subsectors are lending and insurance, 

while financial trading fintechs trail, with 
40% still CX beginners. 

CX maturity by subsector

17%

27%

33%

40%

14%

13%

Lending/financing

Insurance

Banking

Payments

Investing/wealth 
management

Financial trading

31%

31%

31%

16%

54%

17%

27%

33%

40%

51%

42%

40%

52%

71%

14%

13%

27%

8%

34%

49%

17%

15%

58%

26%21%

52%

27%

APAC

72

Americas

69

Europe

62 Weighted avg.

Beginner

Advancer

Leader

CX maturity by revenue

8%

65%

27%

27%

58%

15%23%

62%

15%

Under 
$50m

60

$50m to 
$500m

64

Over 
$500m

81 Weighted avg.

Leader

Advancer

Beginner

Weighted avg.

Leader Advancer Beginner

CX maturity by years  
in business

16%

58%

25%

29%

49%

22%19%

66%

16%

Under 10

63

10 -to 15

66

Over 15

76 Weighted avg.

Leader

Advancer

Beginner
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Humanizing customer

experience
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Number of  customer transactions

Customer demand for our 
products/services

Size of the customer base

Average customer wealth/
income level

Number of customer interactions

Need for personal service and 
support

Average age of  individual 
customers

Average corp. customer size

Humanizing customer experience 

CX leaders turn economic volatility 
into an opportunity 

Today’s volatile economic and market 

climate is spurring a growth surge 

for the fintechs in our study. In tough 
times, CX leaders have an edge.  

In difficult times, customers tend to 
manage their financial activities more 
closely. That can lead to increased 

business for some fintechs and reduced 
business for others, according to our 

research. On a net basis—those seeing 

an increase minus those reporting a 

decrease—fintechs have seen a lift in 
business. Nearly half of firms reported 
a rise in the number of customer 

transactions and customer demand for 

products and services. Close to a third 

(net) reported growth in the size of the 
customer base, and one-fifth in the 
number of customer interactions. 

Interestingly,  a net 17% of firms reported 
an increase in the average age of 

customers and a net 12% reported a rise 

in the average wealth or income level 

of customers—showing that fintechs 
are appealing to a broader range of 

customer. However, for B2B fintechs, the 
balance was on the downside for the size 
of the average corporate customer. More 

respondents saw this falling than rising as 

smaller firms turned toward fintechs to 
manage their finances.  

17% 
of firms reported 
an increase in the 
average age

Net % firms seeing increase (or decrease) 
from economic volatility 

17%

-7%

30%

12%

20%

10%

44%

47%
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Humanizing customer experience 

CX leaders turn economic volatility into an opportunity 

CX leaders do better during times of 
market uncertainty

Customer experience leaders reaped 

the benefits of customer growth much 
more than others. On an absolute basis, 

more than 8 in 10 leaders reported 

increases in the size of the customer 
base, the number of transactions, 

and customer demand. More than                                       

two-thirds also saw a rise in the number 

of customer interactions.  

For the customer base particularly, more 

than twice the percentage of leaders 

than others saw growth. “We witnessed 

a significant increase in new customers 
and in our market reputation,” said a 

senior executive at one banking fintech 
leader based in Canada.

Areas where leaders are seeing biggest 
increases from economic volatility 

Leader Other Ppt. difference

Size of the customer base 86% 42% +44

Number of customer transactions 86% 48% +38

Customer demand for our products/services 84% 50% +34

Number of customer interactions 66% 32% +33
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Humanizing customer experience 

But becoming a CX leader does 
not come easy 

As they pursue their journeys toward 
CX leadership, fintechs face challenges 
around regulation, service provision, 
skills development, and technology. 

Some of the biggest hurdles involve 
regulations, including government 

rules around know your customer (KYC) 

verification and data privacy.  “Due to 
our outdated technology, our staff is 

unable to promptly execute customers’ 

KYC checks,” said the CEO of a Mexican 

insurtech. Other challenges relate to 

taking customer service to a higher 

level, such as measuring the quality 

of service, maintaining sufficient 
operating hours, providing responsive            

troubleshooting, and developing the 

needed employee skills. 

These challenges vary by a fintech’s 
stage in the CX journey. When starting 

out, performing KYC checks, coping 

with cybersecurity risks, and dealing 

with the high cost of customer service 

all loom larger. As fintechs become CX 
leaders, they face issues associated with 

their success, such as maintaining 24/7 

operating hours, managing a worldwide 

client base, and providing responsive 

troubleshooting for a diverse client base. 

Top 10 CX challenges for fintechs 

Performing KYC checks

Monitoring/measuring quality  of service

Maintaining  sufficient operating hours

Providing quality service/troubleshooting

Compliance with data privacy regulations

Developing employee knowledge/skills

Coping with cybersecurity risks

Keeping up with tech changes

Managing a worldwide client base

Lack of right tech to support CX

41%

29%

45%

32%

28%

42%

32%

26%

48%

49%
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Challenge Leader Beginner

Maintaining sufficient 
operating hours

65% 30%

Managing a worldwide 
client base

51% 9%

Providing quality, 
responsive service

39% 14%

Challenge Beginner Leader

Performing KYC 
checks

50% 37%

Coping with 
cybersecurity risks

41% 8%

High cost of customer 
service

39% 20%

CX challenges greater for leaders CX challenges greater for beginners 

B2C vs. B2B challenges

Given the size and diversity of their customer bases, B2C firms face 
greater difficulties than B2B firms in complying with KYC regulations, 
measuring the quality of service, maintaining sufficient hours, 
and providing responsive troubleshooting. Cybersecurity is more 

challenging for B2B firms, which must meet the more stringent 
demands of business clients.

Challenge B2B B2C

Performing KYC checks 32% 55%

Monitoring/measuring quality of service 38% 56%

Maintaining sufficient operating hours 21% 48%

Compliance with data privacy regulations 41% 42%

Keeping up with technology changes 38% 42%

Providing responsive troubleshooting 26% 35%

Coping with cybersecurity risks 41% 28%

Humanizing customer experience 

But becoming a CX leader does not come easy 
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Humanizing customer experience 

The view from the top: How fintech 
executives see CX challenges 

We asked respondents to tell us specifically about their biggest CX 
challenges in their own words. They described problems ranging from 

regulatory challenges around customer verification, cybersecurity, and data 
privacy, to hurdles related to service provision, skills, and technology. Here 

are some of their comments: 

KYC, cybersecurity and 
data privacy

Service provision and skills Technology

“Inadequate cybersecurity 

measures often hinder 

seamless customer 

onboarding as customers 

don’t feel confident to share 
their personal information.” 

CTO, US payments fintech

“Due to the limited capacity  

of our customer support  

team, we are unable to 

provide an immediate 

response to customer 

inquiries.” 

CTO, Mexican trading 
fintech

“Slow processing and    
delayed responses make 

customers agitated, and       

they tend to leave.” 

CTO, UK payments fintech

“Inadequate data quality/ 

access is our primary   

concern, which leads to      

issues of security and privacy 

of our customer base.” 

 CTO, US lending fintech

“The ‘working in silos’ 

attitude is ruining the 

customer experience.”  

CEO, UK lending fintech

“Choosing the appropriate 

tools and channels to 

better cater to customer 

expectations has been the 

biggest CX challenge.” 

Direct report to CEO, US 
insurance fintech

“Customers experience 

delays in the document 

verification process, and it 
hinders onboarding them.” 

Direct report to CHRO, US 
lending fintech

“Managing the digital 

expectations of customers 

and the aversion of  

employees towards change    

is quite a tedious task.” 

CHRO, India-based 
neobank

“Keeping up with innovation 

is the  most difficult part of 
CX.” 

CHRO, Canadian neobank

“Customers hate to go 

through our redundant 

onboarding process.” 

Direct report to CEO, French  
payments fintech

“The requirement for 

tailored help with loans 

and other financial 
services by  our customers 

necessitates a larger 

number of knowledgeable 

employees.” 

CEO, Canadian neobank

“Keeping up with the 

customer’s   needs and 

simultaneously with 

technological advancement 

to improve CX has been a 

constant struggle.” 

CTO, Nordic banking 
fintech
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Humanizing customer experience 

Fintechs are moving fast to improve 
customer experiences  

Fintechs are racing ahead to enrich 

customer experiences by combining 

digital solutions with human touch. 

Fintechs that fall behind competitors in 

this area risk losing market share as the 

experience economy takes root.  

Our research shows that most fintechs 
have largely or fully implemented 

multiple initiatives to enhance customer 

experience. These include steps to 

personalize customer service, provide 
24/7 support, ensure data security, and 

use AI for customer recommendations. 

In addition, a large minority is creating 

seamless, intuitive customer experiences 

across channels based on what they 

have learned from mapping customer 

journeys. 

For fintechs, technology is not enough 

But there has been less progress on the 

human front. Less than a third have made 

significant headway in offering human 
touchpoints across customer journeys, 

and even fewer in offering tiered levels of 

service with increasing human support.   

That will all change in two years, when 

most fintechs plan to largely or fully 
implement a wide range of initiatives 

across the high-tech and high-touch 

continuum. The fastest growing areas 

will be around adding humans to the 

mix. Fintechs offering tiered levels of 

human support will more than double 

from 28% to 63%, while including human 

touchpoints in customer journeys will 

jump from 30% now to 50%.  

Taking a lesson from CX leaders 

CX leaders show what the future holds. 

Nearly all of them provide personalized 
service, and more than three-quarters 

map customer journeys, create seamless, 

cross-channel experience, provide 24/7 

support, and offer human support to deal 

with complex issues.     

18Rethinking FinTech Customer Experiences



Humanizing customer experience 

Fintechs are moving fast to improve 
customer experiences  

Initiatives largely or fully implemented, now and in two years 

CX initiatives Now Two years Ppt. increase

Personalizing customer service 61% 78% +17

Providing 24/7 customer service and tech support 53% 73% +20

Ensuring rigorous data security and risk management 50% 77% +27

Using AI and data analytics to recommend                     
products/services

50% 80% +30

Creating seamless customer experiences across 
channels

44% 77% +33

Offering human support to deal with certain/                  
complex issues

44% 73% +29

Creating intuitive, user-friendly digital customer 
experiences

41% 62% +21

Mapping the customer journey 41% 66% +25

Offering human touchpionts across the customer 
journey

30% 50% +20

Offering tiered levels of service with increasing human 
support

28% 63% +35

Personalizing and targeting marketing campaigns 27% 52% +25
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Humanizing customer experience 

Fintechs are recalibrating the 
balance of technology and 
human support

Fintechs recognize that digital   

solutions are not enough for their 

customers, particularly as they grow 
their client bases across age and 

demographic cohorts. 

Most fintechs now strike a balance 
between technology and human support 

for key activities around customer 

analysis, acquisition, and service. Over 

the next two years, fintechs will go even 
further: most will use a tech+human 

approach also for marketing campaigns, 

upselling, and customer onboarding. 

However, technology will dominate 

in areas where human intervention is 

less necessary, such as fraud detection, 

compliance, data protection, reporting 

and record-keeping. “We are putting 

a lot of effort into fraud detection, 

compliance, and data protection with 

the use of modern technology,” said 

the chief technology officer of a French 
financial trading firm. In general, fintechs 
will increase their use of technology 

while moving away from a purely human 

approach over the next two years. 

Leaders already are well ahead in taking a 

tech+human approach for most activities, 

from customer acquisition and analysis to 

onboarding and service. But they tend to 

rely more on technology than others for 

marketing and sales; they will do more so 

over the next two years as a cost-efficient 
way to reach a wide audience. 

Where fintechs use technology and human support in the 
customer journey 

Activity Method Now
Two 

years

Acquire new customers

Balance between technology & human support 54% 64%

Primarily human support 22% 14%

Primarily technology 25% 23%

Analyze customer 
behavior & anticipate 
customer needs

Balance between technology & human support 50% 60%

Primarily human support 22% 6%

Primarily technology 28% 34%

Conduct sales & marketing 
campaigns

Balance between technology & human support 43% 60%

Primarily human support 35% 15%

Primarily technology 23% 25%
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Activity Method Now
Two 

years

Customer onboarding

Balance between technology & human support 44% 52%

Primarily human support 21% 5%

Primarily technology 35% 43%

Customer service and 
administration

Balance between technology & human support 55% 57%

Primarily human support 20% 13%

Primarily technology 26% 30%

Engage with prospective 
customers

Balance between technology & human support 61% 57%

Primarily human support 18% 10%

Primarily technology 22% 34%

Fraud detection, 
compliance, and data 
protection

Balance between technology & human support 28% 29%

Primarily human support 10% 5%

Primarily technology 62% 67%

Reporting and 
recordkeeping

Balance between technology & human support 33% 24%

Primarily human support 5% 2%

Primarily technology 63% 75%

Resolve customer 
problems/respond to 
customer requests

Balance between technology & human support 63% 65%

Primarily human support 19% 8%

Primarily technology 18% 28%

Upsell existing customers

Balance between technology & human support 47% 55%

Primarily human support 27% 15%

Primarily technology 26% 31%

Humanizing customer experience 

Fintechs are recalibrating the balance of 
technology and human support
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Humanizing customer experience 

The multiplier effect of 
human support

Offering human support provides 

many benefits to fintech customers, 
which translate to stronger fintech 
performance. 

Fintechs offering human support cite 

many improvements in elements of 

customer experience, such as the ability 

to provide subject matter expertise 

and more personalized and responsive 
service. Subject matter expertise offers 
the highest value to banking, whereas 

more responsive service is a big value 

driver for insurance customers.  

Human-driven improvements to 

CX enable fintechs to boost their 
performance across multiple dimensions. 

These include greater customer 

retention and satisfaction; improved 

competitiveness, quality, and reputation; 

and, more customers and greater 

revenue. These benefits can loom larger 
for some sectors: for example, 77% 

of insurtechs cited greater customer 

retention, while 62% of neobanks 

reported higher customer satisfaction.  

Said the CEO of a trading fintech in the 
Nordics: “With improved communications 

channels, we are able to interact more 

with our customers, hence making them 

feel more valued.” The CTO of Mexican 

banking fintech talked about the impact 
of training and human development on 

CX: “We have achieved higher customer 

retention rates, unlike before.”   

Added CX value from human support

Highest by sector  

Greater provisions of
subject matter expertise 59%

50%

57%

43%

37%

13%

More personalized service

More responsive service

No value added

More empathetic service

Ability to expedite urgent/
compex issues

64% Banking

73% Investing

60% Insurance

52% Trading

40% Insurance
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Humanizing customer experience 

The multiplier effect of human support

Highest by sector  

77% Insurance

62% Banking

67% Investing

52% Trading

60% Trading

43% Lending

47% Banking

37% Insurance

31% Payments

How offering human support improves 

fintech performance

Greater customer retention

Higher customer satisfaction

Increased competitiveness

More customers

More market differentiation

Improved reputation

Higher revenue

Higher quality service

Increased ability to upsell

52%

48%

48%

38%

35%

32%

32%

22%

22%
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Most CX leaders will combine human 

and digital solutions over the next two 

years. So why are some fintechs sticking 
to technology alone? And will they lose 

business if they do?  

Our research shows that nearly all CX 

leaders will draw on both people and 

machines to provide superior customer 

experiences in the years ahead. An 

executive at a UK investment fintech 
told us: “Following customer feedback 

on customer service, we implemented 

automated phone service and chatbots 

for quicker resolution, which has boosted 

our customer retention.” The CTO of 

a Canadian neobank added: “Lack of 

personalized customer interactions 
has been a challenge as customers                     

feel unheard.” 

According to Statista, 40% of customers 
stopped doing business with a company 

in 2020 due to poor customer service. 

Despite the growing evidence, a pocket 

of fintechs, particularly those early in 
their CX journeys, would rather just 

use technology to service customers. 

They offer a host of reasons. Some say 
customers prefer digital solutions in 

a 24/7 world. Others point to higher 

costs of human support. Still others 
say human support does not offer any               

competitive advantages. 

What will the future hold?  

Will these rationales remain true in the 

next wave of fintech growth? As fintechs 
expand across more diverse customer 

bases—by both age and wealth levels—

will technology alone meet the needs 

of their clients? When the majority 
of fintechs move to a tech+human 
approach—and globalization heats 
up competition—will technology-

only fintechs be able to preserve their              
market share?  

With 69% of CX leaders using human 

support already citing greater customer 

retention and 45% reporting increased 

competitiveness, technology-only 

fintechs will want to think twice 
about the future service needs of                              

their customers.  

Humanizing customer experience 

Can fintechs optimize customer 
service through technology alone?

40% 
of customers stopped 
doing business 
with a customer in 
2020 due to poor                    
customer service. 
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Humanizing customer experience 

Can fintechs optimize customer service through 
technology alone?

Fintechs embracing human support in two years  

Reasons some fintechs eschew human support 

Offering tiered levels of 
human support

Offering human support to 
deal with complex issues

Offering human touchpoints 
across the customer journey

68% 90%

38% 86%

52% 96%

OthersLeaders

Customer preference for digital

Reduce training requirements

Maximize accuracy/consistency

Keep down costs

Provide 24/7 support

No competitive advantage

Lower headcount

Keep prices down

58%

53%

44%

40%

39%

35%

33%

26%
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Technology and data in CX
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Technology and data in CX 

Customers shift toward 
smartphones and virtual 
conferencing 

Smartphones are already a key channel 

for many fintech customer activities. 
Over the next two years, the use of 
smartphones will become pervasive. 

“We have increased our user base by 

introducing premium mobile app digital 

solutions,” reported the chief strategy 

officer of a UK banking fintech. Our 
research reveals that this trend will 

continue, especially for activities that 

lend themselves to smartphones, such 

as making transactions and accessing 

information about accounts and products 

and services. At the same time, the use 

of websites will drop, and customers will 

become more accepting of automated 

human chat for getting personalized 
advice and tech support. 

But there are times when human support 

is preferred. Virtual conferences, for 

instance, will grow in usage for accessing 

insights, getting personalized advice, 
onboarding, and sharing information 

with peers. While the use of face-to-face 

meetings and phone calls will decline 

over the next two years, they will still 

be used for activities such as getting 

personal advice. 

Primary channels by activity 

Access account 
information

Now
Two 

years

Smartphone/app 54% 67%

PC website 27% 14%

Email 15% 13%

Phone calls 3% 1%

Face-to-face meeting 2% 0%

Access insights and 
analysis

Now
Two 

years

Smartphone/app 40% 57%

PC website 25% 16%

Email 14% 6%

Virtual conference 7% 14%

Automated chat 7% 4%

Receive service/tech 
support

Now
Two 

years

Smartphone/app 28% 38%

Online human chat 24% 15%

Phone calls 16% 6%

Automated chat 16% 22%

Email 9% 4%

Learn about products/
services

Now
Two 

years

Smartphone/app 41% 52%

PC website 22% 17%

Social media 15% 12%

Email 13% 8%

Phone calls 5% 4%
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Technology and data in CX 

Customers shift toward smart phones and 
virtual conferencing 

Get personalized advice Now
Two 

years

Virtual conference 19% 21%

Email 19% 14%

Phone calls 17% 7%

Smartphone/app 15% 30%

Automated chat 10% 13%

Online human chat 10% 6%

Face-to-face meeting 10% 5%

Share information with 
peers

Now
Two 

years

Phone calls 21% 15%

Smartphone/app 16% 22%

Virtual conference 15% 31%

Email 10% 7%

Face-to-face meeting 10% 3%

Social media 10% 11%

Make transactions Now
Two 

years

Smartphone/app 86% 94%

PC website 13% 4%

Phone calls 1% 3%

Open accounts/
onboarding

Now
Two 

years

Smartphone/app 39% 42%

Virtual conference 20% 25%

PC website 17% 13%

Face-to-face meeting 10% 4%

Email 5% 6%

Access financial services/
products

Now
Two 

years

Smartphone/app 63% 70%

PC website 35% 26%

Virtual conference 1% 2%

Email 1% 1%
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Technology and data in CX 

Fintechs will continue to boost their 
overall technology spending 

Fintechs ramped up their total 

technology outlays by 68% over the 

last fiscal year, and they plan another 
hike of 25% over the next fiscal year. 
Fintechs would be wise to assess where 

they stand against competitors in the 

technology spending race.   

Spending on technology is a steady 
climb for fintechs. Last fiscal year, the 
average spend was over $9 million; this 

year, over $15 million. Next fiscal year, 
spending is slated to exceed $19 million. 

Fintechs understand the need to invest 

in technology to drive CX. “Investing in 

technology to achieve the desired CX 

standards calls for higher costs,” said 

the CIO of a French neobank. Firms in 

the Americas and APAC are spending 

the most now, while European firms are 
behind—but next year European fintechs 
will catch up with those in APAC. 

As a percentage of revenue, the average 

technology spend will also more than 

double from the previous fiscal year to 
next, from 1.67% to 3.47%.   

Leaders, already spending more than 

others, will ratchet up their investments 

even faster. That will create bigger woes 

for fintechs on the wrong end of the 
digital investment divide.   

Payments firms—in the middle of the 
pack in CX maturity—are investing 

heavily. As a share of revenue, they spent 

more on technology this fiscal year than 
fintechs in any other sector, and they are 
increasing their spending the fastest. 

Investment and trading fintechs, now 
the least mature in CX, are also investing 

the least, which will leave them further 

behind others.  

  

Average investment in US dollars, by region 

Americas APAC Europe All % rise p.a. for all

Last fiscal year $11.32m $7.90m $6.48m $9.15m n.a.

Current fiscal year $18.57m $13.58m $11.45m $15.38m 68%

Next fiscal year $23.96m $14.60m $14.65m $19.30m 25%
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Average investment as a % of revenue, by maturity

Average investment as a % of revenue, by sector 

Technology and data in CX 

Fintechs will continue to boost their overall 
technology spending

Leader BeginnerAdvancer All

4.98%

3.53% 3.47%

3.73%

2.54% 2.62%1.67%

2.01% 1.80% 1.67%
0.99%

1.57%

Last fiscal year

Current fiscal year

Next fiscal year

Payments

Lending

Investing

Insurance

Banking

Trading

2.38% 3.58% 4.86%

1.77% 2.90% 3.72%

1.92% 2.79% 3.54%

0.89% 1.83% 2.68%

1.25% 1.89% 2.81%

1.17% 2.02% 2.21%

Last fiscal year

Current fiscal year

Next fiscal year
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Fintechs are harnessing the ABC 

technologies—AI, blockchain, and 
cloud—to supercharge customer 

experiences. More than two-thirds are 

investing in AI now, and over the next 
two years, this will rise to 90%. For 
cloud, the percentages are 60% and 
82%; and for blockchain 42% to 72%. 
Investment in chatbots, an AI-enabled 
solution, will also rise. 

Neobanks are particularly ahead in AI 

investment, whereas payments fintechs 
are ahead in investing in IoT, which 

supports mobile wallets and point-of-

sale terminals. Trading fintechs use 
blockchain more than others to eliminate 

the middleman.  

Over the next two years, a growing 

percentage of fintechs will invest in open 
platforms, workflow automation, and 
blockchain--the basis for both crypto 

currencies and decentralized finance. 
Blockchain will allow fintechs to add

speed, efficiency, and trustworthiness 
to many aspects of banking, investing, 

trading, and payments. Leaders expect to 

be out in front on many digital solutions, 

from core technologies like AI and cloud, 

to more customer service-oriented 

tools, such as automated phone service, 

helpdesks, automated customer surveys, 

and location-based technologies, which 

offer rich insights on people without the 

need for face-to-face interaction.

Technology and data in CX 

As they strive for CX excellence, 
fintechs are investing in 
advanced technologies 

“AI communication channels, 

such as chatbots and real-

time messaging, have led to 

improved customer experience, 

hence we now see more 

customers coming in.” 

Senior executive, 
UK payments fintech 
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Technology and data in CX 

As they strive for CX excellence, fintechs are 
investing in advanced technologies 

Where leaders will invest more in next two years

AI and machine 
learning

92%

89%

90%

79%

71%

48%

69%

50%

63%

66%

63%

38%

55%

21%

28%

26%

Open platforms/APIs

Helpdesk and ticketing

Automated customer 
surveys

Cloud

Location-based 
technologies

Automated phone 
service

No-code/low-code 
platforms

Leaders

Others

Banking 78%

Lending 69%

Insurance 74%

Trading 60%

Payments 73%

Lending 46%

Investing 27%

Trading 32%

Payments 49%

Insurance 43%

Investing 27%

Banking 18%

Technology investments now and next two years Highest now 
by sector  

Total two 
years

90%

82%

77%

72%

72%

64%

57%

55%

54%

44%

30%

27%

Now 2 years

AI/ML

Blockchain

Workflow 
automation/RPA

Location-based 
technologies

Cloud

IoT/sensors/wearables

Automated phone 
service

Chatbots

Open platform/APIs

Helpdesk and 
ticketing

Automated customer 
surveys

No-code/low-code 
platforms

67% 23%

60% 22%

62% 15%

42% 30%

53% 19%

29% 35%

23% 34%

28% 27%

42% 12%

32% 12%

18% 12%

16% 11%
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Technology and data in CX 

Fintechs will use more types of 
data for CX 

Currently, fintechs are chiefly using 
customer data to drive CX, but over the 
next two years, they will add a variety of 
other data to their analyses. 

The top data types that fintechs now use 
for data analytics are customer buying 

behavior data, IoT data, and customer 

transactions, as well as market data. 

Over the next two years, most will add 

competitive intelligence data, customer 

financial data, and demographic data to 
the mix, especially as they widen their 

customer bases to different age groups 

and wealth levels. Their use of economic 

data is also growing fast—which in 

today’s turbulent economic times, is                

no surprise.  

Leaders show the way. They are doing 

much more than others with market 

data, competitive intelligence data, 

economic data, and, particularly, location 

data. Over the next two years, they will 

be boosting their use of economic data 

and competitive intelligence much more 

quickly than others. These efforts can pay 

off. “With improved data management 

techniques, we now have higher 

retention rates,” said the CTO of a Nordic 

payments firm. 

Leader using data types to drive CX now and starting over next two years 

Data type Leader Now Leader two years Total two years

Customer buying behavior 80% 16% 96%

Market  76% 20% 96%

Competitive intelligence  45% 35% 80%

Customer transactions 45% 29% 74%

Economic 29% 43% 72%

Location  57% 14% 71%
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Technology and data in CX 

Fintechs will use more types of data for CX 

Data types used to drive CX now and starting over next two years 

Customer buying behavior

Customer financial data

Psychographic data

IoT data

Demographic data

Economic data

News/real-time trends

Customer transactions

Market data

Location data

Customer survey data

Competitive intelligence

Biometric data

Social media data

Human resources data

58% 19%

33%

25%

38%

33%

18%

22%

17%

21%

14%

28%

17%

17%

21%

13%

42%

45%

32%

33%

40%

32%

31%

26%

32%

17%

24%

20%

13%

16%

Total of two years

77%

75%

70%

70%

66%

58%

57%

48%

47%

46%

37%

45%

34%

41%

29%

Now Start over two years
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Personalized, targeted marketing is the 
chief use of data analytics for fintechs, 
along with helping customers make 

financial and buying decisions and 
resolving their problems. 

Leaders, particularly, are well ahead in 

using data for personalized marketing, 
customer problem resolution, and 

helping customer make buying decisions. 

They are also showing the way for 

others in using data for market research, 

identifying issues, and social media 

marketing.  

Subsectors vary in their data focus. 
Financial trading firms, for example, 
are far more likely to use data for KYC 

identity validation and aligning employee 

and customer experience than others. 

Lenders, however, are far ahead in 

personalized marketing and using data 
for customer problem resolution.  

Technology and data in CX 

Data is the lifeblood for CX leaders 

Data usage for each purpose, by CX maturity 

Leader Other All

Personalized/targeted marketing 84% 45% 55%

Help customers make financial decisions 45% 38% 40%

Customer problem resolution 61% 30% 38%

Help customers make buying/enrollment decisions 57% 28% 36%

Real-time competitive pricing 20% 40% 35%

Market research 55% 26% 33%

Influence customers at moments that matter 31% 34% 33%

Align employee/customer experience 24% 28% 28%

Identify and target issues 47% 20% 27%

Convert prospects at moments that matter 24% 23% 23%

KYC/identity validation 20% 21% 21%

Online/social media marketing 33% 15% 20%

Tailor products/services 14% 18% 17%

“Adopting advanced data 

governance strategies 

has helped us manage a 

vast amount of customer 

information to build up a base 

for personalization.” 

CMO, 
US lending fintech 
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Technology and data in CX 

Data is the lifeblood for CX leaders 

Subsector high Subsector low 

Lending  66% Payments  44%

Banking  47% Financial trading  28%

Lending  51% Investing  20%

Banking  47% Financial trading  16%

Financial trading, investing  40% Banking, payments  30%

Financial trading  48% Banking, payments  24%

Insurance, investing  40% Financial trading  20%

Financial trading  44% Banking  20%

Investing  40% Banking  18%

Payments  31% Financial trading  8%

Financial trading  44% Insurance  11%

Insurance  31% Banking  9%

Investing  33% Lending  9%
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Organizing for CX 
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Organizing for CX 

As fintechs mature, their CX 
organizational approach morphs  

To kick off their efforts, beginners take a 
more centralized approach to CX under 

a single head. As firms advance in CX, 
these responsibilities are spread across 

the enterprise.    

Most CX beginners centralize CX 
management under the auspices 

of a single C-level executive and 41% 

establish a dedicated CX budget. But as 

these fintechs enter their next stage of 
maturity, they start to shift away from 

a centralized organization and budget, 
often expanding CX responsibilities to 

more than one C-suite member. By the 

time they transform into CX leaders, 

CX accountabilities and budgets are 

more widely distributed across the 

organization. Leaders are more likely than 
others to have more than one C-level 

executive in charge. 

The use of dedicated staff grows with 

maturity. Over four out of 10 beginners 

put a dedicated CX staff in place; the 

number rises to about seven out of 10 

for leaders. The use of a dedicated team 

drives CX performance, as highlighted by 

a senior executive at a lending fintech in 
India: “We formed an internal team with 

the capability of integrating customer 

experiences, which has improved our 

customer retention.”   

CX organization by maturity 

Organizational structure Leader Advancer Beginner

Dedicated CX staff 69% 63% 43%

Dedicated operating budget for CX 16% 33% 41%

Single C-level exec in charge of CX 24% 42% 52%

More than one C-level exec in charge of CX 37% 31% 20%

Management of CX centralized  39% 41% 55%
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Organizing for CX 

As fintechs mature, their CX organizational 
approach morphs  

Dedicated CX budgets: human vs. digital

36%
Human-

supported CX

64%
Digital CX

Fintechs with dedicated CX 

budgets spend close to 

two-thirds on tech, and the rest 

on human support. This may 

change, however, as fintechs 
add more tiered services and 

human touchpoints over the 

next few years.  

CX organizational structure

Dedicated CX staff 60%

44%

40%

31%

30%

23%

Single C-level exec in charge of CX

More than one C-level exec in charge of CX

Centralized CX management/development

Dedicated CX operating budget

Outsources part or all CX processes/services
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Organizing for CX 

Fintechs are moving toward 
total experience 

Fintechs are taking multiple steps to 

integrate customer and employee 

experiences to create reinforcing 

benefits. 

Most fintechs (70%) are already moving 
to integrate customer and employee 

experience, and the percentage will 

grow to 86% over the next two years. 

To accomplish this, 72% of fintechs are 
unifying communication channels (such 

as texts, emails, and phone calls) between 

customers and employees, with the 

percentage growing to 84% over the next 

two years.  

A substantial minority is also working 

to connect employee and customer 

feedback, and provide employees with 

more CX autonomy. Fintechs will ramp 

up other areas quickly over the next two 

years, particularly creating internal teams 

to integrate CX and EX and aligning 

customer moments that matter to EX.  

Leaders are stealing a march on others: 

three-quarters have already created 

internal teams for total experience and 

have connected employee and customer 

feedback. Fintechs are already seeing 

results: “The development of internal 

teams with the know-how to combine 

employee and customer experiences has 

produced several benefits,” said the CTO 
of a Mexican lending fintech. 

Taking or planning steps to integrate CX and EX 

All now All next 2 years

Yes No

70% 86%

30%

15%
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Organizing for CX 

Fintechs are moving toward total experience 

Where leaders are most ahead (largely or fully implemented now)

Largely or fully implemented now and in two years 

Leader Other
Ppt. 

difference

Create internal team to integrate CX and EX 76% 22% +54

Connect employee and customer feedback  73% 28% +45

Align customer moments that matter to EX 57% 23% +34

Provide employees with more CX autonomy  61% 30% +31

Share data between customers and employees 37% 11% +26

Unify communication channels  88% 66% +22

Include employees in designing CX  49% 31% +18

All now All next 2 years

Unify communication channels

Provide employees with more        
CX autonomy

Align  customer moments that 
matter to EX

Connect employee and       
customer feedback

Create internal team to integrate 
CX and EX

Include employees in               
designing CX

Share data between customers 
and employees

72%

40%

38%

36%

35%

32%

17% 41%

54%

54%

61%

58%

59%

84%
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Organizing for CX 

Outsourcing helps fill CX 
talent gaps 

About a quarter of fintechs now 
outsource some CX operations, 
particularly AI development, KYC 
verification, chat support, and tech 
support. And over the next two years, 
the degree of outsourcing will grow.

Currently, email support, onboarding, 

and data security are outsourced less 

frequently, but when these activities 

are outsourced, the percentage of the 

processes outsourced is typically higher. 

On average, the number of outsourced 

staff equates to a full-time equivalent 

(FTE) of 104 people. 

Over the next two years, these firms 
are planning to outsource more in all 

CX areas. Over one-half of fintechs will 
outsource chat support, while 50% will 

outsource AI development and tech 

support. Outsourced staff will jump to 

an FTE of 145 people. For many fintechs, 
outsourcing can fill talent gaps. For 
example, the CHRO of a payments fintech 
in India complained: “We are unable to 

deliver real-time support due to lack of 

trained employees.”  

23%
of fintechs 
outsource part or 
all processes

FTEs outsourced now and in two years 

Now 2 years

145
104
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Organizing for CX 

Outsourcing helps fill CX talent gaps 

CX processes outsourcing now and in two years* 

% of processes currently outsourced*  

Two years total

44%

43%

26%

39%

37%

34%

33%

39%

46%

53%

50%

50%

48%

Chat support

ID verification/KYC

Social media moderation

Tech support

Data security

Recruitment for CX personnel

CX software/AI development

Social media content production

Customer retention

Website/app design

Email support

Troubleshooting

Onboarding clients

72%

39%

33%

26%

35%

20% 24%

17%26%

15%

17%

17%

17%

24%

15% 11%

22%

20%

17%

9%

24%

11%

20%

11%

17%

22%

Now Two years

* Asked only of those outsourcing at 
least some of their CX operations now 

Email support

ID verification/KYC

Troubleshooting

Onboarding clients

Tech support

Customer retention

Chat support

Website/app design

CX staff recruitment

Data security

CX software/AI development

Social media content

Social media moderation

37%

32%

32%

28%

26%

25%

24%

23%

22%

16%

16%

15%

13%
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Organizing for CX 

Investing in CX outsourcing is 
on the rise 

After hiking their CX outsourcing 

investments by more than 40% over 

the last fiscal year, fintechs plan to 
trim their outlays slightly, by 4%, next 
fiscal year.  Leaders, however, will 
continue to step up their investments in 

outsourcing. 

Leaders raised outsourcing spending by 

more than 65% this year and plan to do so 

by another 21% next year, while others are 

pulling back. The difference is even more 

striking in relative terms: leaders, which 

are generally much larger organizations, 
have been spending less than others as 

a percentage of revenue. But this year, 

they doubled their relative outsourcing 

investment and over the next year expect 

to bump it up by another third.  

Payments and investment firms, which 
are at the lower end in CX maturity 

among the fintechs, will use outsourcing 
to catch up in CX. They are growing their 

investment in outsourcing more than 

other subsectors as a percentage of 

revenue. Trading firms, however, the least 
mature in CX, invest relatively little in         

CX outsourcing.  

By region, fintechs in the Americas are 
spending the most in absolute terms, 

but their spending will plateau next year, 

while APAC-based fintechs will continue 
to invest more in CX outsourcing. 

Average investment in outsourcing to build out CX in $ millions 

All Americas APAC Europe Leader Other % changes

Last fiscal 
year

$12.7m $18.8m $5.8m $7.0m $20.1m $10.33m n.a.

Current fiscal 
year

$17.9m $25.6m $11.8m $9.4m $33.2m $12.88m 41%

Next fiscal 
year

$17.2m $24.3m $12.2m $9.1m $40.3m $9.76m -4%
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Organizing for CX 

Investing in CX outsourcing is on the rise 

Average outsourcing investment as % of revenue, by subsector 

Average outsourcing investment as % of revenue, by maturity 

Payments

Banking

Insurance

Investing

Lending

Trading

2.8%

2.5%

2.2%

2.0%

1.6%

.7%

4.5%

4.3%

3.7%

3.1%

2.8%

2.2%1.5%

4.4%

4.4%

3.1%

3.1%

2.6% Last fiscal year

Current fiscal year

Next fiscal year

Next fiscal year

Current fiscal year

Last fiscal year

Leader Other All

4.3%
3.0% 3.3%

3.2%

3.5%
3.4%

1.6%
2.2% 2.0%
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Organizing for CX 

Fintechs face talent gaps in 
important CX areas 

Customer service, software 
development, tech support, and 
subject matter expertise are the 
more important skills for fintechs. 
Unfortunately,  they are also the areas 
where the biggest talent gaps lie.  

“It’s been difficult to find the appropriate 
talent and hold onto it for a long time,” 

said the CTO of a US payments fintech. 
These talent shortages run the gamut, 

from customer service, software 

development, and tech support to 

subject matter expertise, marketing, and 

content production. It is no coincidence 

that these areas—particularly software 

development and tech support—are 

among the most frequently           

outsourced now.  

Fintechs will want to take steps now to fill 
these talent holes to improve customer 

experience, especially since our research 

shows that some gaps become larger as 

companies become CX leaders.  

Most important skills for fintechs vs. areas of biggest talent gaps 

70%40%

61%34%

60%33%

54%29%

52%17%

34%12%

30%9%

22%8%

20%2%

Customer service

Marketing

Tech support

Website design/
management

Software developments

Content production

Subject matter expertise

Sales/account management

Social media 
community management

Most important

Biggest gaps

CX talent gaps: 
Leaders vs. others   

Content production  
45% vs. 38% 

Subject expertise                  
37% vs. 32% 

Marketing  
43% vs. 29% 
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Organizing for CX 

Fintechs use training and remote 
working as talent incentives 

Fintechs are taking steps to fill their 
talent gaps and ensure they have the 

right talent in place to support and  

drive CX. 

Firms understand the necessity to secure 

talent if they are to deliver what their 

customers need. “Insufficient expert staff 
means we are not able to implement our 

advanced solutions faster,” complained a 

senior executive at a UK trading fintech.  

Fintechs are focusing on training to build 

internal skills and on flexible, remote 
working opportunities and career 

advancement to attract and retain talent. 

To fill internal talent gaps, 17% of fintechs 
turn to outsourcing. 

Leaders are emphasizing mentorship, 
coaching, and training far more than 

others, as well as career advancement 

opportunities. They are also more likely 

to put in place a technology platform to 

simplify recruiting—a measure that other 

should also consider.  

What leaders are doing more than others to attract and keep CX talent 

Talent activities Leader Other Ppt. difference

Mentorship and coaching 61% 28% +33

Training and education 71% 42% +29

Career advancement opportunities 53% 35% +18

Technology platform for recruiting 43% 30% +13
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Organizing for CX 

Fintechs use training and remote working as 
talent incentives 

Measures fintechs are taking to attract and keep CX talent  

Training and education 50%

42%

40%

37%

35%

35%

33%

17%

15%

12%

Competitive compensation

Career advancement opportunities

Technology  platform 
for recruiting

Use third-party recruitment firms

Flexible/remote working

Attractive digitally 
enabled workplace

Mentorship and coaching

Outsource to fill talent gaps

Discount services for employees
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Organizing for CX 

Fintechs see financial, strategic, 
and operational benefits from their 
CX investments 

Investing in CX has brought fintechs 
myriad benefits, particularly 
around business growth. Leaders, 
not surprisingly, are reaping the                
biggest gains. 

For 58% of fintechs, CX investments 
generate higher revenue, along with 

growth-related benefits such as new 
business models, improved customer 

retention, and greater innovation. 

“Consistently exceeding customer 

expectations has benefited us in 
retaining current customers and gaining 

new customers,” said the CEO of a 

Canadian investment fintech.   

Investing in CX also enables companies 

to boost profit margins, cut costs, 
and improve risk management and 

compliance. The latter is critical in the 

heavily regulated fintech sector, where 
market and cyber risks run high.  

Leaders see more benefits in most areas: 
they are out in front in expanding market 

share, improving employee engagement 

and productivity, strengthening 

reputation and brand equity, and 

improving risk management. “We have 

ensured strict data security and risk 

management for our clients since it was a 

major concern and we have seen drastic 

business growth ever since,” said the CEO 

of a UK lending fintech. 

Benefits leaders see more than others 

Benefits Leader Other Ppt. difference

Greater market share/expanded client base 61% 24% +37

Improved employee engagement/
productivity

61% 28% +33

Stronger reputation/brand equity 55% 28% +27

More effective risk management and 
compliance

61% 36% +25

New business models and channels 76% 52% +24

Improved profitability 67% 47% +20
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Organizing for CX 

Fintechs see financial, strategic, and operational 
benefits from their CX investments 

Benefits from CX investments 

Increased revenue

Greater innovation

Decreased costs

Improved customer retention

Improved employee productivity

Enhanced customer analysis

New business models

Better risk management/compliance

Faster new product/service development

Improved profitability

Greater market share

Stronger reputation

Greater shareholder value

Accelerated time to market

58%

58%

53%

52%

49%

43%

36%

35%

33%

32%

28%

28%

11%

10%
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Key takeaways 
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Key takeaways 

1. Today’s volatile economic and 

market climate is spurring a 

growth surge for many fintechs. 
Nearly half of firms reported that the 
number of customer transactions 

and customer demand for products 

and services has risen. Customer 

experience leaders reaped the 

benefits of this customer growth 
much more than others. On an 

absolute basis, more than 8 in 

10 leaders reported increases in 

the size of the customer base, 
the number of transactions, and 

customer demand.  

2. As they pursue their journeys 
toward CX leadership, fintechs 
face a range of challenges around 

regulations, service provision, skills 
development, and technology. 
These challenges vary depending on 

a fintech’s stage in the CX journey. 
For beginners, performing KYC 

checks, coping with cybersecurity 

risks, and dealing with the high cost 

of customer service loom larger. As 

fintechs become CX leaders, they 
face issues associated with their 

success, such as maintaining 24/7 

operating hours and managing a 

global client base. 

3. Fintechs are racing ahead to 

enrich customer experiences 

by combining digital solutions 

with a human touch. Fintechs 

that fall behind competitors in 

this area risk losing market share 

as the experience economy takes 

root. Over the next two years, 

most fintechs plan to largely or 
fully implement a wide range of 

initiatives across the high-tech and 

high-touch continuum. The fastest-

growing area will be around adding 

humans to the mix. Fintechs offering 

tiered levels of human support will 

more than double from 28% to 63%. 

4. Fintechs recognize that digital 

solutions are not enough, 

particularly as they grow their 

client bases across age and 

demographic cohorts. Most 

fintechs now strike a balance 
between technology and human 

support for key activities around 

customer analysis, acquisition, and 

service. However, technology will 

dominate in areas where human 

intervention is less necessary, such 

as fraud detection, compliance, 

data protection, reporting and              

record-keeping.  

1

3

2

4
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Key takeaways 

7. Fintechs increased their 

investments in outsourcing to 

fill talent gaps in key areas, such 
as customer service, software 

development, and tech support. 

Over the last fiscal year, fintechs 
hiked their investments in 

outsourcing by more than 40%; they 

will continue investing at a slightly 

lower rate next year.  Leaders, 

however, will do much more. They 

raised outsourcing spending by 

more than 65% over the last fiscal 
year and will boost it another 21% 

over the next fiscal year.   

8. Investing in CX has brought 

fintechs myriad benefits, 
particularly strategic and 

financial ones.                Over half of 

fintechs are getting value from new 
business models and are seeing 

improved customer retention. The 

majority is also seeing increased 

revenue and improved profitability. 
While leaders are garnering more 

benefits in most areas, they are 
most out in front on expanding 

market share and improving 

employee engagement and 

productivity. 

5. Fintechs ramped up their 

technology spending by 68% 

this year over the last fiscal year, 
and they are planning another 

hike of 25% in the next fiscal 
year. Fintechs would be wise to 

assess where they are against 

competitors in the technology 

spending race. Last fiscal year, the 
average technology spend was over 

$9 million; this year, over $15 million. 

Next fiscal year, average spending is 
slated to exceed $19 million. Leaders, 

already spending more than others, 

will ratchet up their investments 

even faster.  

6. Fintechs are harnessing the ABC 

technologies—AI, blockchain, 

and cloud—to supercharge 

customer experiences. More than 

two-thirds are investing in AI now, 

and over the next two years, the 

percentage will be 90%. For cloud, 

the percentages are 60% and 82%; 

and for blockchain 42% and 72%. 

Investment in chatbots, an AI-

enabled solution, will also rise. Over 

the next two years, an increasing 

percentage of fintechs will invest 
in open platforms, workflow 
automation, and blockchain—the 

basis for both crypto currencies and                 

decentralized finance.  

5

7

6

8
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Get in touch

 Are your ready to turn information into action? 

Partner with TDCX, a specialized BPO company supporting the world’s 
fastest growing and most trusted brands. 

https://www.tdcx.com/contact?getintouch
https://www.tdcx.com/contact?getintouch
https://www.linkedin.com/company/tdcxgroup
https://www.facebook.com/tdcxgroup
https://twitter.com/tdcxgroup
https://www.youtube.com/tdcxgroup
https://www.instagram.com/tdcxgroup


ABOUT TDCX

TDCX provides transformative digital CX solutions, enabling world-leading and disruptive brands to acquire new 

customers, build customer loyalty, and protect their online communities.  

TDCX helps clients achieve their customer experience aspirations by harnessing technology, human intelligence, 

and its global footprint. It serves clients in fintech, gaming, technology, home sharing and travel, digital advertising 
and social media, streaming, and e-commerce. TDCX’s expertise and strong footprint in Asia has made it a trusted 

partner for clients, particularly high-growth, new economy companies looking to tap the region’s growth potential. 

TDCX’s commitment to delivering positive outcomes for our clients extends to its role as a responsible corporate 

citizen. Its Corporate Social Responsibility program focuses on positively transforming the lives of its people, its 
communities, and the environment.  

TDCX employs more than 15,000 employees across 26 campuses globally, specifically Singapore, where it is 
headquartered, Malaysia, Thailand, Philippines, Mainland China, Hong Kong, South Korea, Japan, India, Romania, 
Spain, and Colombia. For more information, please visit: www.tdcx.com.

http://www.tdcx.com/
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