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Key TaKeaways

Forrester evaluated The Mobile Banking services Of 11 Leading european 
Banks
Our evaluation criteria cover account information, transaction functionality, and 
support for different mobile platforms.

Garanti Offers The widest Range Of Next-Generation Features
Turkey’s Garanti received the highest overall score in our review. Garanti offers a wide 
range of transfers, bill payments, P2P payments, and POS payments as well as a variety 
of next-generation features, including voice navigation, contextual marketing, a mobile 
wallet, and research for additional products.

every Bank Does The Basics well; Now It’s Time To Make More Use Of 
Context
Having delivered the basics, digital banking teams at European banks should now 
work to improve mobile self-service features, offer money management tools, cross-sell 
additional products and services through mobile devices, and use the context of each 
customers’ situation to increase the relevance of information, offers, and alerts.
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For eBusiness & Channel strategy ProFessionals

why ReaD ThIs RepORT

We used our Mobile Banking Functionality Benchmark methodology to evaluate the retail mobile 
banking offerings of 11 retail banks across Europe on more than 35 criteria. The banks have laid strong 
mobile banking foundations, with extensive account information and transactional features available for 
a wide range of devices. To take advantage of those strong foundations, digital banking teams need to 
help customers with money management, engage them with contextually relevant information, and start 
generating sales leads with product offers and information. This report is intended to help eBusiness and 
channel strategy professionals benchmark their own mobile banking capabilities, identify good practices, 
and plan improvements to their mobile banking services.
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FORResTeR’s MOBILe BaNKING FUNCTIONaLITy BeNChMaRK MeThODOLOGy

To help eBusiness and channel strategy professionals benchmark their mobile banking capabilities 
and plan improvements, we used our Mobile Banking Functionality Benchmark methodology to 
evaluate the mobile banking services of 11 large retail banks in seven European countries: BNP 
Paribas and Société Générale in France, Deutsche Postbank in Germany, Intesa Sanpaolo and 
UniCredit in Italy, ING Bank in the Netherlands, Bank Millennium and mBank in Poland, BBVA 
and la Caixa in Spain, and Garanti Bank in Turkey.1 We also reviewed the mobile services of leading 
Canadian, UK, and US banks, which we have published in separate reports.2 Our methodology has 
three steps:

1. Define a customer scenario. We used Forrester’s Consumer Technographics® survey data to 
develop a customer persona based on the profile of European mobile banking users (see Figure 
1). To test the mobile functionality, we identified four common banking goals that we attempted 
to execute on each bank’s main iPhone or Android app.3 The goals reflect the range of activities 
that customers have come to expect from mobile banking, including consolidated balance 
viewing, money movement, bill payment, and mobile alerts.4

2. Score the banks’ mobile banking services across a variety of categories and criteria. We 
used 37 individual criteria in our Mobile Banking Functionality Benchmark methodology. 
Each criterion has a potential score ranging from -2 to +2. These scores measure how well 
each feature meets customers’ needs and helps customers achieve their goals. The criteria are 
divided into seven categories: range of touchpoints, enrollment and login, account information, 
transactional functionality, service features, cross-channel guidance, and marketing and sales.

3. Rank the firms. We weighted each criterion to ensure that — in general — the mobile features 
that are most important to customers have the most impact on a bank’s overall score (see Figure 
2). We amended the weightings this year to give a slightly higher weight to two categories: 
enrollment and login, and marketing and sales.5 As some features are more important in 
some countries than others, our weighting is, inevitably, a compromise. The combination of 
weightings and scores for the criteria generates an overall score for each category and for each 
bank’s mobile services as a whole. The final scores are based on a 100-point scale — a score of 50 
or higher meets our minimum standards.
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Figure 1 Customer Description And Goals

Source: Forrester Research, Inc.116628

Customer goals

• Find and view a recent transaction. Maria realizes that she should have received her 
first paycheck for her new job last week. She remembers that she set up direct deposit 
and goes to check on her iPhone if the paycheck was deposited to her account.
• Send €20 to her niece for her birthday without her account number. Maria is fairly 
disorganized after the move, but she remembers that’s it’s her niece’s birthday while 
at the supermarket. She wants to send her €20 using Facebook or her email address 
because she does not have her bank account number on hand.
• Add a payee to pay a utility bill. Maria is having dinner with her family when she 
realizes that she hasn’t yet paid for her new cable and Internet connections. She wants 
to add the cable company as a payee and pay her first bill. 
• Find the branch or ATM closest to her. Maria receives a call from her husband on 
her way home from work. He says that the electrician rewiring their house will only take 
cash payments. She wants to stop on the way home to get cash from an ATM but needs 
help because she is not yet familiar with the area.

Customer description

Maria is a 36-year-old married woman with two children. She recently started a new job 
at a biotech company and earns a good salary. She and her husband just purchased an 
older home that needs some repairs. She generally works long days, and the recent move 
and house repairs have created a lot of stress and disorganization in her life. She has 
been banking online for more than six years and has recently been using her iPhone more 
and more for banking activities so that she can stay on top of her finances.
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Figure 2 Mobile Bankers’ Logins Are Driven By The Most Basic Tasks

Source: Forrester Research, Inc.116628
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The BeNChMaRK: GaRaNTI LeaDs wITh exTeNsIve FUNCTIONaLITy

The 11 European mobile banking services we reviewed achieved an average score of 61 out of 100 
(see Figure 3). The individual category scores show the differences in the banks’ mobile banking 
services (see Figure 4). As a group, the European banks offer more functionality than the banks we 
reviewed in the UK, but they lag a little behind the Canadian and the US banks. While all of the 
European banks are meeting mobile banking users’ basic needs, there are opportunities for all of the 
banks to add capabilities. Specifically, we found that:

■ Garanti came out on top overall. Turkey’s Garanti Bank performed exceptionally well with 
its new mobile banking app, iGaranti.6 With a score of 80 out of 100, Garanti received the 
highest overall score among the 11 banks we evaluated. Garanti scored a near-perfect 99 out 
of 100 in our transactional features category, not only delivering the basics superbly but also 
offering a wide range of transactional features for transfers, bill payments, person-to-person 
(P2P) payments, and point-of-sale (POS) payments, as well as an in-app digital wallet. The 
bank also earned full marks in the marketing and sales category by recommending products 
based on customers’ spending habits and letting them apply for products directly on the app by 
completing a prefilled application.

■ The other European banks are also doing many things well. Most of the other European 
banks — notably la Caixa, mBank, BNP Paribas, and Bank Millennium — have also built 
impressive mobile banking services that offer their customers extensive functionality across a 
wide range of mobile touchpoints.

■ European banks should improve service features, money management, and marketing. We 
found important opportunities for improvement at every bank. Most of the banks we reviewed 
do not let customers report fraud, dispute a card transaction, or manage alerts within mobile 
banking. Only a few of them offer money management visualizations or tools to help customers 
manage their money or their budget through their smartphone apps, and only a few offer 
information about additional services or products or sales functionality through mobile. Digital 
banking teams at European banks should step up their efforts in these areas and improve the 
service features they offer through mobile, offer money management tools, make more use of 
context, and do more to cross-sell additional products and services through mobile services.



For EBusinEss & ChannEl stratEgy ProFEssionals 

2014 European Mobile Banking Functionality Benchmark 6

© 2014, Forrester Research, Inc. Reproduction Prohibited June 23, 2014 

Figure 3 Forrester’s 2014 European Mobile Banking Functionality Benchmark Overall Scores

Source: Forrester Research, Inc.116628

Note: Mobile app assessments were conducted between May 1 and May 19, 2014.

Source: Forrester’s 2014 Mobile Banking Functionality Benchmark
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Figure 4 Forrester’s 2014 European Mobile Banking Functionality Benchmark By Category

MOBILe BaNKING BesT pRaCTICes OF eUROpeaN BaNKs

Our research is intended to provide a benchmark for the current state of mobile banking 
functionality in Europe and uncover good practices from the banks we assessed. From letting 
customers initiate a person-to-person payment with a mobile phone number to helping them 
automatically or manually classify transactions into categories of expenditure and revenue, we 
found best-in-class examples from almost all of the firms we assessed.

Source: Forrester Research, Inc.116628
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Leading Banks support a wide Range Of Mobile Touchpoints

Before banks can serve customers through mobile touchpoints, they have to ensure that customers 
can interact with them via mobile. Today banks have to develop mobile banking services for many 
different smartphone and tablet platforms, not to mention mobile browsers. Most of the European 
banks do an excellent job here, with la Caixa supporting the widest range of mobile touchpoints to 
achieve a perfect score. We reviewed the banks’ services across four mobile touchpoints:

1. Two-way SMS banking. Hard as it may be to believe, not everyone has a smartphone — yet. For 
non-smartphone users, SMS text banking offers the benefits of immediate access to their bank 
accounts without the barriers of other touchpoints. Only a few European banks offer two-way 
SMS banking. Bank Millennium lets customers request account information by sending an 
SMS text to the bank. La Caixa offers the widest range of text banking services, including ways 
for customers to transfer money to their favorite accounts or extend their credit card limit by 
sending an SMS.7

4. Dedicated mobile website(s). With firms in other industries delivering useful mobile websites, 
customers will expect the same from their banks. Most banks have built mobile-optimized 
websites in order to meet this expectation. Some banks are using their mobile websites to 
promote services and offer product information. UniCredit uses the pre-login screen of its 
mobile website to promote a variety of products including credit cards, current accounts, 
and insurance. The mobile site lets customers see product features and rates before directing 
customers to apply through another channel (see Figure 5). Postbank’s mobile site makes it easy 
for customers to open a current account directly on their mobile device.

5. Downloadable apps for smartphones. Digital banking teams still prize the control and device-
specific options that downloadable smartphone apps offer. We looked at whether banks support 
customers across four operating systems: Android, BlackBerry OS, iOS, and Windows Phone. 
All 11 European banks we reviewed support apps for Android and iOS, with eight out of 11 
supporting at least three types of smartphone.

6. Tablet banking apps. Many European banks have built unique features and functionality that 
are designed specifically for tablets. BNP Paribas’ iPad app includes interactive, graphical money 
management displays to help customers visualize their current spending and plan for the future 
(see Figure 6). In addition, it lets BNP Paribas customers chat with an advisor who can help with 
tasks like product applications. Intesa Sanpaolo’s “La Tua Banca” app is available on Kindle and 
can be downloaded from the Amazon Appstore.
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Figure 5 UniCredit’s Mobile-Optimized Website Promotes A Variety Of Products

Source: Forrester Research, Inc.116628

Source: UniCredit mobile website
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Figure 6 BNP Paribas’ iPad App Helps Customers Visualize Their Spending

Source: Forrester Research, Inc.116628

Source: BNP Paribas iPad app



For EBusinEss & ChannEl stratEgy ProFEssionals 

2014 European Mobile Banking Functionality Benchmark 11

© 2014, Forrester Research, Inc. Reproduction Prohibited June 23, 2014 

Banks are Offering Convenient enrollment and Login Options

Leading banks make it easy to enroll in mobile banking and log in, providing experiences that match 
what customers are used to on the website. Overall, mBank is far ahead in this category of our 
benchmark, with la Caixa and the two French banks also offering good support to customers. Leading 
banks meet customers’ expectations for a balance between convenience and security by providing:

■ Content and tools that help customers enroll and start using mobile banking. Most 
European banks now let customers log into online, smartphone, and tablet banking services 
with common credentials. As content and functionality become more extensive, leading banks 
guide new users through enrolling and then using mobile banking. Prior to login, Postbank 
offers customers a tutorial to help them understand and use the various features available on the 
app (see Figure 7). BNP Paribas and la Caixa go further by giving customers a preview of the 
app thanks to a demo account prior to login.

■ Valuable content before login. Digital banking teams have recognized that customers don’t 
need to be logged in for every banking task and that many customers like the convenience of 
accessing simple information without needing to enter a password. Both Société Générale and 
Garanti let mobile banking users see their balances — displayed in the form of a cash tank to 
ensure that personal financial information is kept private — and recent transactions without 
logging in. BNP Paribas allows customers to personalize their pre-login landing screen by 
adding a picture, lets them decide whether they want their account balance to appear on the 
screen prior to login or not, and gives them the option to set up warnings for when they are 
about to overspend. The barometer on the pre-login landing screen includes images of rain 
or sunshine, depending on the customer’s current spending (see Figure 8).8 mBank shows its 
customers tailored and location-based offers.

■ Convenient and safe login options. Banks must meet customers’ expectations by making the 
mobile banking login process as painless as possible while ensuring privacy and security — no 
easy balance. Some banks, like UniCredit, offer convenient features like the ability to save 
user names, while others, like Bank Millennium, let customers use a self-selected PIN for 
authentication. The secure nature of Intesa Sanpaolo’s mobile banking services is guaranteed by 
the use of multifactor authentication.9 Garanti, meanwhile, has developed the Security Picture 
application to prevent phishing attacks that target Internet and mobile banking customers.10 La 
Caixa presents links to clear privacy policies in context whenever customers communicate their 
personal data (see Figure 9).
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Figure 7 Postbank Provides A Demo To Help Customers Use Its Mobile Banking App

Source: Forrester Research, Inc.116628

Source: Postbank mobile app
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Figure 8 BNP Paribas Lets Customers Personalize Their Pre-Login Landing Screen

Source: Forrester Research, Inc.116628

Source: BNP Paribas mobile app
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Figure 9 La Caixa Presents Privacy Policies In Context

Source: Forrester Research, Inc.116628

Source: la Caixa mobile app
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account Information Is extensive, and Money Management Is Becoming More prevalent

Customers expect their core banking needs to be met on any remote touchpoint — from ATMs to 
mobile phones and tablets. The core mobile banking needs of customers include accessing account 
balances and transaction histories. La Caixa has the most extensive functionality here, with mBank, 
BNP Paribas, and Postbank also doing very well. Leading firms help customers understand and 
manage their money by offering:

■ Home screens with strong cues to help mobile customers achieve their goals. The mobile 
screen customers land on immediately after logging in is a crucial part of their mobile banking 
experience. Digital banking teams must design screens that make it clear that customers can 
successfully complete the tasks that they logged into mobile banking to do. La Caixa’s app does 
an excellent job by providing an icon-based grid on the home screen with one-click links to 
accounts and products, such as cards, deposits, and loans, supplemented by a scroll-down menu 
displaying all of the usual operations that customers might want to initiate, such as transfers and 
bill payments (see Figure 10).

■ Home screens that customers can customize. Some banks have found that small screen sizes 
put a premium on customization and personalization. While BNP Paribas lets customers organize 
and personalize the content on their “tableau de bord” (dashboard), Garanti and la Caixa go 
further by letting customers pick the features of their mobile banking app (see Figure 11).11

■ Consolidated account balances. Viewing account balances is the most common activity among 
mobile banking users. All of the banks we evaluated present account balances in a clean, easy-
to-scan layout, and all offer a single-screen view of the customer’s accounts. BBVA makes this 
information prominent on the landing screen and, with the help of an “I want to” pop-up bar at 
the bottom of the screen, lets customers perform related tasks (see Figure 12).

■ Searchable and sortable transaction history. The second most visited area of the average bank’s 
mobile app is the transaction history screen, so making it as easy to use as possible is crucial for 
digital banking teams aiming to meet or exceed customers’ expectations. Most European banks 
let mobile users search or filter their transaction history and offer transaction histories going 
back at least 90 days.

■ Embedded money management tools. A growing number of European banks are offering 
extensive digital money management features within their smartphone apps, with Garanti, 
Société Générale, BNP Paribas, and Postbank among the best. Garanti’s app automatically 
categorizes spending and uses this and any scheduled payments to show the customer how 
much money he has left until the end of the month (see Figure 13).
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Figure 10 La Caixa Provides Strong Cues From The Home Screen To Key Tasks

Source: Forrester Research, Inc.116628

Source: la Caixa mobile app
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Figure 11 Garanti Lets Customers Customize iGaranti By Selecting The Apps They Want

Source: Forrester Research, Inc.116628

Source: Garanti mobile app
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Figure 12 BBVA’s “I Want To” Pop-Up Bar Lets Customers Perform Related Tasks

Source: Forrester Research, Inc.116628

Source: BBVA mobile app
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Figure 13 Garanti’s App Shows Customers How Much Money They Have Left

Source: Forrester Research, Inc.116628

Source: Garanti mobile app
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Transactional Content and Functionality are Increasing

As mobile banking users grow more comfortable using their smartphones for banking transactions, 
they will do it more — and the importance of mobile transactional functionality will increase. This 
is one of the areas where Garanti stood out from the other European banks, enabling almost any 
conceivable transaction for customers and achieving a near-perfect score. Intesa Sanpaolo, ING 
Bank, UniCredit, and Bank Millennium also support a wide range of mobile transactions. Leading 
firms meet users’ expectations in this area by offering:

■ A variety of transfer options. Nearly all the banks we reviewed let customers make current 
one-time and future-dated transfers available in the mobile app. Postbank, ING Bank, and 
Garanti also let customers set up recurring transfers or standing orders on their smartphones. 
Postbank and Garanti have been particularly innovative in this area, letting customers transfer 
money via voice recognition.

■ Easy ways to pay other people. All of the banks we evaluated offer person-to-person (P2P) 
payment functionality. Société Générale, Intesa Sanpaolo, mBank, BBVA, and Garanti all 
support immediate P2P transfers that can be initiated directly from the user’s contact list on her 
mobile phone (see Figure 14). Garanti is the only European bank we reviewed that currently lets 
users send payments to friends via Facebook.

■ Bill payments. Bill payment patterns vary substantially from country to country, with many 
Europeans using automatic direct debits to settle the majority of their bills, so bill payment 
functionality is more important to customers in some countries and customer segments than others. 
Bank Millennium makes it easy to pay a bill by scanning a QR code on the bill (see Figure 15).

■ Contactless mobile payments to let customers make in-store purchases with their phones. 
Garanti is the only European bank we reviewed that lets customers make in-store mobile 
contactless payments via mobile.12 Several banks, including BNP Paribas and mBank, enable 
mobile contactless payments through separate mobile payment apps that we did not include in 
this benchmark.13

■ A digital wallet to help customers manage offers, payments, and rewards. Forrester believes 
that digital wallets integrating offers, coupons, payments, and loyalty rewards are poised to 
transform the way consumers shop and make payments.14 Yet most European banks haven’t 
responded yet. Garanti is ahead of its peers here. Its customers can scan their physical cards to 
add them to a graphical mobile wallet (see Figure 16). In addition to Garanti’s cards, customers 
can also add other banks’ debit cards, as well as loyalty, insurance, and identity cards.15
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Figure 14 Société Générale Lets Customers Make P2P Transfers Using Their Contact List

Source: Forrester Research, Inc.116628

Source: Société Générale mobile app
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Figure 15 Bank Millennium Lets Customers Pay By Scanning A QR Code On Invoices And Bills

Source: Forrester Research, Inc.116628

Source: Bank Millennium mobile app
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Figure 16 iGaranti Stores All Customers’ Cards In A Mobile Wallet And Enables Mobile Payments

Source: Forrester Research, Inc.116628

Source: Garanti mobile app
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service Features Remain Too Limited, while alerts are More extensive

As mobile banking becomes the primary way mobile banking users manage their money, customers 
expect to be able to initiate a wide range of customer-service tasks from within mobile banking. Yet 
many of the European banks only offer a limited range of service features. Overall, Garanti provides 
the widest range of service features, followed by mBank and la Caixa. The leading firms offer:

■ Self-service options. Self-service features let a customer initiate or complete a request without 
needing to interact with an employee. Disputing a card transaction, reporting fraud, or 
ordering a new debit card are not widely available options on European mobile banking apps. 
Both Bank Millennium and la Caixa let customers report a lost, stolen, or damaged card (see 
Figure 17). La Caixa even lets customers order a new a card directly on the app.

■ Help content where customers need it. As the complexity of mobile banking increases, digital 
banking teams need to help customers understand how to use more complex functionality, 
ideally with context-sensitive help. Postbank does this well by providing contextual pop-
ups throughout its smartphone app to help users with features like transfers and expense 
categorization (see Figure 18). Garanti’s customers can speak to the virtual assistant, Nina, 
using conversational language for tasks like getting their account balance or finding ATMs 
nearby. The avatar also provides contextual help and advice, like offering a quick loan when a 
customer’s balance is low, throughout the app.

■ App-wide search. As mobile banking becomes more complex and the primary way some 
customers interact with their banks, digital banking teams need to make it easy for customers 
to search for information or transactions through their mobile banking apps. As banks 
continue to add more features and functionality to mobile banking, the small screen size 
drives an increasing need for universal, app-wide search — and Garanti is the only European 
bank to offer this at present.

■ A wide range of alerts. Most of the banks we assessed offer some mix of balance and 
transaction alerts. Intesa Sanpaolo’s mobile app supports a wide range of balance-based 
and transaction-based alerts, including alerts when a payment has cleared, when money is 
withdrawn from an ATM, or when a European direct debit transaction is executed. mBank, 
meanwhile, offers security alerts when a customer changes her phone number, address, online 
ID, or password or add a new payee. Customers at la Caixa and BBVA can modify the alerts 
they receive directly within the mobile app (see Figure 19). In addition to SMS and email alerts, 
BNP Paribas, Société Générale, mBank, UniCredit, and Garanti also offer push notifications.
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Figure 17 Bank Millennium Lets Customers Report A Lost, Stolen, Or Damaged Card

Source: Forrester Research, Inc.116628

Source: Bank Millennium mobile app



For EBusinEss & ChannEl stratEgy ProFEssionals 

2014 European Mobile Banking Functionality Benchmark 26

© 2014, Forrester Research, Inc. Reproduction Prohibited June 23, 2014 

Figure 18 Postbank Provides Contextual Help For Features Like Payment And Expense Categorization

Source: Forrester Research, Inc.116628

Source: Postbank mobile app
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Figure 19 La Caixa Lets Customers Manage Their Alerts Within The App

Source: Forrester Research, Inc.116628

Source: la Caixa mobile app

Cross-Channel support Is Often Limited

Most mobile banking users still use other touchpoints, too. We looked at how well the mobile apps 
help customers reach human help, how well they help customers find branches and ATMs, and 
whether they are connected to banks’ social media presence. There are wide differences in what 
banks offer in this category, with BNP Paribas providing the widest range of cross-channel support 
through its mobile app. Leading banks:

■ Make it easy to reach human help. Banks should aim to make channel transitions as easy and 
convenient as possible for customers. All of the banks we assessed provide phone numbers on 
their iPhone and Android apps. mBank provides a Contact Us screen with a clean layout and 
prominent guidance to both phone and email options for the user. Garanti, meanwhile, is the 
only bank to provide mobile chat within the app.
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■ Help customers find ATMs and branches. Most of the banks we evaluated received good 
scores for their ATM and branch locator functionality by making it easy for a mobile user to 
find nearby branches and ATMs, including key information such as hours of operation, and 
providing step-by-step directions. None of the European banks we reviewed offers the option to 
book a branch appointment through mobile.

■ Link to information on social media. With the growing use of social media as a customer-
service channel by some customers and widespread use of social media on mobile devices, 
digital banking teams should think about linking their mobile services to customer-services 
messages on Facebook and Twitter. Although most European banks have a presence on social 
media, few incorporate links to social media on mobile devices. Garanti, la Caixa, and Société 
Générale are the only banks to provide clear and easy-to-find links that lead mobile customers 
to their social media outlets.

Mobile Marketing and sales are almost Nonexistent

With a few exceptions, the mobile strategies of European banks remain focused largely on serving 
existing customers. But as mobile banking displaces online banking as the hub of many customers’ 
relationships with their banks, digital banking teams need to use mobile touchpoints both to win 
new customers and to sell more products and services to existing customers. This was the other 
area where Garanti really stood out from the other banks with a perfect score, though la Caixa and 
mBank also did well. At the other end of the spectrum, we found a complete lack of marketing, 
product information, or cross-selling features on five banks’ mobile apps — much like on online 
banking sites a decade ago. The leading firms:

■ Promote relevant products and services to customers. Mobile banking offers an important 
opportunity to cross-sell to existing customers. Most banks have little marketing in their mobile 
apps, and the information that is there typically isn’t tailored to customers and doesn’t take into 
account the customers’ context. Garanti uses information from the app’s budgeting tools to 
make contextual offers for savings and loan products, which the customer can apply for directly 
through the app.

■ Provide product details to customers who want it. While most customers remain more likely 
to research financial decisions on their PCs or tablets or in branches, they are starting to look 
for product information on their mobiles. Customers of many banks won’t find it. By contrast, 
customers of Garanti, BNP Paribas, and la Caixa can all find information about products either 
before or after logging into the banks’ mobile apps.
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■ Help customers to apply for additional products. We believe that growing numbers of mobile 
banking users are interested in at least initiating product applications from within mobile 
banking and that some will complete the process via mobile. Bank Millennium, mBank, la 
Caixa, and Garanti are the only banks that let customers apply for a product via a smartphone 
app (see Figure 20).

Figure 20 mBank Lets Customers Open A Savings Deposit Account Directly On The App

Source: Forrester Research, Inc.116628

Source: mBank mobile app
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R e c o m m e n d at i o n s

DIFFeReNTIaTe By DeLIveRING CONveNIeNCe IN CONTexT

Digital teams at European banks can rightly be proud of the mobile banking services they have 
built over the past three to five years, but there’s no time for teams to rest on their laurels. Apps 
from potential disruptors frequently top the list of popular finance apps on app stores like iTunes 
and Google Play and threaten to disintermediate banks. Established disruptors like Amazon, 
Apple, Facebook, and Google continue to test payment- and wallet-related propositions.16 Mobile 
messaging apps like WhatsApp are rapidly growing into platforms that could radically change how 
banks talk to their customers.17 So could digital wallets.18 Faced with a fast-moving competitive and 
technology environment, Forrester recommends that digital banking teams at banks:

■ Focus relentlessly on the customer experience. Brilliant new mobile features can be 
rendered useless if they are difficult to figure out or hard to use. Digital teams must strive to 
combine increased functionality with improved user interfaces through better navigation, 
presentation, and design. Ensure that you have a rigorous testing process in place that 
encompasses user testing, third-party benchmarks, and employee pilots for new services.

■ Use context to develop relevant marketing offers and cross-selling capabilities. Digital 
banking teams should make more use of context — which we define as the sum total of 
what your customer has told you and is experiencing at his moment of engagement.19 
Digital banking teams should use tactics such as interstitials, banner ads, and embedded 
ads to promote relevant products and services to existing customers. Context is often about 
location, but delivering messages that are relevant to an individual customer will also 
require digital banking teams to connect their mobile services to their bank’s CRM system. 
Leaders like mBank and Garanti already make relevant product offers and merchant-based 
offers, based on customers’ profiles, spending patterns, and location as they use the bank’s 
smartphone apps.20

■ Help customers make better decisions by embedding money management. Money 
management should be the starting point for customers when they open up an app on their 
smartphone or tablet. Rather than just showing a customer her account balance, help her see 
whether she can afford a holiday or a new Samsung Galaxy S5 while still covering all of her 
bills and expenses for the next three months.

■ Define and execute a digital wallet strategy. Digital wallets integrating offers, coupons, 
payments, and loyalty rewards are poised to transform the way consumers shop and make 
payments, delivering more value, greater convenience, and a compelling, contextually 
relevant experience.21 Banks that do nothing risk losing relevance to customers and 



For EBusinEss & ChannEl stratEgy ProFEssionals 

2014 European Mobile Banking Functionality Benchmark 31

© 2014, Forrester Research, Inc. Reproduction Prohibited June 23, 2014 

watching other firms come between them and their customers.22 Forrester believes that 
mobile banking is the natural platform for mobile payments. Digital banking teams need to 
understand their customers’ needs, develop a vision of the bank’s role in a customer’s digital 
wallet, assess their existing capabilities, and evaluate potential partners.

■ Seek opportunities to create and deliver new value to customers. Take inspiration 
from the finance-related apps people are downloading and paying for at app stores to 
find opportunities for new functionality. Often this will involve using other sources of 
information, either from the customer’s smartphone or from publicly available data sources. 
For example, Garanti worked with a variety of other companies to integrate innovations 
such as mobile payments, mobile money management, merchant-based offers, and voice-
control into its iGaranti mobile banking app.23

■ Define what role they will play in a wider ecosystem of value. Forrester believes that the 
future of business is digital. Customers are assembling the solutions to their problems with 
a collection of instantly available digital products and services from your suppliers, partners, 
digital disruptors, other customers, and competitors.24 We call this new world a “dynamic 
ecosystem of value.” Your success demands that you embrace this new ecosystem and 
become a part of it by thinking differently about how you collaborate with other firms to 
create value for your customers.

H o W  F o R R e s t e R  c a n  H e L P

BeNChMaRK yOUR MOBILe BaNKING TO IDeNTIFy sTReNGThs aND 
weaKNesses

Each bank has different strengths and weaknesses and different priorities as a result. So how can 
digital banking teams gauge how their mobile banking services stack up against others and decide 
which features are most vital for their customer experience and business strategy? Forrester’s Mobile 
Banking Functionality Benchmark can help by:

■ Providing a custom review of your mobile offerings. Forrester uses the methodology from 
this report to provide digital teams with custom reviews of their mobile banking services. 
We deliver a full accounting of your score on each criterion and category and on your 
mobile services overall — plus a ranking showing how your mobile banking services stack 
up against those of your peers.
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■ Highlighting your strengths and weaknesses in mobile. By comparing your mobile 
banking scores against those of other banks on a category-by-category basis, Forrester helps 
digital teams pinpoint key strengths and areas of opportunities within mobile banking. We 
also expand on the best practices mentioned in this report and provide additional examples 
and best practices tailored to your areas of opportunity.

■ Providing actionable recommendations based on gaps and opportunities. Forrester’s 
Mobile Banking Functionality Benchmark can help you identify immediate next steps and 
long-term improvements for your mobile banking strategy.

sUppLeMeNTaL MaTeRIaL

Benchmark Methodology

Forrester conducted its Mobile Banking Functionality Benchmark evaluation of European mobile 
banking apps from May 1 to May 19, 2014. Our methodology involves scoring the banks’ mobile 
services on 37 criteria. As far as possible, we used an iPhone 5 for criteria focused on firms’ 
smartphone apps and mobile websites. We used a Samsung S2 Galaxy for the two Polish banks.

If you’re interested in taking part in Forrester’s Mobile Banking Functionality Benchmark or in 
learning more about our ongoing mobile banking research, please contact your account manager or 
contact Forrester’s inquiry team at inquiry@forrester.com.

Companies Interviewed For This Report

We would like to thank the individuals from the following companies and others who generously 
gave their time during the research for this report.

Bank Millennium

BBVA

Garanti

ING Bank

Intesa Sanpaolo

la Caixa

mBank

Postbank

Société Générale

UniCredit
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eNDNOTes
1 We chose these 11 banks as representative of the leading retail banks in Europe. To include a bank in the 

benchmark, we had to be able to access a real account or a fully functional test account. Please note that we 
do not claim that the 11 banks we reviewed have the best mobile banking functionality in Europe, but we 
believe they provide a representative benchmark of the state of mobile banking in Europe.

2 We also used our Mobile Banking Functionality Benchmark methodology to evaluate the mobile banking 
offerings of the largest retail banks in Canada, the UK, and the US. See the May 27, 2014, “2014 US 
Mobile Banking Functionality Benchmark” report, see the May 27, 2014, “2014 Canadian Mobile Banking 
Functionality Benchmark” report, and see the June 23, 2014, “2014 UK Mobile Banking Functionality 
Benchmark” report.

3 Our logic for only including each bank’s main banking app in the benchmark is that a customer should not 
need to download an additional app to complete common retail banking tasks like checking his account 
balance or making a payment. Note that by choosing to base the review on each bank’s main retail banking 
app, we put firms that offer multiple apps, such as separate mortgage, money management, or payment apps, 
at a potential disadvantage. However, the overall objective of this research is to uncover good practices, not 
rank the banks.

4 We determine these goals using data from our Consumer Technographics® surveys.

5 We amended the weighting this year to give a slightly higher weight to enrolment and login and sales and 
acquisition. The additional emphasis on these categories has resulted in some banks’ overall scores falling 
this year despite improvements across many categories.

6 Garanti Bank has integrated a number of innovations such as mobile payments, mobile money 
management, merchant-based offers, and voice control into its mobile banking app, iGaranti, which was 
launched in May 2013. Read this report to learn more about the process of revamping the mobile banking 
experience. See the January 8, 2014, “Case Study: iGaranti Reimagines The Mobile Banking Experience” 
report.

7 La Caixa offers an impressive range of text banking services. Customers can use texts to transfer money to 
their favorite accounts, check their account balance, check their loyalty program points, transfer money 
abroad (to banks that have concluded an agreement with la Caixa), check their credit card balance, pay 
a purchase in installments, extend their credit card limit, and top up their prepaid card. Source: la Caixa 
(https://portal.lacaixa.es/caixamovil/store/applosms_es.html).

8 Mobile features like pre-login account info are where mobile banking is heading. Forrester has outlined our 
vision of the future of mobile banking, where customer retention, new revenues, and brand differentiation 
are at stake and digital teams keep innovating, driven by consumer demand, enhanced offerings from 
leading banks, and third-party disruptors. For more information, see the November 12, 2012, “The Mobile 
Banking Imperative” report.

9 Intesa Sanpaolo provides its customers with an O-Key device, which generates a new six-digit numerical 
code (one-time password) every 16 seconds. Prior to login, customers just have to read the code on the 
O-Key’s display and type it in order to log in.

http://www.forrester.com/go?objectid=RES107061
http://www.forrester.com/go?objectid=RES107061
http://www.forrester.com/go?objectid=RES115944
http://www.forrester.com/go?objectid=RES115944
http://www.forrester.com/go?objectid=RES107023
http://www.forrester.com/go?objectid=RES107023
http://www.forrester.com/go?objectid=RES106741
http://www.forrester.com/go?objectid=RES75581
http://www.forrester.com/go?objectid=RES75581
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10 Garanti has developed the Security Picture application to protect Internet/mobile banking customers from 
phishing attacks. The first time customers use Garanti Internet Banking, the system will show eight pictures 
and ask customers to choose one of them. The picture they choose will be saved as their “Security Picture.” 
Customers will see their Security Picture after the password step every time they log on to Garanti Internet/
mobile banking.

11 The customization capability is similar to the way people pick the apps that appear on their smartphones’ 
home screens. The platform comes with a set of apps, some of which are preloaded onto the dashboard, 
while others are added by the user.

12 In conjunction with MasterCard and Gemalto, Garanti Payment Systems and the mobile phone operator 
Avea launched the world’s first near field communication SIM card on July 12, 2010. The NFC SIM card, 
which can be put in any mobile device to make contactless payments possible, eliminates the need for NFC-
compatible mobile phones. Source: Garanti Payment Systems (http://www.garantiodemesistemleri.com/
web/54-576-1-1/gosas_en/latest_news/latest_news/nfc_technology_first_in_the_world).

13 BNP Paribas offers POS payments through its Kix app, mBank through its mBank Orange cash app, and 
Intesa Sanpaolo through its “Move &Pay” app. For more information visit their websites: BNP Paribas 
(https://www.secure.bnpparibas.net/banque/portail/particulier/Fiche?type=folder&identifiant=K
IX_20111007104731), mBank (http://www.mbank.pl/indywidualny/karty/karta-nfc-mastercard-orange-
cash/, and Intesa Sanpaolo (http://www.intesasanpaolo.com/carte/move-and-pay.jsp).

14 Forrester defines a digital wallet as a digital service — accessed via the Web or a mobile application — that 
authorizes payment transactions from one or more payment sources and facilitates other commerce-related 
features such as offers, coupons, loyalty rewards, electronic receipts, and product information. Mobile 
digital wallets are digital wallets that can be accessed via a mobile device.

15 These can then be used for online or on-site shopping and for pre-staging ATM withdrawals with a QR 
code. In order to initiate a payment, the customer scans a QR code that a merchant presents via its point-of-
sale (POS) terminal, paper receipt, or invoice. Similarly, to withdraw cash from the ATM, the customer only 
needs to scan a QR code displayed on the ATM. Integrating a digital wallet directly into its mobile banking 
app allows the bank to control the customer experience of multiple aspects of the mobile payment process, 
including authentication, enrollment, payment options, and future features like loyalty and promotions.

16 Digital wallets are poised to transform the way consumers shop and pay retailers, restaurants, and service 
providers. Early wallets are enabling the convergence of offers, coupons, loyalty, and payments. Successful 
wallets will enhance the consumer’s commerce experience by delivering more value, greater convenience, 
and a contextually relevant, compelling experience. See the December 2, 2013, “Craft The Right Digital 
Wallet Strategy For Your Financial Institution” report.

17 Mobile messaging may seem like an area outside of banks’ concerns, but it’s not hard to imagine a future 
with fewer, more thoroughly contextual and curated portals to the universe of services from mobile devices. 
Companies should consider the possibility of a future where their access to consumers is through a small 
set of services. See the March 27, 2014, “Mobile’s Trojan Horse: The Messaging Platform” report.

http://www.forrester.com/go?objectid=RES99583
http://www.forrester.com/go?objectid=RES99583
http://www.forrester.com/go?objectid=RES115776
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18 Where and with whom customers spend their money, and how much, has been a treasure trove of profitable 
data owned by a handful of credit card providers in countries like the US. They monetize the data in part 
through customized offers to generate leads. Prepaid stored-value cards like that of Starbucks inserted one 
layer of abstraction by allowing customers to reload cards from their mobile phones. See the March 27, 
2014, “Mobile’s Trojan Horse: The Messaging Platform” report.

19 Consumers will adopt and use convenient services and products. In mobile, this translates to services 
that offer immediacy and simplicity through a highly contextual experience. The ability to deliver highly 
contextual experiences will increase in sophistication with the technologies embedded in mobile phones. 
eBusiness and channel strategy professionals must use context to deliver the right information at the right 
time to the right place to increase conversions. See the May 1, 2012, “The Future Of Mobile eBusiness Is 
Context” report.

20 Garanti works with Foursquare to have a constant stream of deals on the app. The offers are tailored to the 
customer; spending patterns are used to identify his or her favorite brands. This information is then used 
to offer the customer exclusive deals from these brands. A partnership with Foursquare enables iGaranti to 
further link the offers to the user’s location. Users who check in on Foursquare are informed about offers in 
nearby stores through push notifications. Additionally, third-party apps of merchants such as Bonubon, a 
daily deals site; Markafoni, a private shopping site; and the Biletix ticket distributor can also be integrated 
into iGaranti. In this way, iGaranti has placed itself at the center of customers’ financial lives. See the 
January 8, 2014, “Case Study: iGaranti Reimagines The Mobile Banking Experience” report.

21 Forrester defines a digital wallet as a digital service — accessed via the Web or a mobile application — that 
authorizes payment transactions from one or more payment sources and facilitates other commerce-related 
features such as offers, coupons, loyalty rewards, electronic receipts, and product information. Mobile 
digital wallets are digital wallets that can be accessed via a mobile device.

22 Banks that do nothing will fall behind other wallet providers and risk losing relevance and competitive 
differentiation as their customers establish trust and confidence with other firms that are providing greater 
value and convenience. See the December 2, 2013, “Craft The Right Digital Wallet Strategy For Your 
Financial Institution” report.

23 Mobile banking is the future. Yet many banks still haven’t embraced its full potential, adopting a new 
version of the past instead. Turkey’s Garanti Bank has taken a different approach. See the January 8, 2014, 

“Case Study: iGaranti Reimagines The Mobile Banking Experience” report.

24 They can do this because every company, every digital aggregator, every supplier, and every retailer is 
building apps and sites, making it effortless for customers to pick from a menu of everything they need. See 
the March 26, 2014, “The Digital Business Imperative” report.

http://www.forrester.com/go?objectid=RES115776
http://www.forrester.com/go?objectid=RES60081
http://www.forrester.com/go?objectid=RES60081
http://www.forrester.com/go?objectid=RES106741
http://www.forrester.com/go?objectid=RES99583
http://www.forrester.com/go?objectid=RES99583
http://www.forrester.com/go?objectid=RES106741
http://www.forrester.com/go?objectid=RES115784


Forrester Research (Nasdaq: FORR) is a global research and advisory firm serving professionals in 13 key roles across three distinct client 
segments. Our clients face progressively complex business and technology decisions every day. To help them understand, strategize, and act 
upon opportunities brought by change, Forrester provides proprietary research, consumer and business data, custom consulting, events and 
online communities, and peer-to-peer executive programs. We guide leaders in business technology, marketing and strategy, and the technology 
industry through independent fact-based insight, ensuring their business success today and tomorrow. 116628

«

Forrester Focuses On 
eBusiness & Channel Strategy Professionals 
responsible for building a multichannel sales and service strategy, 

you must optimize how people, processes, and technology adapt 

across a rapidly evolving set of customer touchpoints. Forrester 

helps you create forward-thinking strategies to justify decisions and 

optimize your individual, team, and corporate performance. 

eRic cHanG, client persona representing eBusiness & Channel Strategy Professionals

About Forrester
global marketing and strategy leaders turn to Forrester to help 

them make the tough decisions necessary to capitalize on shifts 

in marketing, technology, and consumer behavior. We ensure your 

success by providing:

n	data-driven insight to understand the impact of changing 
consumer behavior.

n	Forward-looking research and analysis to guide your decisions.

n	objective advice on tools and technologies to connect you with 
customers.

n	Best practices for marketing and cross-channel strategy.

FoR moRe inFoRmation

To find out how Forrester Research can help you be successful every day, please 
contact the office nearest you, or visit us at www.forrester.com. For a complete list 
of worldwide locations, visit www.forrester.com/about.

cLient suPPoRt

For information on hard-copy or electronic reprints, please contact Client Support 
at +1 866.367.7378, +1 617.613.5730, or clientsupport@forrester.com. We offer 
quantity discounts and special pricing for academic and nonprofit institutions.

mailto:clientsupport@forrester.com
www.forrester.com

	Forrester’s Mobile Banking Functionality Benchmark Methodology
	The Benchmark: Garanti Leads With Extensive Functionality
	Mobile Banking Best Practices Of European Banks
	Differentiate By Delivering Convenience In Context
	Benchmark Your Mobile Banking To Identify Strengths And Weaknesses
	Supplemental Material
	Endnotes

