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DBM can help you identify areas for improvement and inspire 
you with real-life best practice examples

WHAT ARE THE LATEST 
GLOBAL TRENDS 
AND INNOVATIONS?

HOW DEVELOPED IS YOUR 
MARKET AND HOW IS THE 
COMPETITION DOING? 

WHAT DOES BEST-IN-CLASS 
UX LOOK LIKE?

Learn more about the latest trends 
and developments in digital retail 
banking channels.

Gain insights into the positioning 
of a given country within global 
markets, and learn how an individual 
bank is perceived compared to local 
and global leaders.

Discover how UX features 
and functionalities help improve 
customer satisfaction and find out 
best practice adopted by global banks 
in terms of functionalities 
implementation. 

If you are interested in finding answers to those and other questions, 
contact your local representatives or dbmaturity@deloitte.com



The 6th edition of the DBM report has been the largest benchmarking study 
conducted so far, encompassing nearly 350 banks from all over the world
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Thought leadership 
material for the 
European Financial 
Congress

1

15

CENTRAL EUROPE EMEA INTERNATIONAL GLOBAL INTERCONTINENTAL

2016
Covering 15 additional 
CE countries 
and over 100 banks

16

115
2017

Expansion from CE 
to Western Europe 
and the EMEA region

38

248
2018

Expansion to new 
regions 
and continents, 
including Americas 
and Asia

39

318
2020

Biggest worldwide 
digital banking study 
with the participation 
of key global 
economies: USA, 
China, India, Brazil

41

304
2022

DBM remains the 
largest digital 
banking study, this 
time covering even 
more banks from 
all the continents

44

349
2024
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AI is not only transforming customer-facing tools but is also revolutionizing 
internal banking operations. By automating tasks like data entry, 
document verification , and compliance checks, AI accelerates processes 
and reduces errors, allowing banks to make faster decisions, such as instant 
loan approvals. This automation enhances both efficiency and customer 
satisfaction.

In risk management, AI strengthens fraud detection and credit risk 
assessments by analyzing real-time data and spotting patterns that human 
analysts might miss. AI also plays a crucial role in compliance, automating 
anti-money laundering (AML) and know your customer (KYC) processes, 
while Generative AI simplifies regulatory reporting, ensuring accuracy and 
efficiency.

AI further optimizes digital channels, enhancing user experience (UX) 
by analyzing customer behavior and improving the interface (UI). With 
predictive maintenance , AI ensures system resilience, monitoring IT 
infrastructure to prevent downtime and support always-on banking, 
delivering uninterrupted services to customers.

In addition to increasing customer engagement, this approach can also 
deepen the customer-bank relationship by delivering value-added 
interactions at every touchpoint.

Apart from cutting-edge features, customers also seek familiar 
experiences that would make their lives easier. This means enhancing the 
security and reliability of core banking services while seamlessly integrating 
personalized offers. The focus is on making every interaction frictionless 
and intuitive, with no intention of overwhelming customers with novelty.

Banks are doubling down on building trust through security. Regulatory 
compliance enforced by  such regulations as DORA, MiFID II, and PSD2/3 
ensures that banks maintain operational resilience while protecting 
customer data. Cybersecurity measures, like Strong Customer 
Authentication and behavioral biometrics, are now standard features 
that enhance customer experience and inspire confidence in the bank's 
ability to safeguard financial data.

BEYOND CHATBOTS: 
HOW AI IS REVOLUTIONIZING THE HEART 
OF BANKING OPERATIONS

ENHANCING TRUST 
AND SECURITY
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01 GLOBAL 
RESULTS
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Digital Banking Maturity 2024 covered 349 banks from 44 countries, 
with 12 banks included in additional UX analysis

AFRICA
Nigeria

- Country included in UX analysis

Our UX research was conducted by Deloitte consultants in 12 different countries. We have selected top UX players from all over the world.



As a result of the study, banks were classified into four groups based on 
their digitalization levels, with top players recognized as Digital Champions
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DBM index1

Note 1. DBM index measures maturity for channels and products offered by a bank. Data for 349 banks which were covered in 2024 edition 11 | Copyright © 2024 Deloitte Development LLC. All rights reserved. 

What defines 
Digital CHAMPIONS?

Digital Champions offer a wide 
range of functionalities 
relevant for customers, 
as well as compelling user 
experience. 

Digital Champions set key 
digital trends and have leading 
market practices in place, 
which positions them as role 
models to follow. 

Digital 
latecomers

Digital 
adopters

Digital 
smart followers

TOP 40 BANKS

Digital 
champions





Customer Journey steps have stagnated, with banks shifting their focus 
to ensuring full coverage of customer needs with an excellent UX
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DBM score broken by Customer Journey sections and functionalities offered by banks1 

Account 
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Customer 
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End 
relationship

Day-to-day 
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Note 1. Sample of 222 banks and 843 functionalities which were covered in 2022 and 2024 edition.

Result in 2022
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What are the primary focus areas driving digitalization growth among Digital Champions?
difference between DBM score of Digital Champions in 2022 and 2024, pp   
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3%

10%
8% 8%

7%

19%

15%

11% 11% 11%

0%

Note 1. Based on the data for 30 Digital champions identified in 2022 and 40 Digital champions identified in 2024 .

Where have Digital 
champions gained the 
biggest advantage over 
peers in the last 2 years?

One of the key areas is expand 
relationship, with an average 12 pp 
advantage, particularly in 
ecosystems and investment 
services, where they grew by 19 and 
17pp, respectively. 

Additionally, Digital champions have 
made substantial progress in 
cross-selling, both for basic 
and complementary products, as well 
as in card management, with each 
area seeing an 11 pp advantage.

Digital champions have invested significantly in ecosystems, investment 
services, cross-sell and card management areas since 2022
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HERITAGE 
OR PROGRESS
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A
SI

A

SUPER APP 
REALM

Banking in Europe appears to follow two primary 
development trajectories. On the one hand, traditional 
banks prioritize their heritage while concentrating on 
financial management services, ensuring that their digital 
functionalities remain straightforward. On the other, 
a diverse array of banks, including neobanks, seeks to 
expand their offerings by incorporating a broader range 
of functionalities that extend beyond traditional banking 
domains. Meanwhile, stringent regulatory 
framework, which may hinder innovation and 
flexibility, has become one of the most significant 
challenges the European banking sector has to 
face.

Divergent strategies allow both types of institutions to 
carve out unique value propositions. Traditional banks 
can leverage their established reputations to build trust 
and stability, while the second group can attract 
customers seeking more comprehensive, lifestyle-
oriented solutions. By embracing the said approaches, 
banks can better serve diverse market needs and 
position themselves competitively in a rapidly evolving 
financial ecosystem. Will the increasing demand for 
integrated, lifestyle-oriented solutions drive traditional 
banks to innovate further? Will their established heritage 
secure a sufficient market share as Europe's population 
continues to age?

Asian banks are renowned for their willingness 
to redefine the concept of banking. With the support 
of a favorable regulatory environment and the use 
of multiple accessible channels, they seamlessly 
integrate new functionalities into their offerings. 

They enhance user convenience by creating a one-stop 
shop for financial needs, which not only promotes user 
engagement but also significantly improves the overall 
customer experience. Moreover, Asian banks expand 
their app features to include non-financial services, such 
as food and grocery deliveries, event ticketing, travel 
concierge services, and various marketplaces 
for shopping and automobiles. 

By diversifying their service offerings, they can attract 
a broader customer base and increase customer loyalty, 
ultimately positioning themselves as essential lifestyle 
partners in the digital economy. Apart from enhancing 
revenue stream, this strategic approach also strengthens 
their competitive advantage in an increasingly saturated 
market.





02 KEY TRENDS 
& INSIGHTS
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EVOLUTION INSTEAD 
OF REVOLUTION

Following a period of rapid digital innovation in recent years, 
the market has matured. The focus has been shifted from 
developing and implementing new features to rethinking 
and reevaluating banking services, adopting processes to 
make the services more digitally accessible (filling the gaps) 
and enhancing the overall user experience. 

On the one hand this may result from growing expense 
precautions, and on the other we might be witnessing an 
emerging trend leading banks towards simplicity in service 
design, concentrating more on service quality instead 
of quantity. Customers greatly value having options 
and accessing services the way they please. In an 
overstimulated world, they favor clarity on demand.

01
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Account 
opening

Customer 
onboarding

End 
relationship

Day-to-day 
banking

Expand 
relationship

Information 
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31 | Copyright © 2024 Deloitte Development LLC. All rights reserved. 

Since 2022, a significant increase in the use of mobile channels has been 
observed for account openings, cross-selling and card management processes
DBM score in mobile banking channel1
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Growth in 2024, ppResult in 2022

Channel 
multiplier2 0.6x 1.4x 1.0x 1.6x 1.2x 1.1x 1.2x 1.1x 1.1x 1.1x 0.7x 0.9x 0.8x 0.9x 0.9x 0.8x 0.8x

+4

+17

+3
+3

+5

+1

+3

+6
+3

+5

+11

+7

+6

0

46%

60%

36%

61%

46%
49%

46%

59%

37%

24%

35%

62%

27%

11%

22%

31%
37%
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Note 1. Average score of 222 banks participating in  both 2022 and 2024 ed ition
Note 2. Channel multiplier represents the ratio of the 2024 DBM score in mobile channel to 2024 DBM score in internet channel s





Remote opening for transactional and saving products is very common among 
Digital champions, with the top players offering digital mortgages or car loans
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Note 1. Result is an average for mobile and internet channels
Note 2. Data for 349 banks which were covered in 2022 edition, including 40 champions and 309 other banks
Note 3. In many cases of Digital champions, debit card is issued automatically with an account. It can lower actual score

40

89
2.2x

45

93

2.0x

413.2x

76
95

1.2x

57
95

1.7x

48
85

1.8x

27
65

2.4x

30

85
2.8x

58
91

1.6x

25

84
3.3x

Credit cardDebit card 3 Currency account Current account

CREDIT

TRANSACTIONAL

SAVING & INVESTMENT

Term depositSaving account Brokerage accountMutual funds

513.6x

Cash loan Car loan Mortgage

On average, Digital Champions 
provide an end-to-end remote 
product opening process 2.5 
times more frequently than other 
banks. This gap has slightly 
widened since the 2022 edition 
of the study. 

While fully remote processes 
covering transactional and savings 
products are already available in 
many banks, Digital Champions have 
gone the extra mile by including 
fully digital cash loans in their 
standard offer.

Additionally, an increasing number 
of leading players extend their  
capabilities by mortgages 
(41% of Digital Champions). 

Digital champions2Others 2

% of banks offering fully end-to-end product opening method in mobile or internet channels1

14 13
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Value added services is 
what sets Digital 
Champions apart from 
other banks

34 | Copyright © 2024 Deloitte Development LLC. All rights reserved. 

Value-added services can enhance customer 
engagement and loyalty, helping banks both 
attract and retain customers. Additionally, 
these services offer banks greater access 
to customer data, facilitating personalization 
and the cross-selling of financial products.

On average, Digital champions offer VAS 2.5 
times more often than other banks, with 
the most prominent difference in healthcare 
(6.5x) and public services (5.9x). 

Since 2022, there has been noticeable 
stagnation in the adoption of new 
functionalities in banking apps. Many banks 
are placing greater emphasis on refining 
existing features and enhancing the 
overall user experience, rather than focusing 
solely on introducing new functionalities.

Note 1. Data for 40 banks classified as Digital champions 
and 309 other banks which were covered in 2024 edition

62%

38%

33%

8%

7%

10%

2%

3%

3%

Top Value-Added Services by category, % of banks offering given functionality1

3%

6%

1%

24%

7%

6%

Commercial

Entertainment

Mobility

Public services

Auxiliary services

Password manager

Credit scoring

Cloud storage

53%

34%

15%

Paying for the motorway access

Booking hotels, flights, or trains

Buying parking and transport tickets

Buying access to airport lounges

33%

31%

25%

6%

Applying for social benefits

Submitting income tax form

Checking social-insurance status

25%

20%

14%

Buying tickets for social events

Buying tickets for cinema or theatre

11%

10%

Loyalty program

Special discounts and promotions

Mobile phone top-ups

95%

78%

60%

Other banksDigital champions

Healthcare

3%

1%

1%

Purchasing healthcare package

Booking medical services

Booking medical examinations and appointments

15%

9%

8%



The "beyond banking" offer remained at a similar level to 2022, with focus 
on on-line payment methods

30%

26%

16%

8%

3%

2%

2%

2%

74%

70%

45%

38%

19%

23%

16%

6%

E-COMMERCE / MARKETPLACE FUNCTIONALITIES

AUTOMOTIVE MARKETPLACE

Payments at e-commerce checkouts2

Instalment payments

Virtual card

Deferred payments

Car marketplace

Long-term rental

Automatic leasing applications

32%

11%

Average share of all Beyond 
Banking functionalities available1

Share of personalized non-financial offer 
in digital channels

Other banksDigital champions
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Note 1. Data for 40 banks classif ied as Digital champions and 309 other banks which were covered in 2024 edition

When comparing to the 2022, 
similarly as in the case 
of VASes, banks did not focus 
strongly on widening Beyond 
Banking, digital shopping 
and e-commerce offer.

% of banks offering marketplaces, digital shopping solutions 
and personalized marketing1

Digital Champions

Other banks





With digital mortgage on the rise, top players are developing real estate 
marketplaces, offering a variety of property-related services

REAL ESTATE MARKETPLACE FUNCTIONALITIES

Interior design marketplace

Checking real estate prices 
in the area/city/country

Construction & 
renovation marketplace

Applying for mortgage 
for specific property in 
real estate marketplace

Legal/notary services 
marketplace

Interior design marketplace

6%

2%

6%

1%

4%

1%

3%

0%

1%

0%

% of banks offering a real estate marketplace1

10%

1%
10.3x

MOBILE CHANNELINTERNET BANKING
13%

3%
4.3x
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Note 1. Data for 40 banks classif ied as Digital champions and 309 other banks which were covered in 2024 edition; data for both channels: mobile and internet banking

With banks introducing 
innovative mortgage lending 
solutions globally, a rising 
number of banks is offering 
a real estate marketplace. 
This feature is on average ~6 
times more common 
among Digital champions.

Real estate marketplaces can 
be used to facilitate home 
purchase, as part of the 
mortgage process and the 
only marketplace available, 
or they can make part 
of a bigger property-related 
ecosystem, including 
functionalities like 
construction and renovation, 
interior design or notary 
services.

+4 pp

+3 pp

+3 pp

+5 pp

+1 pp

Digital Champions

Other banks
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12%

24%
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20%
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13%

3%

39%

While some Digital champions realize the potential of PFM, most have yet to 
implement cross-selling functionalities

ENGAGEMENT DRIVERS

X-SELL BOOSTERS

% of banks that offer PFM1

Other banksDigital champions

80%

40%
2x

Other banksDigital champions
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39 | Copyright © 2024 Deloitte Development LLC. All rights reserved. Note 1. Data for 40 banks classif ied as Digital champions and 309 other banks which were covered in 2024 edition, includes data from internet and mobile banking channels

PFM in its basic form has become a standard 
digital feature offered by most Digital 
Champions and about half of the other 
banks.

Most banks use PFM functionalities mainly 
to increase mobile app use duration 
and frequency. As the trend toward
implementing PFM has matured, Digital 
Champions are focused on optimising the 
offered functionalities, with a focus on 
cross-selling opportunities.

% of PFM functionalities offered by banks1
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Set a budget, analyze and categorize expenses

OBTAINING A BETTER UNDERSTANDING 
OF EXPENSES THROUGH ANALYSIS CAN INSPIRE 
A DEEPER DESIRE TO MANAGE ONE'S FINANCES 

DESCRIPTION
By setting weekly, monthly or annual limits on specific expense 
categories, users can take control of their spendings. This feature 
proves invaluable for effective budget planning.

1

2

Users can see their personal analytics screen and the budget they have allocated.

In the actual month view users have a detailed overview of their budget in given 
month and getting information about the level of utilization of their budgets.

3 They can create new budgets and of course edit the existing ones.

1 2

3

3
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SEEKING FAMILIAR 
EXPERIENCES 

In recent years, the banking sector has seen a growing influence 
of global consumer experiences. Banking apps are being 
increasingly redesigned to mirror popular platforms like Spotify, 
Uber, Amazon, and social media, incorporating features such 
as tags, notes, comments, likes, emojis or geolocalization. 

The idea being to improve ease of use and enhance user 
experience. Furthermore, accustomed to such interfaces, 
customer tend to seek services that offer global market access, 
which for banks translates into currency management 
and international transfers. 

Additionally, concepts popularized by retailers, such as QR codes 
or "buy now, pay later," are more and more expected in banking 
services, reflecting the shift toward more flexible payment 
options. The need to align with modern user habits is making 
these features indispensable rather than optional.

05
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To facilitate the usage and enrich their channels, Digital Champions apply 
solutions known from other apps
% of banks offering given functionalities1

Sending a transfer 
by scanning a QR 
code generated 
by recipient

93%

60%

Adding 
notes/comments 
to transactions

Financial feed, 
providing 
information 
about account 
operations, 
similar to feeds 
present on social 
media

Other banksDigital champions

24%
4%

50%

15%
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To facilitate the usage and enrich their channels, Digital Champions apply 
solutions known from other apps

Making payments 
to people nearby, 
inspired 
by Bluetooth 
and Airdrop

Using maps 
to locate an ATM 
or branch

Sending 
GIFs/emojis 
with a transfer, 
imitating 
communication 
apps

Other banksDigital champions
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28%
12% 15%

7%

80% 73%
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HYPERPERSONALIZED 
COMMUNICATION

There is a noticeable shift in the way banks communicate 
their offers to customers, with a growing emphasis on 
personalized content, in-app placements for banners 
and pop-ups for recommendations or tips and tricks. 
Banking apps start to adopt a semi-informal tone, addressing 
users by their names and utilizing communication methods 
typical of e-commerce and social media platforms. A switch 
to extend customer accessibility is also visible.

In the near future, AI is expected to play a significant role 
in advancing this approach, further enhancing 
personalization by delivering even more customized services 
and offers. As this trend develops, banks are moving away 
from generic messaging, focusing on creating a more 
individualized and user-centric experience.
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