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To get the maximum value out of this whitepaper, fill it while reading the article.
We are living in a very compe00ve age. There are all kinds of digital ﬁnancial services to choose from, and plenty
of new ones enter the market every year. Customers are overwhelmed with the choices, and their expecta0ons
are constantly rising. For many entrepreneurs, this turns out to be a dead end, leading their businesses to
bankruptcy. Meanwhile, there are ﬁnance companies that use it as an opportunity to conquer the market. Their
ﬁnancial solu0ons are successful, demanded and loved. Their customers are loyal and eager to recommend the
service to their friends. What's their secret?
In the "Financial UX Explained" series, we guide you through the components of the Financial UX Design
Methodology for you to understand how successful and demanded digital ﬁnancial products are created.

Digital financial services have to help people
Digital ﬁnancial service success is directly dependent on its ability to ease users’ daily lives and solve their
problems. If the product does not live up to user expecta0ons, they will seek another alterna0ve.
There's a common faulty belief among many entrepreneurs. They are certain that it's enough to understand the
user's problem in order to create a product that will solve it. Have you ever thought that way? Unfortunately, it's
not that easy. There's no one straight way right from the problem to the solu0on.
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This mistake ruins thousands of new products and businesses every year. Oﬀering a solu0on for a speciﬁc
problem is not enough to ensure customer demand.
The confusing thing is that it all starts with coming up with a good solu0on to an
important problem. But, between the problem and the solu0on, there are three crucial
condi0ons that diﬀeren0ate whether or not a product will be a success.

Problem-solution cycle meets financial service design
To understand what these three condi0ons are, we need to explore the problem-solu0on cycle from the human
perspec0ve. It's an approach to deﬁning a problem and ﬁnding a solu0on through three condi0ons that start with
the context that deﬁnes the mo0ves that then lead to ac0ons. At each point, we use speciﬁc tools that reveal the
process and give us an idea of exactly how the ﬁnancial service should work.

Context
First of all, a person who is facing a problem has a context. There is an external context, for example, the
situa0on in which the problem arose, the rou0ne in which a person operates and the lifestyle of the person in
general. There is also an internal context such as emo0ons, thoughts and hopes.
To iden0fy the external context, we collect informa0on about the poten0al users of the digital ﬁnancial service.
We create a user proﬁle that describes the lifestyle and habits of the user persona.
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Then, an Empathy map is created to uncover the deepest understanding of the internal context. A look at the
future banking product from the point of view of the user allows us to be#er understand the limitaAons and/or
opportuniAes associated with the product use context.
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There are many banking products on the market that lack demand. The ﬁnance
companies have invested a lot of money and @me resources in crea@ng them. They
based the solu@ons on a problem, but the customers refuse to use their ﬁnancial
services. Why? Because such banks and ﬁnance companies have not taken into
account the expecta@ons of the users.

And there is no way to research user expecta@ons without inves@ga@ng both the internal and external user
contexts. Truth be told, if you do not get to know your user's habits, lifestyle, environment, emo@ons and
cogni@ons, you cannot understand how your product can help solve their daily tasks and problems, and it will be
impossible to create a successful product.

Motive
The iden@ﬁed context determines the person's expecta@ons in searching for a solu@on to the problem─how he/
she perceives this problem, where he/she will look for the solu@on, and how he/she will evaluate the
eﬀec@veness and quality of it. This deﬁnes the mo@ve for using the exact banking product or ﬁnancial service. In
fact, this is the job for which users hire the product.
We can specify this job using the Jobs To Be Done framework (JTBD), and set the key priori@es through the Red
Route Analysis. We need to look deep enough to ﬁnd the true mo@ves that aﬀect the ac@ons of the user and
his/her mental model. This is not something abstract; on the contrary, it's seeking concrete solu@ons for very
speciﬁc tasks that will allow us to bring the conceptual model of the product in line with the mental model of the
user.
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There are many who are certain it's enough just using the JTBD framework. Though it's be#er than nothing, we
believe the most eﬀecEve way to uElize the full potenEal of the JTBD framework is to deﬁne the scenarios
based on the internal and external context of the user.

Actions
Next, the user takes acEon to achieve the needed soluEon. He/she uses the product and interacts with it. Our
task is to ensure that the product provides the user with a clear, enjoyable and eﬀecEve soluEon to their iniEal
problem.
This is where the User Journey Map (UJM), user ﬂow map, wireframes, UI design and tesEng come in as user
experience design (UX) tools.
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Problem-solution for financial service design in practice
Now that we have guided you through the theory, we'd like to oﬀer a prac?cal example for you to be#er
understand this model which helps to design banking user experience.
Interna?onal transfers can be a major headache. The problem or challenge here is sending money to someone
abroad. Every tradi?onal bank oﬀers a straighForward solu?on─wire transfer. All you need to do is ﬁll in a long
and diﬃcult form that requires speciﬁc informa?on about your recipient.
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In the picture - a screenshot from a standard interna;onal transfer form from one of banks in Europe.
So, at ﬁrst glance, the provided solu;on seems to resolve the previously deﬁned problem. But, when we ask
users about it, we will discover that they feel frustrated and dissa;sﬁed because, when you ask a recipient
abroad about the needed data, they usually don't even know where to get it and what it is. In addi;on, the
transfer itself takes days, or even weeks, and the user is charged an unreasonably high fee for such banking
service.
This leaves millions of people feeling angry, and even threatened, because the usage
context has not been taken into account.

But, what could happen if we implement the problem-solu;on cycle described above? We would ﬁnd that
usually personal interna;onal transfer is requested ASAP because some of the customer’s rela;ves or friends
need immediate ﬁnancial help due to extraordinary circumstances.
They oMen don't have the ;me and knowledge to search for the complex data requested on the wire transfer
banking form. Also, as it comes with unexpected events and troubles that may happen in life, the whole process
is led by stressful emo;ons that make the lengthy procedure even more painful.
The main mo;ve of the customer is to collect data on the recipient and send money to them in an easy, fast and
cost-eﬀec;ve manner. What if we oﬀer to make the transfer by entering only the recipient’s account number
instead of all the complex data?
This is exactly what Transferwise provides─a P2P interna;onal transfer service. Their fees are surprisingly low,
and it's clear that their solu;on is based on a thorough analysis of the user’s context, mo;ves and ac;ons. The
result speaks for itself─in 8 years, the Transferwise community has grown to more than 6 million people, sending
£4 billion abroad every month. That’s a savings of £1 billion a year compared to conduc;ng these transac;ons
through local banks.
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Takeaway
In summary, to design demanded digital products that will be loved by the customers, we start with the problem.
To clearly deﬁne the problem and the tasks, we explore the problem-solu+on cycle impact on user experience
by creaIng user personas and deﬁning their Jobs To Be Done. Throughout this process, we crystallize the
context in which the problem takes place, the moIves of the users that dictate the acIons and the people it will
take to apply the right soluIon. During this process, Financial UX design methodology, and such UX tools as an
Empathy map, Red Route Map, UJM, user ﬂows, wireframes, UI design and tesIng are used.
This can be used as a “cheat sheet” for ﬁnance companies to create digital products that can conquer the market
amid the growing compeIIon.
Did you enjoy this arIcle? Share your thoughts! Also, if you have any quesIons concerning ﬁnancial UX design
or are looking for ways to take your ﬁnancial company to the next level, contact us with your challenge on
info@uxdesignagency.com

If you are willing to take the user experience of your financial
business to the next level, contact UXDA - we will help you:

E-mail: info@uxdesignagency.com
WhatsApp or call: +371 200 200 23
Skype: uxdesignagency
Linkedin: h#ps://www.linkedin.com/in/alexkreger
Book a meeIng: Calendly
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