Into an Essential Habit
for Financial Consumers



Consumers are raising the stakes
on their online experiences

Practically everything can be handled online. With nearly a third (29%) of consumers conducting half
to two-thirds of their transactions online,! they've seen it all when it comes to digital experiences.
From online retailers and streaming services offering curated recommendations to customized social
feeds, consumers know a good experience when they see it — and they avoid bad ones at all costs.

Advanced artificial intelligence (AI), gamification and recommendation technologies are setting new
expectations for online guidance and support. Research shows those expectations raise the bar for
everyone — even in unrelated industries like financial services.

The digital customer experience (CX) is everything:
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What captures attention?
Real, relevant and useful experiences.

Think being flashy is an easy way to get attention? Wrong! Today's consumers have seen plenty
of all-sizzle, no-steak solutions. They want engaging innovations that help them get things done
without fluff or distractions. The apps they rely on most provide insights that speak to their
personal situations and give them control. Thankfully, tech advancements have made it easier for
developers to natively deliver a range of highly personalized, interactive services within their apps
and sites.

Consumers want personalized, interactive experiences:
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WHAT THIS MEANS FOR YOU:

Consumers expect FinTechs and financial service
providers to provide a more holistic view into their
financial standing — from interactive calculators to
easily accessible credit information to educational
FAQs, and more. The right tech enables companies
to deliver hyper-personalized insights based on the
customer’s unique financial picture. Combine that
personalization with gamification strategies that boost
engagement and you can provide the kind of relevant
and actionable experiences that keep consumers
coming back.



https://www.bcg.com/publications/2024/what-consumers-want-from-personalization#:~:text=Four%2Dfifths%20of%20surveyed%20consumers,expect%20companies%20to%20offer%20them.
https://www.qualtrics.com/news/increased-expectations-declining-loyalty-qualtrics-announces-2025-consumer-experience-trends/
https://www.telusdigital.com/about/newsroom/telus-international-survey-for-national-customer-appreciation-day-2024

To build trust, loyalty and long-term ROI,
deliver what consumers want,
how they want it

Expanding the capabilities of a FinTech's app or site can empower consumers to improve their credit
or protect their financial accounts. With personalization, consumers benefit from practical, proactive
insights. They get information relevant to their specific situations. Gamification — in the form of
Interactive scoring, credit simulators and other capabilities — can generate even greater engagement.

These high-value touchpoints can increase the stickiness of your digital experiences, motivating
consumers to regularly return having benefitted from the value of your offerings.

Putting customers first pays off:
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https://reprint.forrester.com/reports/accelerate-b2b-growth-with-a-customer-obsessed-strategy-90363632/index.html
https://www.lippincott.com/ideas/myth-of-brand-differentiation/

Our five keys to turning your digital experiences

into an essential habit for financial consumers

Deliver what

consumers
want

Being a flashy start-
up isn't enough.
Consumers expect
value, regardless

of your size. To

keep them coming
back, deliver useful,
actionable insights.

Give
consumers
control

When tools

are interactive,
consumers are more
engaged and invested
in the information.
When it comes to
their finances, they
should feel like
they're in charge.

Inspire
them to
return

Remember, your
interface can

be part of their
decision-making. The
information should
be valuable, but the
UX also needs to

be welcoming and
intuitive.

Ensure
easy
integration

Making your solution
a financial habit

req uires €4dSYy aCcCessS.

Integrating it with
other tools they use
daily helps make its
use an instinctive
behavior.

Deliver
long-term
value

Adopting a customer-
centric approach
promotes trust and
loyalty with your ideal
customers, helping
ad hoc users become
consistent, lifetime
patrons.



TruEmpower Solutions can help

Want to enhance your offerings with a ready-made suite of solutions that delivers the personalization, value
and engagement needed to compete?

TruEmpower™ credit and identity solutions enable businesses to help their customers better understand,
protect and take control of their financial health and digital identities. These solutions seamlessly integrate into
existing digital experiences, allowing businesses to support consumers’ unique needs and advance specific,
strategic business objectives. The TruEmpower suite of solutions provides meaningful digital engagement
touchpoints that deliver differentiated value and foster deeper, more loyal customer relationships.

LEARN MORE ABOUT TRUEMPOWER SOLUTIONS AND CAPABILITIES HERE.
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TransUnion:

TransUnion is a global imformation and insights company with over 12,000 associates operating in more than 30 countries. We
make trust possible by ensuring each person is reliably represented in the marketplace. We do this with a Tru™ picture of each
person: an actionable view of consumers, stewarded with care. Through our acquisitions and technology investments we have
developed innovative solutions that extend beyond our strong foundation in core credit into areas such as marketing, fraud,
risk and advanced analytics. As a result, consumers and businesses can transact with confidence and achieve great things.
We call this Information for Good® — and it leads to economic opportunity, great experiences and personal empowerment for
millions of people around the world. transunion.com/business

Educate, Engage and Empower Your Consumers With TruEmpower:
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