
Attract, engage, 
and delight

Retail Banking
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Rethinking card strategies for 
today’s banking landscape

showing modest growth while confronting uncertainty.  Geopolitical 

businesses to re-evaluate operations and supply chains. These 
macroeconomic headwinds coincide with a competitive retail banking 
landscape that demands a fundamental reassessment of traditional 
strategies. Today’s customers, expect seamless, personalized digital 
experiences and demand value at every touchpoint. This presents a 

Capgemini’s World Retail Banking Report 2025, our 21st edition, delves 
into the critical role of card products within this dynamic environment. 
While cards remain a powerful gateway for customer acquisition 
and engagement, the rules have changed. Our research found that 
while 73% of credit customers are motivated by access to exclusive 

74%) are 

The banking landscape is undergoing disruption driven by the rise 
of contactless and remote payment options. Seamless and instant 
account-to-account (A2A) payments are at the forefront of this shift, 
with payment executives suggesting they could upend 15-25% of 
future card transaction volume growth.

the sole banking service carried and daily used by consumers. Retail 
banks are struggling to convert prospects into customers, particularly 

and fully digital FinTechs and new-age players with reputations for 
customer-focused solutions.

The challenge and the opportunity lies in creating unforgettable 
card journeys that resonate with today’s discerning customers. The 
World Retail Banking Report 2025 explores the power of customer-

customer needs and aspirations. Bank executives (88%) across the 

boost engagement and delight customers.

It’s no longer enough to have a digital presence; banks must 
cultivate a seamless, personalized experience that attracts, 

In a world saturated with digital noise, cutting through the clutter, and 

insights and strategic retail banking frameworks helpful as you navigate 
the current turbulence and build sustainable growth. By embracing 
innovation and prioritizing customer experience, we are convinced that 
resilient banks will thrive.
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re
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d

Kartik Ramakrishnan
CEO Financial Services, Capgemini
Member of the Group Executive Board
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Win the hearts (and wallets)

Card journeys that earn a “Heck, 
yeah!” from bank customers

74%
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Swipe right, ignite card love
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Source: Capgemini Research Institute for Financial Services analysis, 2025.

Figure 1.
Innovations of the last decade are transforming retail banking

Legacy infrastructure

Product-centered sales

Siloed customer journeys

Branch-driven banking

Cards-only payment rails

In-store payments

Traditional
banking model

Cloud native platforms

Customer centricity

End-to-end digital
customer journeys 

Smart banking ecosystems

Real-time multi-payment
solutions

Contactless and
remote payments

New-age
banking model
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Digital transformation 

experience in banking

World Retail Banking Report 2024

New-age players are creating 
seamless, rewarding, and 
customer-centric experiences

 “The goal for both banks and new-age 

experience, maintaining a digitally relevant context, and 

“Consumers today expect 

experiences that are 

expectation isn’t limited to 

Whether shopping, traveling, or 
using services, consumers now 
look for smooth and seamless 

Jose Thomas
Vice President, Financial Services, Adobe, USA
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“Over the past decade, retail 
banking has shifted to digital-

internet-based mobile and 

become customer-centric, 
using data to understand needs 

omnichannel experiences now 
ensure seamless and consistent 
engagement across apps, 

Simon Puckering
Head of Digital and Innovation, 
Wealth and Personal Banking, HSBC, Singapore
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Nubank One Finance

Driving innovation through seamless, 
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New payment methods are 
disrupting and will dominate 
the payment landscape

9 
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World Payments Report 2025

World Payments Report 2025 executive 

Global

1%

57%

17%

4%
5%

16%

2023E

1%

50%

18%

2%
8%

22%

2028F

Traditional
payment mix  

New digital
payment mix 

Checks

Cards (debit and credit, including pass-through wallets) 

Credit transfers (Payer-driven push transactions) 

Direct debit (Payee-driven pull transactions) 

E-money (including staged wallets*) 

Instant payments

*Staged wallets, a type of e-money, are pre-funded through cards or accounts before making payments,
  and store temporary funds - e.g., Google Wallet, PayPal  

 

Sources: Capgemini Research Institute for Financial Services analysis, 2025; World Payments Report 2025.
Note: 2023E represents estimated and 2028F represents forecasted

Figure 2.
Instant payments and wallets will alter the future of payments
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“Card payments remain strong but face growing competition from A2A 

loyalty programs, fraud protection, and global interoperability, while A2A 

Elisabeth Quellec
Director of the Retail Banking Division  
and Member of the Board, Crédit Mutuel Arkéa, 
France
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83%
intense competition from other 

in converting prospects to 
customers

Cards go beyond payments 
to become an all-in-one 

“I believe payment cards – whether debit 
or credit – have become platforms to which an entire ecosystem 
of services can be connected, extending far beyond the card 
itself, making them a more crucial entry point for banks to build 
closer customer relationships through continuous innovation, 
personalized experiences, sustainability initiatives, accessibility 
features, and robust security measures.”

delight customers fall short
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 “Customer centricity is a live journey, 

oriented products, and ultimately evolving into advanced 
consultative solutions tailored to individual needs.”

Card o rings oft n fail to m t xp ctations

Sources: Capgemini Research Institute for Financial Services analysis, 2025; World Retail Banking Report 2025 customer survey, N=8000.

connectivity service against fraud

Analysis, 2025; World Retail Banking Report 2025 customer survey, N=8000.

Lifestyle
integration
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pricing 

Value for
money 
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35%

38%
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% of customers not
receiving key bene s 

Rewarding Personalized

Banks struggl  to nga  and d light card custo rs



Card journeys that  
earn a “Heck, yeah!”  
from bank customers
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Gain clout by understanding 
consumers’ diverse card needs

 
Preferred
channels for
communication  

Financial
situations 

As a newly employed individual,  Ava doesn’t have
a credit score yet, which makes her cautious about

applying for a credit card.  

Social media applications
Snapchat/
Instagram

WhatsApp/
WeChat

messaging

New York

Location

Married

Marital status 

One

Children

Sales manager

Occupation

Singapore

Location

Single

Marital status 

None

Children

Social
media

manager

Occupation

Paris

Location

Single

Marital status 

None

Children

IT specialist

Occupation

and wants to maximize rewards for his spending.   

Emails
Live chat
support

Mobile apps
Social media
applications

Ava is eager to embrace her independence and
support her lifestyle goals, such as travel and apparel,

while also seeking guidance on building her credit history.  

John seeks better rewards for fuel, electronics,
and discounts on entertainment, while also valuing travel

that enhances his quality of life.  

Live chat supportEmails Phone calls In-person visits

Source: Capgemini Research Institute for Financial Services analysis, 2025.

Ava, 22 John, 30

Professionals without children Professionals with children

Demographics

family expenses, such as cashback on groceries, fuel, 
and education, and which may provide the option for 

add-on cards for his spouse and child later.

Mike has a solid credit history and a stable income. 
Focused on budgeting for family needs and planning

for future expenses like education.

Figure 4.
Explore the pro les of digita rst, urban card seekers

New professionals

Mike, 45

Goals
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Digita

Ava is thrilled to get her rst 

card, but like 67% of similar 
customers is overwhelmed by 
the number of options available

74% of customers like Ava 
feel stuck navigating unclear 
fees and rewards.

40% of customers like Ava 
struggle with delays in card 
approval.

70% of customers like John 
are disappointed that there’s 
no virtual card for immediate 
use and customer service is not 
responsive to them

55% of customers like Ava 
begin their application but 
quickly get frustrated as they 
struggle to track its status.

57% of customers like 
John apply for a card, but 
are annoyed by excessive 
documentation requests

53% of customers 
like Mike face a lengthy 
and complicated 
application process.

44% of customers like
Mike are disappointed by
the lack of an option to add
a card for his family and 
unclear communication 
regarding the next step.

54% of customers like John 

responses from customer 
support.

44% of customers like Mike 
are frustrated by unclear 
descriptions and limited access 
to unbiased customer reviews.

John, familiar with cards, seeks 
better rewards but struggles 
with confusing promotional 

 challenge faced by 

56% of similar customers

Mike looks for a card that 

confused like 47% of similar 
customers who say all rewards 
look the same.

Aw C id ati Appli ati

Sources: Capgemini Research Institute for Financial Services analysis, 2025; World Retail Banking Report 2025
customer survey, N=8000.

New
professionals 

Professionals
without children

Professionals
with children

F i ti xi t a all u t g t ta t tag
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Embrace a client-centric 
approach to elevate 
customer card journeys

engagement phase focuses on converting prospects into 

Source: Capgemini Research Institute for Financial Services analysis, 2025.

Steps that 
create momentum

Steps that
reduce friction 

Customer
growth 

Reimagine
media mix 

Align the 
right card

Targeted
communi-
-cation

Personalized
rewards 

1 2

3

5

Seamless
onboarding

and activation  

Improve
customer
servicing

4

6

W
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d 
of
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Figure 6.
Harness a ywheel growth model for organic customer growth

Prospects

Customers

Strangers

Advocates
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Attract customers by 
reimagining the media mix 
to reclaim relevance

• 

• 

• 
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24%

the gap between customer 

Source: Capgemini Research Institute for Financial Services analysis,
                2025.

 

 

Loyalty
program 

Card
fees 

Card
design 

Virtual
card 

Family
add-on

Interest 
rate

Foreign
exchange

fees

Figure 7.
A variety of card features helps banks deliver
products aligned with customer demands 
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bundle services and 
create a competitive 

Challenge:

Solution: 

“The 
future of co-branded cards lies in evolving from single-brand 

fostering trust and aligning with diverse consumer behaviors.”

Co-branded cards
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Only22%

 

Self-branded cards

Master the art of 
persuasion through 
targeted communication
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Managed email marketing 
solutions for prospects 
and cardholders
Challenge: 

Solution: 



World Retail Banking Report 2025

Capgemini Research Institute 2025

World Retail Banking Report 2025

Capgemini Research Institute 2025

 

Sources: Capgemini Research Institute for Financial Services analysis, 2025; World Retail Banking Report 2025

Reaches high-potential customers with personalized1

2

3

4

Figure 8.
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 When customers reach out for 

Source: Capgemini Research Institute for
                 Financial Services analysis, 2025.

Centralized
data

Personalized
context

Applied
intelligence

Cross-channel orchestration
for matching customer behavior

Mobile
app

Web
chatbot

Contact
center

Figure 9.
Centralize data, context, and intelligence to
deliver an omnichannel experience to the customer

“A seamless omnichannel 
experience involves designing 
channels that operate in parallel, 

that customers can navigate 

is where customers clearly 
understand which channel to 
use for their needs, whether 
interacting with a bot, scheduling 
an appointment, or speaking with 
an advisor, all facilitated through 

Laurent Loncke
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“A fully integrated omnichannel 
approach ensures consistent 
customer experiences across all 
touchpoints, boosts satisfaction 
and retention, delivers real-
time insights for personalized 
services, and facilitates customer 

of integration will no longer  

Elisabeth Quellec
Director of the Retail Banking Division and Member 
of the Board, Crédit Mutuel Arkéa, France
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Transform cumbersome 
processes into engaging 
and seamless smart 
onboarding experiences

Sources: Capgemini Research Institute for Financial Services analysis, 2025; World Retail Banking Report 2025

Prospect Customer

75%
Struggle with

incomplete
customer

documentation

75%
Face delays
in verifying 

customer
identity

61%
Process high

volume of
applications

manually

29%
Fail to provide

immediate
approval or

feedback

W
he

re
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an
 A

I /
 G

en
 A

I h
el

p?

Automatic reminders 
to provide remaining 

documents 

Data extraction from 
document images 
(optical character 

recognition)

 AI-powered risk 
scoring models

Automated rejection Document authenticity 

AI-based fraud 
detection

AI-powered 
biometric 

authentication

Real-time
compliance check

Collecting information 
(structured and 

unstructured) from 
various sources

Customer onboarding process

Figure 10.
AI can fuel improvements in the retail banking onboarding process for cards
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75%
security checks

World Retail Banking Report 2024

• 

 

• 
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60%
of automation

Early activation is key to building 
long-lasting engagement
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“Digital-native banks prioritize seamless integration with their customers’ 

onboarding, they strategically place sign-up opportunities within the 

onboarding experience, digital-native banks leverage readily available data 

gather essential demographic and security information while minimizing 

Rohit Bhat
General Manager and Managing Director, Financial 
Services Banking, Capital Markets, Insurance, Payments, 
Google, USA
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Only2%
customers on their experience

34

• Gamified activation and personalized video 

create an engaging customer experience that motivates 

activation steps can make the process more interactive 

• 

 

• 
incentives such as cashback or bonus points for making 

after card onboarding
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Strategies that go beyond, to 
improve intimacy with families

• 

• 

• 



Swipe right, 
ignite love
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future of rewards is evolving and 
more personalized than ever

Source: Capgemini Research Institute for Financial Services analysis, 2025.

Personalize
rewards

Improve
customer

service

Exclusivity Reward
ecosystem

Personalization
at scale

Accessibility
and convenience

Proactive
engagement

Figure 11.
Make the card customer experience elegant, relevant, and empathetic by combining rewards and service
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Understanding what customers 
value in rewards

• 

• 

• 

• 

“Banks hold the advantage of a 
comprehensive view of customer 
data, and should proactively 

traditional banking products and 
services – it’s about delivering 
value-added experiences in a 
holistic and meaningful way 
that resonates with modern 
customers, fostering deeper 

Rohit Bhat
General Manager and Managing Director, Financial 
Services Banking, Capital Markets, Insurance, 
Payments, Google, USA
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patterns, banks can create personalized, data-driven rewards – such as travel 

program resonates with individual preferences and fosters a sense of value and 

Simon Puckering
Head of Digital and Innovation, Wealth and 
Personal Banking, HSBC, Singapore
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• 

Source: Capgemini Research Institute for Financial Services analysis, 2025.

Aspirational

Transactional

Lifestyle rewards

Crypto and NFT rewards

Investment rewards

Experience-based rewards
(exclusive events, birthdays)

Health and wellness rewards

Sustainability and
social impact rewards

Cashback rewards

Miles

Points-based rewards

Subscriptions to
streaming services

Financial wellness rewards

Ta
ng

ib
le

Intang
ib

le
Figure 12
Delight customers by aligning transactional and aspirational rewards
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88%

“We are the only bank in Europe integrated 
with a pay-and-get platform that allows us to reward 
customers directly for valuable actions. This approach ensures 

Build a reward ecosystem centered around 
cards to drive long-term value creation

• 

• 

• 

• 

Visit 

www.worldretailbankingreport.com 

Capgemini

   

 

Fahd Pasha

© 2025 Capgemini. All rights reserved.
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“By understanding the customer and what they value, banks can design 
reward programs that resonate deeply with their needs, enabling more 

loyalty, as customers are more likely to continue engaging with a bank that 

Jose Thomas
Vice President, Financial Services, Adobe, USA

Visit 

www.worldretailbankingreport.com 

Capgemini

   

 

Fahd Pasha

© 2025 Capgemini. All rights reserved.
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Only24%
Customers report satisfactory experience 

contact center

43

HSBC builds a robust 
reward ecosystem through 
strategic initiatives

• 

• 

• 

• 

Make customer service 
smoother and smarter with 
intelligent contact centers 
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• 

• 

• Disconnection between digital and branch 

Intelligent contact centers lay the 
foundation for experiential journeys

• 

contact centers can turn these interactions into 

•  

“Contact centers are evolving 
into advisory hubs where agents 

with complex transactions, and 

are also shifting from being 
reactive to proactively engaging 
customers with personalized 

Elisabeth Quellec
Director of the Retail Banking Division and Member 
of the Board, Crédit Mutuel Arkéa, France



World Retail Banking Report 2025

Capgemini Research Institute 2025

World Retail Banking Report 2025

Capgemini Research Institute 2025

65%
Customers contact agents to 

• 

• 

• Enhance decision-making

• Agentic AI

can transition from reactive service units to proactive 

• 

• 

• 
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Build capabilities to transform 
contact centers into communication 
command centers

“Every process 
at our bank connects customers with online specialists who are 

this service model must be tailored to align seamlessly with a 
revenue-driven approach.”

Source: Capgemini Research Institute for Financial Services analysis, 2025.

•   Design, build, and maintain core contact 
solutions such as speech recognition, 
voice biometrics, communications hub, 
and campaign management

•  Deploy intelligent agents to 
assist and augment call center 
capabilities

•  Use next-best-action approach 
to improve upselling

•  Build a repository of business process knowledge
•  Move analytic insights onto one platform

•  Enhance skills through    

•  Empower case resolution

•  Prioritize 
self-service 
journeys

•  Analyze customer 
feedback

•  React to improve 
loyalty and success

•  Develop and leverage a  
 360-degree customer   
 view

•  
personalization across channels

•  Ensure intelligent 
interaction and 
consistent experience 
across all channels

. 

Drive digital
transformation

Empower
agents

Enhance
customer
experience

Figure 13.

Key
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l
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n

Data
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Agentexperience
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experience

management
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fully transition our contact center to the cloud. Today, 100% 
of inbound interactions are managed through voice bots that 

appropriate channels and agents” “ while they 

contact center remains a critical channel for the evolution of 
service models. It serves as a key innovation hub for them, with 
immense potential for continued advancements and to gain 
smart, direct selling”.
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Creating a modern contact 
center, reducing agent 
workloads, and improving 
customer satisfaction
Challenge:

Solution:

Integrate rewards and servicing 

up-serve for new revenue
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34“Traditional banks must build 
meaningful client connections 
beyond transactions, resonating 
with everyday life, especially 

approaches, inspired by digital 
models, to evolve while 

Francois Deltour
Strategy Retail Director, Crédit Mutuel Arkéa, 
France

“By deploying AI/ML models 
enhanced with behavioral 
aspects and transaction data, 
retail banks are not only 
personalizing detection and 
protection against customer 

opportunities to cross-sell and 
upsell, ultimately enhancing 
customer interactions and 

Helene Panzarino
Associate, The London Institute of Banking 
and Finance UK and MENA
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• 

• 

• 

 

 

Source: Capgemini Research Institute for Financial Services analysis, 2025.

Data layer

C
lo

ud

Transactional data

360-degree pro le

Analytics driven by AI/Gen AI

Real-time insights

From

card
as a product

Dynamic cross-serve and up-serve opportunities

To

loyalty
as a product

Banking products

Insurance Loans Investment
products

Credit
protection plan

Retail
discounts

Travel Event
access

Subscription

Fe
ed

b
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k 
lo

o
p

Redemption rates, spending changes, customer feedback

Figure 14.
Leverage customer insights to personalize cross-serve and up-serve opportunities

Demographics dataBehavioral data
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• 

• 

• 

• 

value loop and drive growth

Attract:

Engage:

Delight: 

• 

• 

• 



Conclusion

• 

• 

• 

• 
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Scope and research sources

2025 global retail banking executive 
surveys and interviews

2025 global retail banking 

2025 global retail banking 
customer surveys

Methodology

Survey of 

8,000+ urban banking customers
aged 18-45

( 1/3 of the sample: parents with
    children aged 12-17- years )

Survey  and interview of 210+
banking CXOs

Survey of 700 

Canada
Netherlands

Germany

Hong Kong

Singapore

UK

France

Spain
US

Brazil

Americas

30%

35%

30%

30%

35%

30%

25%

15%

25%

Europe APAC

Customer survey

Banking  CXO survey
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Capgemini Card Migration Capabilities
Card Migration Services

iTransform Suite

•  In-house migrations:

• Platform migrations:

• Scheme migrations:

• 

• Payment gateway and switch migrations: 

Contact Center Transformation
Contact Center Transformation 

Capgemini’s Elevated Card Experience

• Customer experience (CX): 

• Customer activation:

• Marketing operating model: 

• Martech:

• Agency operations:

• Regulatory risk:

Partner with Capgemini
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Ask the experts
Gareth Wilson

Practice
gareth.wilson@capgemini.com

Jennifer Evans

jennifer.evans@capgemini.com 

Elias Ghanem

elias.ghanem@capgemini.com

Carlos Salta

carlos.salta@capgemini.com

Vivek Singh

 
vivek-kumar.singh@capgemini.com 
 

Chandramouli Venkatesan

chandramouli.a.venkatesan@capgemini.com



World Retail Banking Report 2025

Capgemini Research Institute 2025

World Retail Banking Report 2025

Capgemini Research Institute 2025

Key contacts
Global
P.V. Narayan (Americas)  
pvnarayan@capgemini.com

Pierre-Olivier Bouée (Europe)  
pierre-olivier.bouee@capgemini.com

Shinichi Tonomura (APAC) 
shinichi.tonomura@capgemini.com

Nathan Summers (Invent) 
nathan.summers@capgemini.com 
 
Americas
Patrick Bucquet 
patrick.bucquet@capgemini.com

Asia (Hong Kong, Singapore)
Ravi Makhija  
ravi.makhija@capgemini.com

James Aylen   
james.aylen@capgemini.com

Laurent Liotard-Vogt 
laurent.liotard-vogt@capgemini.com 

Manoj Khera 
manoj.khera@capgemini.com

Australia
Meher Mehta 
meher.mehta@capgemini.com

Belgium
Laurent Barbazanges 
laurent.barbazanges@capgemini.com

Ilda Dajci 
ilda.dajci@capgemini.com

 
DACH ( Austria, Germany, 
Switzerland )
Joachim v. Puttkamer  (Germany) 
joachim.von.puttkamer@capgemini.com 
 
Florian Foerster (Germany)  

Amshuman Srinath (Switzerland) 
amshuman.srinath@capgemini.com 
Martina Sennebogen (Austria)  
martina.sennebogen@capgemini.com

France
Catherine Chedru-Refeuil  
catherine.chedru-refeuil@capgemini.com

 

India
Sanjay Pathak  
sanjay.pathak@capgemini.com

Kamal Misra 
kamal.mishra@capgemini.com

Italy
Monia Ferrari 
monia.ferrari@capgemini.com

Lorenzo Busca  
lorenzo.busca@capgemini.com

Japan
Hiroyasu Hozumi

hiroyasu.hozumi@capgemini.com

Hideo Nishikawa 
hideo.nishikawa@capgemini.com

Middle East
Bilel Guedhami 
bilel.guedhami@capgemini.com

Vincent Sahagian  
vincent.sahagian@capgemini.com

Netherlands
Stefan van  Alen  
stefan.van.alen@capgemini.com 

Alexander Eerdmans  
alexander.eerdmans@capgemini.com

Nordics (Finland, Norway, Sweden)
Saumitra Srivastava  
saumitra.srivastava@capgemini.com

Johan Bergström  
johan.bergstrom@capgemini.com

Liv Fiksdahl  

Spain
Ramon Perez   
ramon.perez@capgemini.com

Mª Carmen Castellvi Cervello   
carmen.castellvi@capgemini.com

UK
Som Sarma Royyuru 
somsarma.royyuru@capgemini.com

Stephen Dury  
stephen.dury@capgemini.com



World Retail Banking Report 2025

Capgemini Research Institute 2025

World Retail Banking Report 2025

Capgemini Research Institute 2025

Acknowledgments

Survey partners:

Teams and individuals 

support for the World Retail Banking Report

Bipin Jose

 
bipin.a.jose@capgemini.com

Radhika Maheshwary

 
radhika.maheshwary@capgemini.com

Badhri Narayanan Ravikumar

 
badhri.narayanan-ravikumar@capgemini.com

Capgemini Research Institute for 



World Retail Banking Report 2025

Capgemini Research Institute 2025

Endnotes
 Revolut

 Medium
 Revolut

 Revolut

 Revolut

Nubank

Nubank

One

American Banker

Feedvisor

Nubank

TABInsights

AXA Partners

PYMNTS

ComputerWeekly

FinTech magazine

Commbank

IBS intelligence

Renascence

American Express

Chime

American Express

Santander
CareCredit Card
Emirates
Mastercard Priceless Specials

Hong Kong Business

British Airways

 HSBC Private Banking

NatWest

 Barclays
 Bank of America
 Banking Dive

 Citi

 CompereMedia



World Retail Banking Report 2025

Capgemini Research Institute 2025

World Retail Banking Report 2025

Capgemini Research Institute 2025

About us

www.capgemini.com

Financial Services World Report Series 

worldreports.capgemini.com

Disclaimer

statement of the approach or steps necessary 



World Retail Banking Report 2025

Capgemini Research Institute 2025

World Retail Banking Report 2025

Capgemini Research Institute 2025

88%

“We are the only bank in Europe integrated 
with a pay-and-get platform that allows us to reward 
customers directly for valuable actions. This approach ensures 

Build a reward ecosystem centered around 
cards to drive long-term value creation

• 

• 

• 

• 
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“By understanding the customer and what they value, banks can design 
reward programs that resonate deeply with their needs, enabling more 

loyalty, as customers are more likely to continue engaging with a bank that 

Jose Thomas
Vice President, Financial Services, Adobe, USA

Visit 

www.worldretailbankingreport.com 
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