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A s financial services providers approach the challenge of improving money-out 

mobility, a lack of understanding of the entire scope of work involved may 

create misguided choices regarding the decision to develop solutions entirely 

in-house or to implement them through purchasing or partnerships. An orga-

nization that has not dealt with the maintenance and operation of multiple rails could 

easily underestimate how much is involved in creating a solution beyond simply building 

the infrastructure. In comparison, bringing in an outside provider with that experience 

can cut costs and the time to market.

Ensuring that a money-out mobility solution does not simply check the boxes for func-

tionality but also provides a smooth customer experience is essential. Eighty-one percent 

of surveyed consumers say that having a positive payment experience — with factors 

such as speed and friction taken into account — makes them think more highly of the 

brand identified with the transaction.

Brands can also benefit by assuring customers that their transactions are safe and 

secure. Among that same group of surveyed consumers, 52% expressed concern regarding 

the security of their online transactions, and 42% said they had grown more concerned 

within the past year. At the same time, many consumers appear to rely on their provid-

ers to spot potential fraud or suspicious transactions, as 44% said they spend less than 

10 hours each year checking their accounts for unauthorized transactions, and 25% said 

they spend less than an hour each year on this task.

In another survey, 80% of worldwide respondents said they consider security an “import-

ant” factor in their online transactions, demonstrating a clear interest in provider 

assurances, and there is growing interest in such transaction authentication technolo-

gies as facial recognition.

With 69% of consumers now banking through mobile apps and 47% saying they use these 

apps at least once a week, the interest in faster and more secure money-out mobility is 

likely to grow in the coming years. To meet that demand, account providers must over-

come obstacles such as irreversible transactions and slow account opening and closing 

processes. The digital transformation means that account providers can no longer simply 

concern themselves with geographically relevant competitors but instead must view the 

entire digital field as potential competition.

Thought Leadership Team
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Feature Story

FINANCIAL INSTITUTIONS (FIs) HAVE TO MAKE 
THE MONEY-OUT MOBILITY EXPERIENCE BOTH 
SEAMLESS AND SECURE FOR CUSTOMERS 
WHILE ALSO MAKING EVERY CUSTOMER TASK
 — from paying bills to checking their balances — quick and simple, according to Tim 

Mills, senior vice president of emerging payments strategy at Regions Bank. 

The two key pieces for low-friction secu-

rity are authentication and validation, 

Mills said. For authentication, best-in-

class solutions enable FIs to protect their 

customers against bad actors attempt-

ing to conduct transactions under false 

pretenses. Validation provides deeper 

security by enabling FIs to know custom-

ers beyond their credentials.

FIs that understand customers on a 

deeper level, such as through the typ-

ical number and types of transactions 

they engage in, and have systems and 

processes that can differentiate suspi-

cious behaviors from normal ones, can 

offer customers a deeper level of secu-

rity without significantly burdening them. 

At the same time, those processes need 

to be intelligent enough to not unneces-

sarily flag transactions or inconvenience 

customers.

“It really is striking that balance between 

empowering the experience and at the 

same time exercising due diligence,” 

Mills said.

COMMUNICATION AT THE HEART 
OF MONEY-OUT MOBILITY

Financial services customers expect 

speed, security and transparency from 

their money-out transactions, according 

to Mills. There was a time when custom-

ers expected to either have to go into 

a branch or call their FI during normal 

banking hours if they wanted informa-

tion on the progress of a transaction. 

In a world where consumers can get all 

kinds of information at their fingertips 

every hour of the day, however, custom-

ers are no longer willing to simply take it 

on faith that a transaction is progressing 

or wait days for confirmation. 

“We have a robust library of alerts and 

notifications that provide our custom-

ers with [the] status on payments they 

make,” Mills said. That is further assisted 

through regular updates and notifications 

from third-party vendors and networks.

“We talk about, in this day and age, con-

versational payments, and that’s really 

what we’re talking about, the ability for 

the status of a payment to be communi-

cated back to the payor or the customer 

and for the customer to have a very clear 

understanding of what’s taking place 

with that transaction,” he said. 

Regions Bank On  
Providing Superior  

And Secure Money-Out  
Customer Experiences
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“The biggest challenge today, whether 

you’re talking about consumer or com-

mercial [banking], is being able to provide 

a seamless event whether we’re talking 

about, on the commercial side, really 

focusing on automation and allowing a sin-

gle, unified flow, or [if] we’re talking about 

a consumer that is worried about being 

able to make a bill payment,” Mills said.

By understanding how transactions and 

customer interactions have changed, FIs 

can provide a better overall experience 

that meets customers where they are.

“We used to, as financial institutions, think 

about things in terms of tasks, so we’d 

have a specific process tied to a specific 

task or specific event,” Mills said. “And 

what we’ve learned over the years at an 

industry level and as an institution is that 

those events tie together, and they create 

experiences.”

Mills said that the task of depositing a 

check at a branch has now become the 

experience of making a mobile deposit 

and tracking how that deposit is progress-

ing in the app. From the FI’s perspective, 

each step, from deposit to processing 

to updating a balance, would have been 

approached as a separate and distinct task 

in the past. That combination of events is 

now evaluated as a single experience, and 

FIs consider how it should feel and how 

long it should take.

Creating a secure and seamless money-out 

mobility experience for customers goes 

beyond simply having the latest tech-

nology or digital services. It requires FIs 

to constantly reevaluate how processes 

affect customers and emphasize the ongo-

ing, two-way conversation that helps FIs 

to understand their customers and provide 

them with the information they need to 

have the best possible experience.

BUILDING A BETTER FOUNDATIONAL STRATEGY

In addition, more transparent communication about transac-

tions can help customers spot fraudulent activity themselves. 

Many consumers spend 10 hours or less each year checking their 

accounts. Mills said that a combination of improved technology 

and customer education can help bolster the customer side of 

fraud prevention.

Whether to combat increasingly sophisticated scammers or sim-

ply fight off complacency, Mills said that customer education 

remains crucial no matter how good technology becomes. In 

addition to raising awareness of the potential security risks to 

which customers can fall victim, Regions aims to educate cus-

tomers about best practices, and the FI provides actionable tips 

customers can use to protect themselves.

“We’re going to continue to provide you with notifications and 

alerts, but be aware that there are things that you can do to 

provide additional value to that technology,” Mills said. 

THE CUSTOMER SIDE OF SECURITY
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DREW EDWARDS 
CEO

How significant will money-out mobility be for consumers in the future 
when choosing an account provider, and why?

The numbers tell the story. Sixty-nine percent of consumers now bank through a 

mobile app, with 47% using those apps at least once a week. And 81% of consum-

ers surveyed by Experian said having a fast, easy payment experience makes them 

think more highly of a brand. The reality is that money mobility is a critical part of 

brand experience, differentiation, and retention.

In a world where consumers must move money between payment apps, broker-

age accounts, credit cards and bank accounts easily and immediately, partners 

must keep pace. Consumers demand money-out capabilities that allow them to 

immediately send ready-to-spend funds to any account of their choosing, includ-

ing for me-to-me transactions in which they simply relocate their funds between 

accounts or make payments to friends, billers or vendors.

To fulfill these consumer expectations, companies need a FinTech partner and 

platform that can handle all the connections, reconciliation, compliance and 

security concerns on their behalf. Otherwise, companies run the risk of provid-

ing sub-optimal user experiences that will drive users to competitive offerings. 

Because in a world where every company can be a FinTech company, expectations 

are high, and consumers vote with their wallets. Money mobility is undeniably the 

new “sticky.”
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DIGITAL PAYMENTS AND BANKING HAD BEEN  
ON THE RISE FOR YEARS WHEN THE  
PANDEMIC’S SHUTDOWN OF PHYSICAL  
STOREFRONTS PUSHED MUCH OF RETAIL  
AND BANKING ONLINE. 
Recent PYMNTS research found that 69% of all consumers now bank using their FIs’ 

mobile apps, and 47% of these consumers use these apps at least once per week. 

Additionally, 17% of consumers opened accounts with peer-to-peer (P2P) payment apps 

and digital wallets, while 15% opened accounts with digital-only banks.

These findings indicate a record level 

of demand for fast money movement, 

with consumers and businesses both 

desiring to move their money out of one 

place and into another immediately. This 

demand for immediate money mobility 

often runs into an inconvenient real-

ity, however, with FIs facing obstacles 

such as irreversible transactions or slow 

account-closing processes. There are 

more digital payment options than ever, 

and customers will quickly move on if FIs 

do not meet their money-out payment 

demands.

The following PYMNTS Intelligence 

examines the obstacles to fast money 

movement out of accounts. It also 

explores how FIs can overcome these 

challenges to enable swift money-out 

mobility for their customers.

CHALLENGES IN FAST MONEY 
MOVEMENT

Customers are looking for fast, friction-

less and secure payments, according to 

a recent global study from Experian, and 

they are willing to reward FIs and other 

businesses that provide these experi-

ences. Eighty-one percent of customers 

surveyed said that a positive experience 

makes them think more highly of the 

brand that provided it, and businesses 

can reap monetary gains from this posi-

tive attitude. The last three months saw 

53% of customers increasing their spend-

ing via digital channels, and 50% say this 

increase will continue in the next three 

months, meaning a significant boost for 

their transaction partners.

The Growing Importance Of 
Money-Out Mobility For 

Consumers And Businesses
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Improving money mobility, inclusive of 

outbound money flows, comes down to 

two options, according to Ingo Money CEO 

Drew Edwards: build versus buy. Edwards 

said in a recent interview with PYMNTS 

that many FinTechs are tempted to con-

struct infrastructure in-house to improve 

their money mobility. This is much easier 

said than done, as building the infrastruc-

ture is only half the battle. The other half 

involves the intricate process of inte-

grating the countless payment choices 

customers expect. A FinTech might start 

with  Automated Clearing House (ACH) 

and push-to-card payments, then quickly 

realize that they need PayPal, Venmo and 

real-time payments (RTP), for example.

“The maintenance and ongoing operation 

of multiple rails can be misunderstood 

unless you’ve actually done it before,” 

Edwards said to PYMNTS. “It becomes, lit-

erally, a never-ending evolution.”

Buying, as opposed to building, may have 

a higher cost, but it makes more sense 

for most establishments when it comes 

to money mobility. They can harness the 

expertise of a dedicated provider and plat-

form rather than rely on their own in-house 

knowledge, which may be spread thinly 

among a company’s countless other pri-

orities. The build option can be especially 

challenging when a customer transaction 

fails due to the dozens of possible differ-

ent failure points or conflicting accounts 

among customers, merchants and pro-

viders: One might see the transaction as 

failed while another does not, for exam-

ple. It all comes down to risk management, 

according to Edwards.

“Why do I want to do this on an island? 

What is my benefit?” he told PYMNTS. 

“Building it yourself doesn’t make it any 

better, and it doesn’t make it a lot cheaper, 

but it saddles you with a lot of work.”

As with many aspects of daily life, such 

as plumbing, car repair and IT, it is often 

best to trust the experts. Enabling money 

mobility is no different.

ENABLING MONEY-OUT MOBILITY

PYMNTS Intelligence

Many businesses and banks are not meeting these money-out 

demands, however, especially in data privacy and security. 

Experian’s report found that 52% of consumers were con-

cerned about their online transaction security, with 42% saying 

their concerns had grown during the past 12 months. Nearly 

three-quarters of consumers say they expect businesses to pro-

tect them when transacting online, but just 23% said they were 

confident in these efforts. Customers also feel that they have 

done enough on their end to keep themselves safe, with 57% 

saying they are willing to share personal data if it means more 

secure transactions and fraud prevention.

Banks and businesses must step up to the plate to enable 

the seamless and secure money-out mobility their customers 

demand. There are a variety of ways they can go about doing this.
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TRENDS IN ONLINE TRANSACTION EXPERIENCES

DIGITAL COMPETITION PLACES PRESSURE ON FIs
The ongoing growth in consumer banking 

options is driving competition, making it 

more essential than ever before for FIs to 

ensure they are providing consumers with 

deposit services that meet their needs and 

expectations. At the end of 2021, there were 

approximately 10,000 FIs offering deposit 

accounts, and digital banking has opened up 

most of those institutions as a viable choice 

for consumers, regardless of geography. At 

the same time, a small number of larger 

depository firms have a competitive advan-

tage due to name recognition and access to 

resources.

Regardless, banking remains more compet-

itive than other industries, such as airlines 

or smartphones, where the top four brands 

control up to two-thirds of the market. In 

comparison, the top four FI brands control 

just one-third of the overall market. As a 

result, there is a more significant opportu-

nity in the banking sector for specialized FIs 

to set themselves apart from the competi-

tion and secure market share.

PAYPAL AND VENMO ADJUST FEES FOR INSTANT 
TRANSFERS TO OUTSIDE ACCOUNTS

PayPal and Venmo users are facing higher fees for instant transfers 

to their outside accounts beginning this summer, with the payment 

platforms recently announcing changes with varying effects for 

P2P and merchant transactions. Personal PayPal accounts will now 

have a 1.75% transfer charge, with a minimum of 25 cents and a 

maximum of $25. PayPal merchant accounts will still have a 1.5% 

charge, but the minimum fee will be 50 cents, while there will be 

no cap on the maximum fee. On Venmo, both consumer and busi-

ness profiles will have a fee structure identical to personal PayPal 

accounts.

PayPal and Venmo users can avoid the added fees by waiting lon-

ger for money to transfer from their platform accounts to outside 

accounts, such as those at FIs. Alternatively, consumers can move 

money to an outside account for a fee, providing faster access 

to funds.

NEWS &  
TRENDS
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News and Trends

EUROZONE CONSUMERS PRIORITIZE EASE OF USE OVER 
SECURITY FOR PROPOSED DIGITAL CURRENCY

Interest in a digital euro would be bolstered among European consumers 

by the potential to make instant contactless payments and person-to-per-

son transfers, according to European Central Bank research. Respondents 

said that such functionality is a priority. Consumers want to be able to 

make purchases using a digital wallet independent of the platforms or 

devices involved in those transactions, ranking that functionality as more 

appealing than biometric authentication of digital payments. Surveyed 

consumers said they would want any new digital payment method to be 

universally accepted within the euro area and for there to be no limit on 

the size of purchases.

Contactless payment was the highest priority for respondents, followed 

by instant transfers. Preferences for how payments should be authorized 

were more varied, and some consumers expressed comfort with more tra-

ditional methods such as using a PIN or one-time password, while others 

preferred the increased security of biometric authorization. At the same 

time, most survey participants indicated a preference against the added 

friction of multilevel authentication.

ADDRESSING DIGITAL TRANSACTION 
SECURITY REALITIES

U.S. CONSUMERS SPEND LITTLE TIME CHECKING FOR FRAUD

As consumers increasingly turn to credit and debit cards or digital payment meth-

ods, many are not making a significant effort to check their accounts for potentially 

fraudulent transactions. Fraudsters victimize consumers in the United States more 

regularly than in all other countries examined in a recent report. On average, U.S. 

consumers lose $265 per year to unauthorized or fraudulent charges. U.S. consum-

ers are the most frequent victims of debit card fraud and among the most frequent 

victims of credit card fraud, banking fraud and digital payment fraud.

Despite this, 44% of U.S. consumers surveyed reported spending less than 10 hours 

each year checking their accounts for signs of fraud or unauthorized transactions, 

and 25% of those surveyed said they spend less than an hour each year checking 

their accounts. Respondents from all countries indicated a strong belief that banks, 

as opposed to payment networks, are the FIs most responsible for preventing fraud, 

while 22% of U.S. consumers said they are not confident regarding their FIs’ or their 

credit card providers’ abilities to handle fraudulent activity or suspicious charges.

WORLDWIDE, CONSUMERS DESIRE GREATER SECURITY FOR ONLINE 
TRANSACTIONS

Growing consumer interest in mobile payment and banking has also brought an 

increase in the targeting of those transaction rails by bad actors. The estimated 

share of fraudulent digital banking transactions taking place through apps grew 

to more than 50% in the second quarter of 2021. At the same time, the growth of 

eCommerce spending from 2020 to 2021 was accompanied by an 18% increase in 

losses from online payment fraud, resulting in an estimated $20 billion in losses 

worldwide. More than 90% of online stores in the DACH region, which includes 

Germany, Austria and Switzerland, experienced online fraud or fraud attempts 

between March 2020 and March 2021.

Consumers are aware of the risks involved in digital transactions, and 80% of sur-

veyed consumers worldwide rated security as an “important” factor for online 

transactions. As a result, they exhibit a growing interest in security measures such 

as facial recognition, which is expected to have a 16% compound annual growth 

rate (CAGR) through 2025.
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ABOUT

PYMNTS.com is where the best minds 
and the best content meet on the web 
to learn about “What’s Next” in payments 
and commerce. Our interactive platform 
is reinventing the way in which companies 
in payments share relevant information 
about the initiatives that shape the future 
of this dynamic sector and make news. 
Our data and analytics team includes 
economists, data scientists and industry 
analysts who work with companies to 
measure and quantify the innovation that 
is at the cutting edge of this new world.

Ingo Money is the money mobility company. Founded 
in 2001, it provides technology platforms and expert 
risk management to FinTechs, banks and businesses 
that enable safe and instant money movement, from 
any source to any destination. Ingo’s solutions power 
deposits and transfers for inbound and outbound 
money flows, cross-platform P2P and digital payouts, 
with network reach to more than 4.5 billion bank 
accounts, cards, digital wallets and cash out locations. 
This transformation of traditional payments helps 
businesses reduce costs and delays while dramatically 
improving the consumer experience. Headquartered 
in Alpharetta, Georgia, Ingo employs more than 200 
professionals and serves some of the largest brands 
in North America.

We are interested in your feedback on this report. If you have questions or comments,  
or if you would like to subscribe to this report, please email us at feedback@pymnts.com.
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