NCR | DRIVING DIGITAL BANKING ADOPTION

8 SIMPLE STEPS TO
INCREASING ADOPTION
Below are eight steps that will get you on the path to driving higher adoption and active use of your digital banking—
and information on the tools and expertise we offer to help you succeed.
» STEP ONE

BUILD A PLAN
Whether your goal is to increase awareness of your digital banking platform, or drive
adoption of key features that improve retention and boost revenue—it’s important
to start with a comprehensive plan. Document your goals, identify which tactics you’ll

For financial institutions

employ to help achieve those goals, and determine how you’ll measure success.

live with NCR Digital
Banking, we offer the

» STEP TWO

EMPOWER YOUR STAFF

complimentary Lifecycle
Marketing Program as

Before introducing a new feature to your customers or members, create awareness

well as comprehensive

and build advocacy among your frontline staff. Engage them, train them, and consider

training for our products

letting them participate firsthand through pilot programs. Make sure they’re aware

and services. In addition,

of the benefits so they can confidently speak to and promote them.

we offer staff readiness

Along the way, gather feedback from your staff and document questions to help you
develop in-product FAQs for your users. Assign internal “product champions” who know
the product well and can serve as a go-to for other staff who may have questions.

materials for select
features—to help build
internal advocacy.
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» STEP THREE

DEVELOP MEANINGFUL, COMPELLING MESSAGING
Consumers see thousands of messages a day which means your messages risk getting
lost in that sea of thousands (along with all the ads from other banks and credit unions).
So, if you want your digital capabilities to stand out, focus on the benefits. What do users
really want? What benefit can they not live without? How do you give that to them?
Consider an ad about cloud photo storage. Which of the below is more compelling?

Make the most of
your digital products
and provide your users
with relevant offers, at

“50 Gigs of Storage Space” or “Save up to 10,000 of your cherished photos.”

the right time and place,

When it comes to your digital banking capabilities, zero in on the most valuable, compelling

With Lifecycle Marketing,

benefits—and focus on that as your starting point. Tap into the emotions of the reader.

we deliver targeted offers

in their channel of choice.

through online and mobile

» STEP FOUR

banking, and beyond—

ASK USERS TO DO SOMETHING

on your behalf, at no cost.

If you’re going to ask for someone’s attention, command it—then reward that attention.

In addition, we offer free,

Your marketing material should always include a simple, straightforward call-to-action.

pre-made, customizable

A call-to-action is the part of your marketing message that tells the reader what they
should be doing next. It should be direct, informative, and start with a command verb.

“do it yourself” marketing
campaigns that financial
institutions can download,

A simple example is: “Download our mobile app” with graphics of the app store badges

brand, and launch on

included (and in digital assets, linked directly to your app in the respective app store).

their own.

DRIVING DIGITAL BANKING ADOPTION 3

» STEP FIVE

LEVERAGE DIGITAL & TRADITIONAL CHANNELS
The more frequently a person sees a message, and in more places, the more
likely they are to engage and take action. Maximize awareness by promoting your
message across channels. Promote them in your branch and online, on your

Utilize NCR Admin

ATM screens and in your call center.

Platform to customize
your navigation to

» STEP SIX

include links to your

KEEP IT GOING

social media pages

Once you’ve launched your marketing plan, keep it going. The principle behind
the old marketing adage is that it takes seven exposures to a marketing message
before a prospect will respond.
The more times someone sees your message, the more likely they will be to
remember it. So, make it easy for people to see your message by continuing to
promote it everywhere. Talk about your digital banking capabilities online and
in person. Create an email campaign to remind users to download the mobile
app and use it. Create in-branch signage or deploy digital banner ads at the
top of your website to promote a new feature.
That's the amplification effect. And it can really boost adoption.

like Facebook and
Twitter.

DRIVING DIGITAL BANKING ADOPTION 4

» STEP SEVEN

CROSS-PROMOTE
Find ways to cross-promote digital banking. For example, during your new
account opening process, encourage enrollment in online banking. Or, if your
bank or credit union is doing a credit card promotion, use that as an opportunity

In conjunction with your own

to cross-promote your mobile app.

marketing reporting, NCR can

With the right design and minimal messaging, you can get two messages in the

behavior, adoption, and more.

space of one.

NCR Admin Platform enables

help you gain insights into user

financial institutions to view

» STEP EIGHT

and download detailed digital

ASSESS PERFORMANCE, REGULARLY

banking adoption and usage

Track your data. Every financial institution’s customer base is different, and some

reports, on-demand.

tactics work better than others. Make sure to regularly assess the performance of

In addition, NCR Profitability

your ads, emails, and visits to your dedicated webpage. Stay flexible and modify

Analysis is a free service that

where needed.

scientifically analyzes your
online and offline users to

Remember, there’s a lot of noise out there in the market, and a lot of competition

calculate your retention rates,

(not to mention shrinking attention spans). So, try using tips like these to generate

account ownership, channel

and keep the attention on your digital banking capabilities to drive adoption and

touch points, and other

engagement—and help you meet your goals.

key metrics.
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WE'RE HERE TO HELP
Increasing adoption and active use of your digital channels is
critical to driving retention, increasing revenue, and achieving
a lower cost to serve. But you don’t have to do it alone. We’re
here to help you maximize results and meet your goals.
For more information on our marketing resources,
please contact your relationship manager.

