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Hello and welcome to the Spring edition of 

Y
et despite the uncertainty daily life 
continues with some of the same 
challenges – the environment being 
one. The Intergovernmental Panel on 

Climate Change recently published its report 
finding that more than three billion people 
are highly vulnerable to climate change. While 
debate is ongoing, we all have a role to play.

Reducing our environmental impact
To play our part, the team behind Society 
Matters has been working hard to reduce the 
environmental impact of the magazine and 
there are some changes with this edition. 
Firstly, it has a compostable wrapper, so 
you can put it in your compost bin or food 
recycling. We are using FSC certified paper 
and vegetable inks in the production process. 
Finally, we have offset the magazine through 
the World Land Trust, making it carbon neutral.

Special theme: Digital trends
The theme for this edition is digital trends. 
Having commissioned the articles for this 
edition of the magazine it’s clear that digital 
impacts on every area on the business and has 
the potential to improve so much – operations, 
member experiences, culture, to name but a few.

Starting off this edition is BSA Chief 
Executive Robin Fieth’s article on quantum 
computing and what it can mean for leaders 
thinking about digital transformation in 
their own organisations. 

Talking of digital transformation, Ben West, 
Head of Business Development at London 
Mutual Credit Union, shares his experience 
of this within his credit union. He talks 
about building partnerships to overcome 

challenges such as scale, deciding where to 
keep the human touch in the process and 
the importance of culture change.

The link between digital and customer 
vulnerability is discussed by Dr Dexter Penn, 
Founder and CEO of Kalgera. He writes 
about how cognitive neuroscience and ‘deep 
tech’ data science can protect vulnerable 
customers, improving member experience, 
increasing trust and loyalty.

BSA Conference
Finally, on 4th and 5th May we will be 
gathering in-person for our Annual Conference 
in Liverpool for the first time in three years. 
You can still join us by registering at  
www.bsaconference.org by 22nd April. 

Looking forward to seeing you in Liverpool!

KATE CREAGH
Guest Editor

At the time of writing this editorial it feels as if the 
uncertainty of the last few years has followed us into 2022, 
with the situation in the Ukraine constantly changing
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L
ooking backwards, looking forwards. 
Or is it the other way round? As 
we look forward to gathering once 
more as a whole sector for the 2022 

Building Societies Conference in Liverpool 
during the first week of May, I was reflecting 
back to our 2018 Conference in Manchester, 
where I spoke about themes for today’s 
boards – and asked whether Moore’s Law 
is the biggest strategic question of our 
age? Moore’s Law, the observation that the 
number of transistors in a dense integrated 
circuit doubles every two years, has been 
with us since Gordon Moore, the co-founder 
of Intel, set it out in 1965. Conventional 
thinking is that exponential curves top out. 
But the question of where are we on the 
Moore’s Law curve still remains valid, as 
does the question about what innovations 
will overlay new factors and new curves 
that continue the exponential trend 
in processing power and capability?

The likely answer to the second of these 
questions is now becoming clearer, and 
to a novice like me, quantum computing 
doesn’t seem so much about overlaying 
a new exponential curve, as shifting to a 
whole new dimension. At its simplest level, 
it’s quite difficult to comprehend why the 
ability to get a simple logic gate to process 
both zero and one simultaneously is quite so 
revolutionary. Until you try to visualise it!

Functioning commercial quantum computers 
may still be a way off. Qubits (quantum bits) 
may be able to hold the values one and zero 
at the same time, but they are also inherently 
unstable. Vibration, temperature and other 
environmental factors can all cause them to lose 
their quantum-mechanical properties, resulting 
in errors. Huge resources are being brought to 
focusing on solving these problems. And perhaps 
sooner than we might expect. So it is not too 
soon for boards to start the learning process, 
understanding the potential opportunities and 
threats, and formulating early responses.

A recent Harvard Business Review2 article 
might help start those conversations in five 
areas: simulation; linear systems; optimisation; 
unstructured search; and factoring and 
encryption. Looking at each of these in 
turn from our sector perspective:

• Simulation: in its simplest form (quite scary 
just writing that), the ability to replicate the 
very best manual underwriting – and 
significantly improve on it.

• Linear Systems: taking existing 
machine learning and neural network 
developments to new dimensions in 
product recommendation systems, say.

• Optimisation algorithms: determine 
which decision in a given scenario is most 
likely to produce the desired outcome. 
Imagine a whole new range of individually 
tailored dynamic mortgage products 
which automatically adjust to borrowers’ 
constantly changing circumstances.

• Unstructured Search: solving the 
needle in the haystack problem of 
finding information in large unstructured 
databases. Early attempts to use social 

media activity as a component of credit 
scoring may be seen as pioneering rather 
than bizarre.

• Factoring and Encryption: perhaps the 
most obviously concerning. Quantum 
computing could crack the prime 
factorization encryption that underpins 
much of current global internet security 
and privacy infrastructure. That means 
just about everything of interest to state-
sponsored hackers and cyber criminals.

Quantum computing – definitely one to have 
on your radar!

Next steps: 

You can follow Robin on twitter  
@bsaceo   www.bsaconference.org

By ROBIN FIETH, 
BSA Chief Executive

Building societies and credit unions can learn from the development of quantum computing.
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“ Moore’s Law revisited 
– where does quantum 
computing take us?1”

1. Cramming More Components onto Integrated Circuits, Gordon E Moore (1965), Electronics
2.  Quantum Computing for Business Leaders, Jonathan Ruane, Andrew McAfee and William 

D Oliver (2022) Harvard Business Review
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Digital transformation 
starts with identity

By STUART YOUNG, 
Managing Director, 
Etive Technologies

T
he last couple of 
years has seen a huge 
explosion in the use of 
digital technology and 

operating online. In particular, 
we’ve probably all experienced 
the weird and wonderful things 
we can now do from our 
phones, at our own convenience, 
and at great speed. 

But what of the home buying 
and selling process? 

Currently, consumers may 
have to prove their identity 
as many as five separate 
times during the home buying 
and selling process, which 
causes delays in the process, 
adds costs to everyone and 
creates greater friction for the 
consumer during an already 
stressful time. Combined with 
this, identity provision is part 
of an unregulated market and 
property and mortgage fraud 
continues to increase. 

Increasing surety into the home 
buying and selling process 
requires the industry to improve 
identity checking standards and 
work together to recognised 
industry standards. 

Customers have 
an Identity
Customers now expect a 
reusable digital identity which 
would enable them to access 
services across multiple sectors, 
without having to keep proving 
who they are. Having to use 
different identity verification 
processes, and different 
information, each time they 
have to ‘log into our account’ 
causes huge frustration for 
customers and is an easy 
way to lose them. 

Digital Strategies 
to Improve the 
Customer Experience 
People want to be able to engage 
with their building society in 
multiple ways and across multiple 
channels and they expect to 
be recognised each time. Using 
multiple channels provides 
building societies with the benefit 
of access to huge amounts of 
data, allowing them to build up 
pictures and profiles of customers.

Consequently, the importance 
of a reusable digital identity 
has become the keystone to 
supporting and building digital 
transformation, and better 
meeting the consumer’s needs. 
Once we know who our customer 
is, we can work with them in a 
far more efficient and seamless 
way, improving the customer 
experience and increasing loyalty. 

Building Trust 
into Identity
How do we really know who our 
customer is and if their identity 
has been verified to a standard in 
which we can trust? 

Within the mortgage lending 
process, as part of the home 
buying and selling process, 
the Government, through the 
Department for Digital, Culture, 
Media & Sport, has put together 
a Digital Identity & Attribute Trust 
Framework (DIATF) which has set 
out definitive standards for Digital 
Identity. Over the last year the 
industry has come together to 
embrace these improved standards 
of identity checking, using such 
schemes as the MyIdentity 
scheme, which has been specifically 
designed to meet the needs of the 
home buying and selling process. 

The MyIdentity scheme, aligned 
to the DIATF and anti-money 
laundering Regulations of 2019, 
has been designed to enable a 
consumer to get their identity 
verified, once, to a recognised 
industry standard and against 
a set of Government standards. 
Combined with this is the ability 
for the customer to own and share 
their identity with whomever, and 
whatever service, they want. 

This provides an environment 
for building societies to use 
the identity of a customer that 
has been through a recognised 
scheme with a certified identity 

service provider (IDSP), with the 
confidence and knowledge that 
their customer is really who 
they say they are. 

The MyIdentity scheme has been 
designed to increase customer 
convenience, reduce friction, 
increase the barriers to fraud, 
enhance the consumer’s control of 
their own identity and improve the 
process of digital transformation. 

Next steps: 

To learn more about digital 
identity and how it can support 
you visit www.myidentity.org.uk 

Stuart Young, Founder of Etive, writes about improving the 
customer experience through reusable digital identities.

“ Customers now expect a reusable digital identity.”
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Improving the home 
buying and selling process

By MARIA HARRIS, 
Director, Digital 
Cat Consultancy

I
f you’re anything like me, you probably feel 
like you’ve spent the last 2 years talking 
to people through Zoom, Teams, or similar 
platforms. And while I’ve missed the buzz 

and creative energy from being in a room with 
people, I do wonder why we didn’t embrace 
this technology sooner. The time saved on 
travel, reducing our carbon footprint, the 
quicker decision making, and efficiency savings 
we’ve realised are all still having a positive 
impact as we move back to the office or 
implement hybrid working.

Even in a normal environment, implementing 
and embedding new technology can be 
challenging. We’ve become increasingly 
comfortable working with digital platforms 
that use the open APIs and standardised data 
formats which make solutions like Teams work 
seamlessly with our calendar, emails, etc. 
but our mortgage technology isn’t quite in 
the same space. We’ve talked for a long time 
about the need for better data sharing, more 
timely access to information, and the potential 
of technology to improve the process without 
making much of a dent in the problem. 

Changing how a whole industry works needs 
a collective mindset shift from all parties. 
In the mortgage market we’ve only just 
started tapping into the potential of APIs and 
integrating our systems but reimagining our 
entire end-to-end homebuying process takes 
vision and needs a new approach. We know 
from the digital platforms we use every day 
such as Teams that successful innovation 
comes when you start with the customer 
journey, build data first, and collaborate to 
set technology standards and frameworks. 
Redesigning our property journeys to be 
data first, collected upfront, and then 
trusted by every party in the chain needs 
the whole industry and relevant government 
departments to come together.

The group facilitating this are the Home 
Buying and Selling Group. Comprised of 
volunteer representatives from across 
the industry, trade bodies, regulators, and 
government departments, we’re working 
collaboratively to make upfront information 
and property data sharing standards a reality. 
Customer research has repeatedly shown 
that the process is stressful, confusing, and 
fraught with unexpected costs and delays. 

With c.30% of transactions falling through, 
sale to completion taking over 110 days, and 
inefficient transactions costing the industry 
hundreds of millions of pounds every year, 
it’s easy to see where improvements could 
be made. 

The group are engaged on a number of 
fronts including upfront information, better 
access to data, and improving transparency 
for everyone involved. While these sound 
simple and intellectually the right things to 
do, we know they’ll require commitment and 
investment from all of us to deliver, but the 
potential upsides are huge. Having upfront 
information underpinned by a trust framework, 

data standards, and common API format 
enables a seller to collate their property 
pack and share it with their estate agent and 
conveyancer on any platform, identifying 
potential issues before listing. Having that 
data available in a digital format means it 
can be authenticated and shared with a level 
of provenance that gives buyers, brokers, and 
lenders the visibility and confidence they 
need to make the right decisions. 

While it’s technology and data standards 
that makes this achievable, the outcome is 
all about the experience – seller, buyer, estate 
agent, broker, lender, valuer, conveyancer, 
etc. – we redesign the customer journey and 
we all benefit from a safer, more congruent, 
efficient, and customer focused industry.

Next steps:

Pledge your support at  
www.homebuyingandsellinggroup.co.uk

Technology offers consumers and business opportunities 
to improve the home buying and selling process.

“ Changing how a whole 
industry works needs a 
collective mindset shift 
from all parties.”

SOCIETY matters
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Market trends
Across financial services firms are facing  
a third phase of digital transformation 

T
he first phase was the introduction 
of digital channels, providing 
members online access to services 
and products. The second wave has 

been digitisation, front to back, improving 
the speed and efficiency of service delivery, 
with many societies still working to realise 
the benefits from this phase.
 
Leading players are, however, now looking to 
a new set of opportunities – those enabled 
by a third ‘ecosystem’ phase of digital 
transformation. This phase is being driven 
by several factors including the creation of 
standardised interfaces (APIs) through which 
firms can combine capabilities, the agility 
enabled by the move to cloud-based flexible 
consumption (or -as-a-service) models, and 
the scale of new services available from the 
Fintech sector.
 
This ecosystem approach can improve 
individual services, such as an instant 

account opening experience that utilises 
biometric identification and open banking 
services from 3rd party Fintechs. However it 
also enables new business models, such as, 
marketplace offerings with members able to 

access a range of other 3rd party products 
and services, or banking-as-a-service models 
where non-banking partners can utilise a 
society’s capabilities and banking licence to 
deliver embedded finance propositions (for 
example, house builders offering mortgages 
and insurance seamlessly as part of the 
purchase of a home).
 
Capturing these opportunities requires 
the adoption not just of new technology, 
but also consideration of new partnering 
strategies, revenue models, and risk 
frameworks. However, with continued cost 
pressures and increasing competition from 
both incumbents and neo-banks, societies 
should now be looking at how they capture 
the ‘ecosystem’ opportunity.

Next steps: 

To explore further contact: william.stevns@
pwc.com or alex.c.price@pwc.com

Navigating the next decade of  
human-centred digital transformation

D
igital transformation has 
accelerated amid the pandemic. 
Much of this transformation 
is more human-centred and 

markedly different from what’s come 
before. Three fundamentals have emerged: 

1. New ways of working: the almost 
overnight, global adoption of virtual 
working with the pandemic has led 
to increased remote working, now 
settling into a new hybrid ‘normal’.

2. Accelerated consumer adoption: 
consumers are increasingly adopting 
digital and virtual channels for everyday 
banking and are becoming more 
comfortable making complex financial 
decisions through them.

3. Sustainable impact imperative: climate 
change is forcing every organisation 
to become more purpose-led and  
long-term sustainable. 

In the customer research that EY Seren 
conducts, we have found that building 
societies continue to make meaningful 

consumer connections at big life event 
financial moments – like taking out a 
mortgage – but are slow when it comes 
to engagement in everyday financial 
products. Furthermore, since most building 
societies don’t offer a current account, 
there is a limit to the frequency and 
opportunity to engage members digitally.

Transactional financial data can be easily 
accessed through available application 
programming interfaces (APIs), to aggregate 
spending, saving, and planning behaviour, 
allowing customers, and their families, to 
achieve goals across their financial lives. 

Building societies can create solutions to:

• help facilitate intergenerational lending 
for first time home buyers

• encourage members to re-build savings 
depleted during the lockdown

• support the financial security of vulnerable 
family members

Financial wellbeing is a profitable differentiator 
if societies set the right ambition now and use 
technologies to create high-impact, focused 
digital member engagement.

Next steps:

Contact Peter Neufeld at pneufeld@
uk.ey.com for a human-centred digital 
transformation deep dive.
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Coming soon, the neo building society?

T
he pandemic has accelerated forces 
which were already converging to 
profoundly change the Financial 
Services (FS) industry. The 

emergence of open banking, Banking-as-
a-Service, democratisation of data access, 
the spectre of Big Tech, and FinTech, are 
combining to re-organise the value chain.  

What does this mean for building societies? 
The sector has a new version of a familiar 
challenge. To differentiate itself from both 
established players and new digitally native 
challengers while also appealing to the next 
generation of consumers, who are behaving 
very differently to their predecessors. 

Our in-house research suggests that what 
building societies stand for resonates 
strongly with younger generations. Gen Z are 
leading the charge in seeking change in the 
world with their strong values and beliefs. 
However, as digital natives they struggled 

to identify with some aspects of the world 
created by previous generations. So, they 
are shaping a new world where online and 
offline are one and the same. 

So it’s time to engage in different ways and 
show up on new platforms. The currency 
is engagement and this is earned through 
truly understanding and addressing each 
customer’s underlying needs. 

It’s time for a new kind of digital challenger, 
the neo building society. 

The neo building society will be assembled, 
not built; leveraging new technologies 
such as Deloitte’s Alpha platform, a digital 
transformation accelerator. New approaches 
to technology allow us to accelerate 
the fundamental capabilities required to 
connect with the FinTechs, and new partner 
ecosystems required to break through the 
complexity and cost of legacy, and create 
a better FS ecosystem. 

Next steps: 

For more information, contact Tom Slade on 
tslade@deloitte.co.uk.

 
The answer is data – what’s the question?

M
uch is written about digital 
transformation but what is the 
key enabler essential to every 
digital transformation – data! 

Building societies have evolved by 
stitching disparate monolithic systems 
together – this has created barriers and 
silos to the free flow of accurate and 
consistent data around the organisation. 
This is a fundamental design flaw if you 
are seeking to deliver a truly customer 
centric digitally connected enterprise. 

Despite all organisations investing in digital 
functionality in a post COVID world, most 
banks and building societies continue to 
suffer from: poor quality customer data, 
incomplete single view of their members 
and lack of real time data across physical 
and digital channels. This leads to a poor 
member experience, the inability to deliver 
personalised service, poor colleague 
experience and potential regulatory 
intervention and customer detriment. 

In today’s world typically 70% of all ‘digital’ 
transformation priorities require enhanced 
data capabilities as a key enabler.  Financial 

Services are eventually waking up to the fact 
that effective data capabilities are at the 
heart of effective digital transformation. 

For most of our clients today the foundation 
of a successful digital transformation 
begins with the development of a real-time 
event-based data spine that can integrate 
customer and operational data into a single 
source of the truth.  This allows them to 
use common data APIs to break down 
silos and provides a platform to introduce 
new powerful data analytics tools that 
can support real time decisioning, journey 
orchestration, personalised offers (based on 
life events) and effective identification of 
next best actions across digital and human 
assisted channels. 

Next steps:

For more information about how 
KPMG can support you on you digital 
transformation journey contact  
Hugh @ hugh.oreilly@kpmg.co.uk
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Ben West shares how London 
Mutual Credit Union embraces 
digital transformation.

C
redit unions have long been defined 
by their emphasis on interpersonal 
relationships, local links, and – most 
fundamentally—the concept of the 

‘common bond’. So for us, the process of digital 
transformation has specific implications. Over 
the past decade, London Mutual has embarked 
on a journey to understand how to use the 
best digital technology to meet growing 
member expectations, while enhancing the 
things people value most about us.

The first and most obvious issue is one of 
scale. In the UK, credit unions tend to be 
relatively small, with growth constrained by 
the common bond. However, that is starting 
to change as larger and more diversified 
credit unions including ours begin to emerge. 
Nonetheless, with in-house and external 
resources limited, we have had to be strategic 
about which aspects of the customer journey 
and internal processes to retain in-house, and 
which to deliver through external partners.

For us, that has meant partnerships with 
reputable vendors such as TCS to provide a 
robust and reliable core banking infrastructure, 
while developing our own in-house design, 
UX and development capabilities. Nobody 
understands our members like we do, so a 
particular priority for us is retaining control 
over the customer front-end itself. This mix 
of in-house and external capabilities means 

that we can quickly respond to opportunities 
presented by emerging technologies. For 
example, by retaining in-house developers, we 
were able to integrate an external vendor’s 
Open Banking services into our bespoke loan 
origination and payment systems relatively 
easily. This mixed approach also gives us the 
flexibility to choose the best of the third party 
tools on the market, while controlling costs 
and avoiding vendor lock-in, which can limit 
ongoing innovation.

A critical decision for any financial services 
firm has to be deciding which processes it 
is appropriate to automate and, conversely, 
where to retain ‘the human touch’. This is 
especially important for credit unions, which 
tend to have disproportionate numbers of 
vulnerable and digitally excluded members. 
At London Mutual, this has meant investing 
in technology to accentuate, rather than 
replace, person-to-person customer service 
by phone, email and SMS. This includes 
adopting platforms such as Zendesk to deliver 
consistently high levels of customer service. 

We aim to use technology to free up staff 
to spend more time interacting with our 
members, and less time on administrative 
processes that we can automate.

This leads to another aspect of digital 
transformation that is often overlooked – that of 
internal culture and change. New technologies 
will inevitably require colleagues to work in 
different ways, and it is vital that they embrace 
it and understand the opportunity, rather than 
it being seen as an inconvenience or threat. 
This will mean different things for different 
organisations. For us, it has meant adopting 
modern project management methodologies, 
and forming cross-departmental teams. It also 
means using BI tools to widen access to key 
metrics affecting the business, so that staff 
understand and act on them on a daily basis.

It is bit of a truism to say that digital 
transformation will never be complete. However, 
for us, we are finding that the real value does lie 
in the journey itself, rather than the destination. 
Ultimately, it’s important to see digital 
transformation not as a hurdle to overcome, but 
as an opportunity to focus on your organisation’s 
purpose and to play to your strengths.

Next steps: 

To find out more about London Mutual Credit 
Union visit www.creditunion.co.uk

By BEN WEST, 
Head of Business 
Development, London 
Mutual Credit Union

“ This mix of in-house and 
external capabilities means 
that we can quickly respond 
to opportunities presented 
by emerging technologies.”
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“ The crucial difference 
with Open Finance is that 
Government wants to apply 
the same open data standards 
of Open Banking to three key 
industries: financial services, 
communications and energy.”
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T
he actor Leonard Nimoy, who played 
Spock in the Star Trek TV and film 
series, famously noted that “the 
more we share, the more we have”. 

Nimoy may have been talking how people 
interact with each other, but it is equally 
true of the idea behind open innovation and 
open data that has taken hold over the last 
two decades. 

Governments and regulators have looked 
to open innovation and data to improve 
consumer choice and provide better value, 
with APIs allowing the sharing of data to 
allow third party firms to come up with 
new propositions.

The revised Payment Services Directive in 
Europe (PSD2) and Open Banking in the UK 
made these principles of greater competition 
from open data a reality. 

While Open Banking had a slow start when 
it first launched in 2018, with 5 million 
active users of open banking services 
reported in February 2022, it’s clearly 
starting to hit its stride as businesses and 
consumers become more accustomed 
to using it. 

Open Finance is viewed as an inevitable 
next step to Open Banking by Government, 
regulators and, increasingly, businesses 
as well. This would see a greater range of 
financial services products adopt open data 
standards to allow easy access to third 
party organisations. 

However, the crucial difference with Open 
Finance is that Government wants to apply 
the same open data standards of Open 
Banking to three key industries: financial 
services, communications and energy. 

What is Smart Data?
‘Smart Data’ is the Government’s title for the 
open data reforms, with the Department for 
Business, Energy and Industrial Strategy (BEIS) 
the lead department. 

The Government’s primary motivation on 
promoting Smart Data has been around 
boosting competition and helping consumers 
and SMEs to get a better deal. 

“Data needs to be smart: easily and instantly 
accessible to consumers and be able to be 
safely and securely transferred to third party 
services who can use this data to provide 

innovative services for consumers,” said 
Greg Clark MP, then Secretary of State for 
BEIS, in the foreword for the first Smart 
Data consultation in 2019. 

Off the back of the Government’s report, 
the Financial Conduct Authority (FCA) 
carried out its own Call for Input on Open 
Finance in 2020. It has committed to 
working closely with Government to take 
forward the work on legislation as well 
as assessing the regulatory framework 
Open Finance would require.

The journey to Open Finance
At time of writing, there is no timetable 
for the Smart Data legislation. However, 
the FCA are working with Government 
to actively scope out how Open Finance 
could work in practice. 

The FCA is looking for the implementation 
of Open Finance to be proportionate, phased 
and based on credible use cases. The latter 
point is something that industry has also 
repeatedly emphasised. 

There are also concerns about the investment 
cost for Open Finance, given the high cost of 
building API infrastructure.

The BSA recently polled a small group of 
building society savings product managers and 
found a more positive outlook towards aspects 
of Open Finance, in particular the benefits it 
could provide in terms of account opening 
and management for consumers. 

Ideas around the benefits to consumers 
and markets has clearly taken hold 
within Government and regulators alike 
and understanding how Open Finance 
can genuinely have a positive effect 
on customers is the key next step. 

Next steps: 

If anyone would like any more information 
about Open Finance and Smart Data, please 
contact Rob on rob.thickett@bsa.org.uk 

Both the Government and the FCA have committed to the next 
chapter of open data services in the UK with Open Finance – but 
legislation and credible use cases will be key to making it a reality.

By ROBERT THICKETT, 
Digital Policy Manager, 
Building Societies 
Association (BSA) 

Opening the door to 
Open Finance – how 
can it become a reality? 

mailto:rob.thickett@bsa.org.uk
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P
ersonal financial management is a 
critical life skill required to maintain 
independence. Financial capability 
is an individual’s ability to manage 

or direct the management of their financial 
affairs in their ‘own self-interest’ to meet their 
needs. Layers of accumulated knowledge and 
personal lived experience are continuously 
drawn upon to make financial decisions. 

Exercising consistent judgement in the face 
of a variety of factors can make personal 
finance rather tricky, even for experts. Former 
Chief Economist of the Bank of England, Andy 
Haldane was famously quoted in the Financial 
Times saying that he considered himself to be 
“moderately financially literate.” This was said 
to highlight the lack of financial know-how 
among the general public despite the ever-
increasing complexity of financial products 
and services.

Coronavirus public health restrictions 
accelerated the transition to digital across 
most industries. The use of cash in the UK 
plummeted to just 17% of transactions, 
bringing many benefits to both businesses 
and consumers but has been a factor in the 
47% increase in fraud and computer misuse. 

Reuters recently dubbed Britain as the “bank 
scam capital of the world” as fraudsters took 
advantage of people relatively new to online 
banking. UK Finance reported that instances of 
push payment fraud also increased by a record 
71% in the first half of 2021.

The resulting disruption has taken a toll not 
only on mental and physical health but also 
on financial health, with the prominence 
of the term ‘vulnerable person.’ The 
Financial Conduct Authority (FCA) defines a 
vulnerable customer as someone who, ‘due 
to their personal circumstances, is especially 
susceptible to harm, particularly when a firm 
is not acting with appropriate levels of care.’ 
What many do not appreciate is that anyone 
can become vulnerable at any time, for a 
variety of reasons. This presents a particular 
challenge for banks and building societies in 
how best to go about protecting customers 
from financial harms including misselling, 
fraud and financial exclusion. 

The FCA’s Financial Lives Survey found that 
more than half (53%) of UK adults (27.7 
million) display one or more characteristics of 
financial vulnerability. The pandemic reversed 
positive trends seen in prior years – finding 

an additional 3 million UK adults now show 
characteristics of financial vulnerability.

Financial vulnerability is driven by four key 
factors: financial resilience, life events, financial 
capability, as well as, physical and mental 
health. Nearly a third (29%) of vulnerable 
people have recently experienced a major 
life event like bereavement, relationship 
breakdown or new care-giving responsibilities. 
More than a quarter (27%) of potentially 
vulnerable UK adults have low financial 
resilience which means that they are unable 
to weather increases in their monthly cost 
of living of £50 to £100. Irrespective of the 
underlying cause, financial vulnerability can 
negatively impact the financial decision-
making process which then prevents 
individuals from truly acting in their ‘own 
self-interest.’ This increases the chances 
of financial mismanagement leading to an 
inability to meet essential needs and may also 
paradoxically increase risk-taking.

Given current high consumer price 
inflation (CPI 5.5% at the time of writing) 
and historically high energy prices now 
exacerbated by geopolitical risks, we expect 
to see a tidal wave of financial vulnerability. 

Dr Dexter Penn explains how cognitive neuroscience and 
‘deep tech’ data science can protect vulnerable customers.

By DR DEXTER 
PENN, Founder 
and CEO, Kalgera

Detecting customer vulnerability through technology
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Detecting customer vulnerability through technology

“ Emerging technology has a 
role in detecting customer 
vulnerability and proactively 
protecting your members.”

Research by Kalgera, a London based 
financial technology company focused on 
protecting vulnerable customers, found that 
14% of over 2,000 individuals surveyed 
confirmed that their household has already 
had to forgo essentials including heating and 
electricity to recover from spending over 
Christmas. To add insult to financial injury, as 
the number of financially vulnerable people 
has increased, so too has the number of 
sophisticated scams. Kalgera’s research found 
that two in every five (41%) say they have 
been targeted by a suspected scam since 
March 2020, which rises to 67% for those 
who have a carer.

So, why should building societies care? 
Besides having a moral obligation to protect 
their members and maintain their trust, 
recent multi-million pound fines levied by 
the FCA demonstrate the cost of fines and 
reimbursements. In the first half of 2021, 
£753.9 million was lost to fraud, an increase 
of 30% compared to the first half of 2020, 
according to UK Finance. Cases of vulnerability 
and financial fraud have reached such a level 
that the FCA issued guidance for financial 

institutions’ fair treatment of vulnerable 
customers in February 2021. 

The guidance has been designed to help 
financial institutions better understand the 
needs of vulnerable customers to enable 
them to make any necessary changes to 
ensure vulnerable customers are treated 
fairly. A year on since the vulnerable 
customer guidelines were finalised, the 
problem is far from solved or going away 
anytime soon. As it stands, vulnerable 
customers are disproportionately affected 
by fraud and misselling compared to 
customers who are not vulnerable – and 
often it only comes to light after they 
have come to harm.

However, emerging technology has a role 
in detecting customer vulnerability and 
proactively protecting your members. 
Using cognitive neuroscience and ‘deep 
tech’ data science, their behaviour can be 
interpreted using existing financial transaction 
data already generated by members. 
Examining these data points through a 
neuropsychological lens provides unique, 
personalised behavioural insights that help 
construct a holistic profile of characteristics 
of vulnerability. This helps member support 
teams identify vulnerable members and gain 
efficiency in what is currently an extremely 
time consuming manual process. 

Over time, this can help improve member 
experience, increasing trust and loyalty. More 
than half (52%) of those surveyed would 
be less likely to switch their main current 
account if they knew their bank or building 
society was actively protecting vulnerable 
customers – soaring to 74% for those who 
have a carer. However, not all organisations 
have a focused and dedicated team, or an 
equal level of knowledge and expertise in 
this relatively new field. Building in-house 
capabilities and hiring the right talent is 
a drain on time, resources and finances 
but there  is promise in the increasing 
emergence of Software as a Service (SaaS) 
platforms, which can be integrated into 
existing systems - without compromising 
on data security and data governance. 

A major lesson from the pandemic that 
must not be forgotten is that cooperation 
is essential to overcoming challenges. 
Learnings from the worlds of tech, financial 
services and healthcare are currently being 
fused to inform solutions for the greater good. 

Next steps: 

Kalgera helps financial institutions better 
protect vulnerable people using artificial 
intelligence (AI) techniques in its platform 
to self-improve over time. Learn more:  
www.kalgera.com.
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By DAVID 
BEARDMORE, 
Ecosystems Director, 
Open Banking 
Implementation Entity

David Beardmore from the Open Banking Implementation 
Entity shares the impact of open banking on consumers.

“ It took just ten months 
to move from 1m to 
2m users, but only 
four months to grow 
from 4m to 5m.”

F
our years on from the 
launch of PSD2, making 
open banking a regulatory 
requirement in the UK, we 

now have more than 5m active 
users1 – consumers and small 
businesses – benefiting from the 
ability to leverage their financial 
data through better insights into 
their accounts and the ability 
to make frictionless, real-time 
payments. 

This is a great achievement from 
the banks, building societies, 
fintechs and regulators – plus my 
colleagues at the Open Banking 
Implementation Entity (OBIE) – 
which has given end-users the 
ability to decide who can have 
access to data about their current 
accounts and what services they 
want enabling. 

The number of ecosystem 
participants also continues to 
grow. We currently have 92 
Account Servicing Payment 
Service Providers (ASPSPs) 
providing data and 246 Third 
Party Providers (TPPs) consuming 
and using that data to provide 
products and services to 
consumers and SMEs. 

While much of the 
implementation roadmap has 
been delivered, the next major 
milestone for open banking is 
the introduction of Variable 
Recurring Payments (VRPs) for 
sweeping, allowing individuals to 
move money between accounts 
in the same name. This means, 
for example, someone could 
set their own threshold in their 
current account at the end of a 
month and automatically move 
any funds over that threshold into 
their savings account. 

And while the regulatory 
order only includes VRPs for 

sweeping, we know from some 
of our ecosystem participants 
that there is great interest 
in making VRPs a feature for 
non-sweeping activities such 
as paying utility bills.
 

After seeing steady increases in 
the number of end-users using 
Account Information Services (for 
products like personal financial 
management apps), we are now 
witnessing rapid growth in open 
banking payments. The greatest 
impact to date has been 
HMRC’s introduction of ‘pay by 
bank’2, which has collected more 
than £4bn of tax in this way in 
under 12 months. 

It’s also fascinating to see the 
resurgence of the QR code, but 
this time enabling open banking 

payments in other sectors too. 
I expect that we will see more use 
of QR codes on invoices and bills, 
on marketing materials, even on 
your TV screen. 

However, the real measure of 
success is end-user adoption of 
open banking-powered products 
and services. It took just ten 
months to move from 1m to 2m 
users, but only four months to 
grow from 4m to 5m. 

And while we have not yet 
completed all the required 
implementation, we have 
laid solid foundations for 
a transformational shift in 
how individuals better manage 
access to their data to help 
manage their finances better. 

Our latest Impact Report3 
demonstrated that customers 
who are using open banking-
powered apps are helping to 
resolve some of their biggest 
financial challenges – such as 
building good savings habits, 
keeping to budgets, reducing 

unnecessary expenditure, 
and minimising bank charges. 
We know, for example, that 
several utilities companies are 
already using open banking 
solutions to help financially 
vulnerable customers move 
on to affordable tariffs. 

We are also seeing an extension 
of open banking capabilities 
beyond current accounts, 
moving to other financial 
services products and into 
other sectors, such as utilities 
and telecoms. 

And as user numbers continue 
to increase, and as awareness 
continues to grow, we 
expect to see a wider range of 
organisations using open banking 
to deliver benefits to more and 
more consumers and businesses. 

Next Steps: 

Find out more about joining the 
open banking ecosystem here:  
https://www.openbanking.org.
uk/directory/ 
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Open Banking: what’s 
coming down the road 
and next steps for society  
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“ We’re now seeing Robotic 
Process Automation take 
on more complex tasks, 
such as opening current 
accounts for customers 
and streamlining the loan 
application process.”
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Matthew Fitzsimmons talk about moving to the cloud and robotics.

F
or years, building societies 
and credit unions were 
seen as slow to catch on 
when it came to adopting 

newer processes and even newer 
technologies. And given the rise 
of challenger banks like Starling, 
Monzo and Revolut, mutuals 
were in danger of alienating a 
new generation of customers 
that demand a faster and more 
efficient online experience when it 
comes to managing their money.

In 2020 the pandemic turned 
everything on its head. As high 
street branches closed, it became 
essential for mutuals to embrace 
digitisation to sustain themselves 
or risk becoming irrelevant.

The pandemic also became 
a catalyst for a growing 
environmental and social 
awareness amongst banking 
customers as people began to 
think more consciously about 
where they invest their money.

Mutuals are well positioned to 
meet these appetites given the 
nature of their business structure 
which supports communities. 
Ecology Building Society is a great 
example of this, who actively 
support and promote ecological 
building practices. It is these 
values, along with increased digital 

capability and diverse functionality 
that will allow mutuals to stay 
ahead of the curve.

So where is the journey of 
digitisation for mutuals heading?

Moving to the Cloud
We will no doubt see an increase 
of building societies adopt 
cloud-based technologies. Unlike 
legacy systems, the cloud allows 
businesses to outsource data 
storage, reduce operational risks 
and maintain their data in a way 
that allows them to focus on 
increasing the quality of their 
services and operations. Cloud 
hosting is also environmentally 
friendly and reduces carbon 
emissions. Tackling climate 
change continues to be top of 
the agenda for organisations 
within financial services, moving 
to the cloud would be a great 
step in reaching those targets.

Cloud computing also reduces 
IT cost in relation to more 
traditional systems which will 
no doubt be an attractive benefit 
for mutuals with less capital. 

Increased use of Robots
Many organisations have already 
utilised RPA (Robotic Process 
Automation) in many ways, for 
years already (e.g. chatbots for 
customer support). However, 
we’re now seeing RPA’s take 
on more complex tasks, such 
as opening current accounts 
for customers and streamlining 
the loan application process. 

As firms still work to reduce 
the costs that incurred during 
the pandemic, using RPA’s 
to streamline time-worn 
operational processes will 
no doubt help decrease this 
burden and allow employees 
to focus on engaging with and 
understand their customers.

Through our new technology 
partner Consectus, Mutual Vision 
has already seen an appetite for 
this functionality amongst our 
own customers and we’re excited 
to see how utilising RPA’s can 
enhance customers’ operational 
efficiencies going forward. Another 
added benefit of RPA is that 
customers can integrate it with 

legacy core banking systems, even 
if their providers are not as open 
to such integration.

It’s important to acknowledge 
that digital transformation is a 
journey. It’s about recognising 
the changing landscape of 
the industry and re-designing 
processes that continuously 
evolve with the customer.

A digital journey is not a process 
that should be undertaken 
lightly. Assessing the needs of 
the customer, taking a closer 
look at operational processes 
and clear planning, underpin the 
most basic of any digital strategy. 
Furthermore, it is essential that 
organisations work closely with 
a technology partner that has 
experience of digitisation and has 
an in-depth understanding of the 
sector in which they operate for 
it to become a success.

Next steps: 

Contact Mutual Vision today 
at info@mutualvision.co.uk 
to see how we can help you 
on your digital journey.

By MATTHEW 
FITZSIMMONS, 
Marketing Executive, 
Mutual Vision

Digital trends

mailto:info@mutualvision.co.uk


By STEVE MARSLAND, 
Senior Sales Executive, 
Finastra

Steve Marsland explains the drivers 
of opportunity in the digital space.

The need for change
The UK building society sector is in an enviable 
position. It is known for a quality service, a 
reputation for good conduct and superior 
financial stability1. But finance is evolving 
rapidly. New technologies are making game-
changing financial services possible. As a result, 
members are expecting more. They want 
the exemplary service that building societies 
provide delivered in a modern, digital way. 

Today, many building societies rely on legacy 
tech infrastructure, with software installed and 
managed locally by the society’s in-house IT 
team, that is often decades old. These systems 
are complex, expensive to maintain and 
difficult to change. If you combine that with 
a dwindling pool of people who know how to 
look after them, then the operational risks are 
plain to see.

Four drivers of opportunity
The bigger issue with these legacy systems 
is that they make it much harder for building 
societies to transform and capitalise on 
market opportunities. Modern technology is 
the key enabler to unlocking the opportunities 
in an agile, cost-efficient and effective way.  
Several areas stand out: 

1. Open technology 
Next-generation banking technology 
solutions are open and surrounded by 
hundreds of modern APIs, making it much 
easier to add new functionalities such 
as digital identity schemes, ergonomic 
channel capabilities and reg tech 
consumption. Integration is much easier, 
enabling more “plug-and-play” capabilities.

2. Software-as-a-Service (SaaS) 
A building society’s core system no 
longer depends on time-consuming and 
expensive maintenance and upgrade 
cycles that are managed in-house. Instead, 
a vendor managed service can deliver 
CI/CD (continuous integration and 
continuous delivery). This removes the 
need for the society to manage expensive 
and time-consuming upgrades down 
the line.  More than that, the services 
include DR (Disaster Recovery) and HA 
(High Availability), with SLAs (service 
level agreements) geared to HA. Cloud 
providers such as Microsoft Azure, which 

underpins many SaaS services, now offer 
the levels of security and scalability that 
financial firms require.

3. Digital banking 
Whether it’s via their phone or a tablet in 
the branch, members – especially younger 
groups such as millennials – increasingly 
expect a digital experience. To attract new 
members and retain others, the digital 
experience needs to be “magnetic”.  And if 
you have a digital layer directly linked to a 
next-generation core, it creates a seamless, 
automated end-to-end process from 
onboarding to servicing. This drives high 
levels of STP (straight through processing) 
for the society and delivers a superior 
customer service to their members.

4. Smart data and Open Finance 
Accessing and using an organisation’s data 
is critical to delivering more personalised 
offerings and better targeted campaigns. 
By harnessing the power of AI (artificial 
intelligence) and ML (machine learning), 
societies can access members’ financial 
data and use it in a more meaningful way. 
Data can be extracted and analysed in a 

way that is difficult with traditional core 
platforms. Open Finance takes things a 
step further, enabling building societies to 
integrate directly with other services, for 
example, wealth management platforms, 
with minimal effort.

Platform for the future
Finastra can help building societies take 
full advantage of these innovations. Using 
Microsoft Azure. Finastra’s SaaS-based 
core banking solution is a platform that 
the building society of the future can 
be built on. Once implemented, it will 
enable building societies to grow their 
mortgages and savings portfolios and 
build their member base by offering a 
superior digital experience which has 
been tailored specifically to the UK 
building society market.

Next Steps: 

To find out more, visit Finastra at  
www.finastra.com

Building the building 
society of the future

“ Modern technology is the 
key enabler to unlocking the 
opportunities in an agile, cost-
efficient and effective way.”
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T
hese are turbulent times. 
The UK is in the grip of 
a cost of living crisis, with 
many customers feeling 

the squeeze. Inflation soared to 
5.4% in January. In response, the 
Bank of England increased the 
base rate from 0.25% to 0.50%. 
They also warn that inflation 
could rise to 7.25% in April. 
 
What does this mean for 
building societies and lenders? 
Mortgages are set to become 
more expensive. Customers on 
variable rate deals may struggle 
to meet payments. Many will fall 
into arrears. Lenders may need 
to provide repayment holidays 
to help customers through 
challenging times. 
 
In my whitepaper ‘The Future of 
the UK Financial Services Ecosystem’ 
I discussed how the creation 
of interconnected experiences, 
sustainable communities and 
new revenue via Platformification 
would transform the market. The 
current economic crisis is just 
one of many factors which will 
accelerate this transformation. 
 
Customer-centric 
for success 
The next ten years will see 
a rapid evolution of a new 
ecosystem allowing consumers 
to benefit from an interconnected 
network of services. Customer 
demand for self-service will both 
improve their experience and 
reduce the cost to serve. 
 
We’ve seen this begin to play out 
with the use of financial apps and 
mobile banking services increasing 
by 72% in 2020, with 80% of 
consumers saying they prefer to 
bank digitally. Gartner predicts 
that in 2022 85% of customer 

service interactions will start with 
self-service, and 88% of customers 
worldwide expect companies to 
have a self-service portal. 

Building societies must ensure 
services are digital-first, with the 
customer at the centre. So, instead 
of a change request being made 
via email to customer services, 
the user can make that change 
themselves via a customer portal. 
 

Harnessing digital 
Disruptive technologies like 
Artificial Intelligence, Machine 
Learning, Robotic Process 
Automation and Data Insights 
bring significant advantages. 
Resilient computing capacity 
enables the use of these 
technologies to develop a much 
deeper understanding of customer 
behaviour. Cloud technology 
helps provide resilience, scalability, 

capacity, efficiency and security. 
The customer is at the centre 
of this model, in control of 
their data and able to make 
near-instantaneous decisions 
on a whole-of-market range 
of choices both passively and 
actively via big data and AI.

Customers can access the 
information they need, 
when the need it and on the 
platform of their choice. The 
customer can benefit from 
human interaction or use 
a virtual assistant coupled 
with avatar technology, 
should they prefer a fully 
digital engagement. 
 
Barriers to adoption 
Providers may be slow to adapt 
to a digital ecosystem for many 
reasons such as: 

• Budget and resource 
constraints 

• Dependency on legacy systems 

• Risk appetite 

• A confusing technology 
partner landscape 

The big risk for building societies 
in failing to adopt or invest is 
stagnation as, competitors begin 
to forge ahead. Societies may 
need to look beyond traditional 
models and explore wider 
options for funding digital 
development 
 
Disrupting the 
mortgage industry 
Our award-winning Mortgage 
Hub is an excellent example 
of digitalisation, imagined, 
researched, designed and built 
from the ground up, predicated 
on CX and a live ecosystem 
using best in class third party 
solutions and APIs. Powered by 
open banking technology, it’s 
transparent and fast – enabling 
a highly accurate DiP in under 
20 seconds. 
 

Next steps: 

Read more on the Future of the UK 
Financial Services Ecosystem at 
https://www.targetgroup.com/
whitepaper/the-future-of-the-
uk-financial-services-ecosystem. 

How digitalisation is turning 
pressure into possibility 

“ The customer is at the 
centre of this model, in 
control of their data.”

By MARK GILLIVER, 
Business Development 
Director, Target 
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Mark Gilliver from Target discusses the importance of 
focusing on the customer in transforming digitally.

https://www.targetgroup.com/whitepaper/the-future-of-the-uk-financial-services-ecosystem
https://www.targetgroup.com/whitepaper/the-future-of-the-uk-financial-services-ecosystem
https://www.targetgroup.com/whitepaper/the-future-of-the-uk-financial-services-ecosystem
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Register now at bsaconference.org

4-5 May 2022
ACC Liverpool

Join us this May for the 
BSA’s flagship Annual Conference 

This year’s speakers include:

Headline Sponsors

Sponsors

• Carole Walker
 Journalist and Presenter
• Sheldon Mills
 Executive Director, Financial Conduct Authority
• Katharine Birbalsingh CBE
 Chair of the Social Mobility Commission
• Charlotte Crosswell OBE
 Chair and Trustee of Open Banking Ltd
• Simon Fanshawe OBE
 Diversity Consultant, Broadcaster and Author
• Andrew Wishart
 Chief UK Property Economist at Capital Economics

Conference Welcome Party
3 May 2022 l Maritime Museum

Conference Reception and Dinner
4 May 2022 l Liverpool Cathedral

Networking
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http://www.bsaconference.org
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