
The Javits Center in New York City was abuzz last week with the return of one of the largest fintech events 

put on by Lendit Fintech, that just prior to the conference rebranded as Fintech Nexus. This rebrand signifies 

the evolu on of the fintech landscape from providing solu ons for single‐channel problems to an 

interconnected web of data providers, digital integrators, and as‐a‐servicers. Pick a term from column A, and 

match it with a term from column B. Whichever combina on you picked, you could find a company at 

Fintech Nexus that does that ‘Thing.’  

 

  

 

 

 

 

 

As this industry has become more sophis cated and specialized, lenders, issuers, and banks are finding new 

synergy with technology. The advancements that fintechs have brought to market have enabled financial 

companies to improve opera ons, transla ng into new underwri ng strategies and the speed of app 

deployment to name a few examples. These benefits get passed along to customers, providing credit 

solu ons to the previously underbanked and efficient access to those who have come to expect it. As 

LendingClub CEO Sco  Sanborn said, “It would be great if someone could make it easier to make good 

financial decisions.” 

The energy at the conference was palpable, partly because a endees were rejuvenated by the excitement of 

an in‐person engagement, but also because companies were eager to hear from the leaders in the industry 

who are rethinking the use of technology in financial services. Despite the excitement from financial 

companies to discuss these innova ons and put them into prac ce, that same enthusiasm doesn’t always 

carry through in the marke ng to customers – the same customers who are the primary beneficiaries of 

these innova ons.  

Analyzing how companies best communicate their vision through marke ng is what differen ates 

Compe scan in the compe ve intelligence market, and the following are our ps to help translate your 

tech innova ons through marke ng. 

How Tech Innova on is Transforming Marke ng in Financial Services: 
Insights from Fintech Nexus 2022 
By Jack Dobbin, Director of Research & Insights 

Column A Column B 

Ar ficial Intelligence Decisioning 

Machine Learning Compliance 

Blockchain Verifica on 

Open Fraud Protec on 

Embedded Payments 

Cloud App Integra on 



 Give consumers a value proposi on to get excited about 

Here’s a great example from Petal, whose CEO Jason Gross was a part of the panel on day one discussing 

underwri ng innova ons. Petal puts their reliance on technology and their “new approach to credit” front 

and center: they look beyond the tradi onal credit score by using banking history to offer customers 

“more credit at be er rates.” It’s the same technology other credit issuers are using – but their message is 

transparent and celebrates the benefits.  

 

 

 

 

 

 

 

 

 

 Differen ate in crowded marketplaces  

The tech innova ons happening in the financial industry – and those highlighted at Fintech Nexus 2022 – 

should serve as differen ators in crowded marketplaces. Make sure that what is unique to your product or 

service is featured and a lead selling point in the primary marke ng message. In the most literal way, 

Upstart emphasized their mission of being different from other lenders and banks within the subject and 

headline in a recent personal loan acquisi on campaign. The landscape has become incredibly diverse, and 

offers for financial products are more plen ful than ever before. Direct to consumer marke ng gives the 

opportunity to tell your story and make consumers aware of the op ons and alterna ves available. 

Petal Visa Card Offers 

Upstart Personal Loan Offer 

It’s true. We operate differently here at Upstart. 

How? We look at more than your credit score. Our 

unique technology factors in important parts of 

your life that other lenders and banks ignore —like 

your educa on and employment—to give you the 

smartest rate possible. Simply said, you’re more 

than your credit score.  

https://www.competiscan.com/productPdf.php?id=8984937
https://www.competiscan.com/productPdf.php?id=8984937
https://www.competiscan.com/productPdf.php?id=8949641
https://www.competiscan.com/productPdf.php?id=8949641
https://www.competiscan.com/productPdf.php?id=8936137


 Have a Strategy for Reten on and Customer Support  

The event’s agenda could not overlook the current economy and the impacts par cularly on consumer 

lending. A number of informa ve metrics and trends were shared in a breakout session on this topic by 

Lindsay Burkhalter of Curinos and Rosemary Kelley of KBRA.  

The last two years have had a profound effect on the consumer lending landscape. Personal savings as a 

percentage of disposable income has fluctuated dras cally in recent years, skyrocke ng as high as 34% 

early in the pandemic but more recently dropping down to 6.2%. At the same me, spending has 

increased, par ally driven by infla on, and the average unsecured loan amount hit a peak of $14,300 in Q1 

2022. Historically, this combina on of factors results in higher delinquency and increased poten al for 

charge‐offs. As lenders prepare for the possibility of increased exposure to risk, notably an area where 

fintechs feel comfortable opera ng, mi ga on strategies through marke ng will be vital.  

These efforts start with reten on tac cs. Building deeper rapport and engagement can influence 

customers and their behaviors, poten ally resul ng in greater care with staying current and ac ve on their 

accounts.  

Something that recently caught our eye was a marke ng 

tac c executed by Discover. Delinquent cardholders were 

offered a $200 bonus if they signed up for a payment plan 

and made three consecu ve minimum payments. It is not 

o en that Compe scan observes an offer targeted to a 

cardholder who is past‐due on their account. However, if a 

consumer is in a posi on where they must determine which 

bill to pay, this approach might influence their decision. 

Technology is fueling exci ng and vital innova ons across 

the fintech landscape at astonishing speeds. But even as we 

embrace these advancements it is impera ve that we recall 

and rely on our marke ng fundamentals, especially in the 

face of con nued economic uncertainty. As Tim Welsh of 

U.S. Bank reminded us at Fintech Nexus, in an increasingly 

digitalized financial ecosystem, it is the ability to form a 

human connec on with your customers that enables 

differen a on.  

 

LinkedIn: Compe scan 
For more informa on on marke ng trends, 

Compe scan clients can view our archive of reports 

and insights online.  

Not a client? Sign up for a demo today.  
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Discover Card ‐ Delinquent Cardholder Offer 
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