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Dr. Peter Robejsek – Head Core Products

Opportunities for Monetization

Open Banking
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Users (consumer, 
corporate)

Third party providers 
(TPPs) API Aggregators Banks (ASPSPs)

Regulator

In Germany, the
set of ingredients
for Open Banking 
is there but the
cake is yet to be
baked
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# of successful API calls (M)

In the UK, the table is set – Open Banking is seeing
high adoption

20192018 2020 2021
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Younger, more affluent consumers have greater interest in Open 
Banking services

Account aggregation 
in one app

Spending 
categorization and 
insights 

Advanced card 
management 
in one app

56%

55%

54%

70%

58%
43%

18-34
35-54
55-74

53%
56%

62%

< 1,500 €
1,500-3,500 €

> 3,500 €

55%
54%

61%> 3,500 €

< 1,500 €
1,500-3,500 €

49%
53%

64%> 3,500 €

< 1,500 €
1,500-3,500 €

All consumers Split by age Split by net monthly income

71%
56%

39%

18-34
35-54
55-74

61%
57%

45%
35-54
18-34

55-74
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Low willingness to change primary banks – but 
will do so if important Open Banking services are
not available: OB is important defensive play

1/3
would switch their 

primary bank if it does
not offer aggregation

1/10
Of consumers would
consider switching
accounts in general

Aged 18-34 
years

monthly income 
> 3,500 EUR

All consumers
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35% 3€ 2-3€

Take 
rate

Willing-
ness

to pay
Elas-
ticity

Open Banking is an 
important offensive 
play as well!

6



4

©
20

20
 M

as
te

rc
ar

d.
 P

ro
pr

ie
ta

ry
 a

nd
 C

on
fid

en
tia

l

7

About 50% of consumers drive 80% of potential unit sales

Total
Sceptics
Price sensitives
Price-conscious proponents
Fans

48% 80%

Share of 
consumers

Share of unit 
sales

None-value: How well does the product need to 
fit customer needs to succeed?
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83%

11%
0%

50%

100%

SCENARIO 1 SCENARIO 2 SCENARIO 3 SCENARIO 4

Basic 1 Basic 2 Premium

66%

35%

0%

50%

100%

SCENARIO 1 SCENARIO 2 SCENARIO 3 SCENARIO 4

Basic 1 Basic 2 Premium

Price-conscious proponents Fans

Even with ccoommppeettiinngg,,  cchheeaappeerr product bundles in the market, more
expensive premium bundles still attract the interest of consumers

Take rates for bundles at different price points Take rates for bundles at different price points

SCENARIO 1 SCENARIO 2 SCENARIO 3 SCENARIO 4
Basic 1 
bundle

Basic 2 
bundle

Premium 
bundle

Basic 1 
bundle

Basic 2 
bundle

Premium 
bundle

Basic 1 
bundle

Basic 2 
bundle

Premium 
bundle

Basic 1 
bundle

Basic 2 
bundle

Premium 
bundle

Monthly cost - 0.5 € 1.5 € - 1 € 3 € - 1.5 € 4.5 € - 2 € 6 €
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One more 
thing…

Management 
Summary
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What is your strategy?

10


