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Introduction

N5 has deep, domain knowledge and experience of 



N5 approach to best practice reviews





Onboarding



What is onboarding?

-

Laundering. 
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The onboarding honeymoon
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will vary by individual.

*https://www.bain.com/bainweb/pdfs/cms/hottopics/closingdeliverygap.pdf



The experience disconnect

80%

8%

“DELIVERY GAP”

companies believing 

experiences provide superior 
experiences
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Digital hasn’t replaced human interactions
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85%
81%

74%
74%

75%
75%

68%
64%

29%
52%

69%
75%

55%
54%

49%
53%

47%
44%

46%
40%

80%
80%

70%
79%

VISITED A BRANCH FOR A TRANSACTION

USED AN ATM

ONLINE BANKING (DESKTOP COMPUTER)

MOBILE BANKING 

VISITED BRANCH FOR INFO/ADVICE, QUESTION, OPEN AN ACCOUNT/LOAN

SPOKE TO A REPRESENTATIVE OVER THE PHONE

80% of banking touchpoints occur on digital 
channels*

72% of consumers want an all-digital onboarding
system**

75%
non-digital channels*

37%
branch said it was easier to talk to a representative***

36%
branch said they wanted to be able to talk to 
someone if there was a problem***

27%

understanding of product and service options***

**Source: https://www.signicat.com/resources/digital-customer-onboarding-are-you-doing-it-wrong
***Source: Optimizing Your Digital Account Opening Process, CEB 

*https://www.bain.com/bainweb/pdfs/cms/hottopics/closingdeliverygap.pdf

How consumers have interacted 
with their banking provider in 
past two years ****



Onboarding challenges

have been able to more easily streamline their 

institutions have found it challenging to keep up 
because of the complexity of combining their 
legacy systems with new digital capabilities. 

81%

experience*

84%

42%

processes*

50%

70%

70%
loops**
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**https://www.bain.com/bainweb/pdfs/cms/hottopics/closingdeliverygap.pdf
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The impact of bad experience

74% 24% 

29% 
complete**

The average time taken before 
giving up on an application 
altogether**

* https://www.salesforce.com/form/pdf/state-of-the-connected-customer.

switch if a brand doesn’t provide an easy 

50%
of applications take more than 20 
minutes to complete**

14min. 20sec.
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The cost of bad experience: 
money left on the table

Abandoned applications leave money on the table 
because an organisation’s marketing and 
advertising have reached the target audience and 
they are willing to sign up, but at the last step they 
lose them because of a poor user experience. 

38% of potential customers abandon their attempt to 
sign up for a retail bank accounts, credit cards and 
insurance*

The most often cited reasons for abandoning a 

The amount of information I´m asked to provide

Not having the correct documents I need to prove my identity

Scanning or uploading documents to prove my identity

The time required to complete the application process

Lack of support over live chat or telephone during the process

Having to visit a physical branch as part of the application

** https://pulse.11fs.com/research-reports/2018/06/best-in-class-onboarding
*** https://www.signicat.com/resources/digital-customer-onboarding-are-you-doing-it-wrong

30%

13%

16%

16%

7%

6%
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28%
***



customer loyalty and increased value

For every one-point increase in customer 
onboarding satisfaction on a ten-point net 
promoter score (NPS) scale, there is at least a 
three-percent increase in revenue growth. 
McKinsey

Customer experience leaders grow revenues 
4% – 8% above their market. 
Bain & Co

Customer experience leaders achieved compound
average revenue growth of 17%
The CX laggards achieved just 3% growth during 
the same period. 
Forrester

and stay more loyal over time. In banking, 
customers are seven times more likely to increase
their deposits and twice as likely to open an 
additonal account if they rate a bank as excellent
rather than average. 
McKinsey

5% increase in customer
retention produces more than a 25% increase in

Bain & Co

30%

https://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/from-touchpoints-to-journeys-seeing-the-world-as-customers-do

http://www2.bain.com/Images/BB_Prescription_cutting_costs.pdf
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28%





Onboarding digital design principles
N5 design principles for digital onboarding



Digital onboarding design principles 

In the following pages N5 presents eight principles 
to consider when developing or enhancing a digital 
customer onboarding journey.

1. Don’t follow the hype

2. Go really digital: Open products online

3. Select mutually beneficial features

4. It’s not just about design: Follow our 10 guidelines for success

5. Make your mum proud: Treat your digital customers well

6. Have an experimentation culture: Customer needs change faster than your boss' ideas

7. Raise your game: Your customers have been spoilt by other retail experiences

8. Copying is OK: Just make sure it’s the best for your customers and business

18 · ONBOARDING PRINCIPLES 

How N5 can help you apply these principles:

· Evaluating your business processes and recommending 

opportunities for improvement.

· Creating an end-to-end journey that your customers 

will love.

· Designing customer-facing screens for web and mobile 

apps.

· Implementing sophisticated technology to enable best 

practice processes and decisions.

To arrange your free, no-obligation 

assessment please send an email to 

JulianHelpMeWithMyOnboarding@n5now.com. 

Or scan the QR code on this page.



Principle #1: 

Don’t follow the hype

complicated feature for any organisation to create 
In a book about best practice it may seem strange to 

blindly follow the hype of trying to delight customers 

Onboarding with a brand is something most 

critical to helping them through the process without 

19ONBOARDING PRINCIPLES ·  



 
Principle #2: 
Go really digital: Open products online

The onboarding process should be digitally enabled 

We think it is better to offer just a few products that 
can be fully opened immediately online than offering 

as well just go to the branch to start and complete 

onboarding process of essential features that 

20 · ONBOARDING PRINCIPLES  



Principle #3: 

Delighting customers can quickly reach a point of 
diminishing returns so, it’s a good idea to consider 

customer and the business. The digital environment 
makes it easy to measure the effect on customer 
experience and business KPIs. There are 3 types of 
feature:

Essentials Differentiators Delighters 

delight doesn’t outweigh an otherwise bad 

21ONBOARDING PRINCIPLES ·  



Principle #4: 

It’s not just about design: Follow our 10 guidelines for success

22 · ONBOARDING PRINCIPLES 

not just for them

Adapt the process around your 

customers to adapt around the 
process

Select features that help 
customers complete the 
process the quickest and 

fad or might win awards
process and show them where 

they are in the process

Only capture data that adds 

organisation how to get started

Make each step as simple as 

customer and ask them to do 
too much

Highlight important elements 
and instructions during the 

process to show the customer 

Don’t assume design is 

customer feedback and 

Created by Ioannis Malikoutsakisfrom the Noun Project

123



Principle #5:

Make your mum proud: Treat your digital customers well

Follow up abandoned applications 

either 

be new to potential customers

not as just another sale

Build trust and engagement before selling 

Don’t try cross selling before the sign up 
process is complete

Focus on ease and quality of process rather 

Suggest complementary products and 

customer 

23ONBOARDING PRINCIPLES ·  



Principle #6: 

Have an experimentation culture: 
Customer needs change faster than your boss' ideas

24 · ONBOARDING PRINCIPLES 

Two of the biggest impediments to onboarding 

Starting out with the intention of building the perfect 

features and then use agile methodologies to 



Principle #7: 

Raise your game: Your customers have been 
trained by other retail experiences

often benchmarked through customer feedback 

forced to go through stringent checks to allow its 

25ONBOARDING PRINCIPLES ·  



Principle #8: 

Copying is OK: Just make sure it’s the best
for your customers and business

If you are tempted to copy and paste any of the best 
practices into your business then please be warned 
that they may not be as simple to implement as they 

consequences on your customers and business! 

26 · ONBOARDING PRINCIPLES 







Onboarding best practice
N5 best practices for digital onboarding 



Best practice for digital onboarding 

In the following pages N5 presents 7 best practices 
for onboarding that were identified during the 
market review of financial services organisations 
across the world. There are also example screens 
that demonstrate the best practices exhibited by 
some of those organisations.

1. Think Mobile First, even on the desktop

2. Give customers a nudge into the journey

3. Sell the end game benefits at the front door

4. Make the experience like a ‘first-date to 

marriage in 10 minutes’

5. Don’t be intrusive: Respect your customer’s 

privacy

6. Motivate the customer throughout the process

7. Be ready to hold their hand

30 · ONBOARDING BEST PRACTICE 

How N5 can help you apply these best practices: 

Evaluating your business processes and recommending 

opportunities for improvement.

· Creating an end-to-end journey that your customers 

will love.

· Designing customer-facing screens for web and mobile 

apps.

· Implementing sophisticated technology to enable best 

practice processes and decisions.

To arrange your free, no-obligation 

assessment please send an email to 

JulianHelpMeWithMyOnboarding@n5now.com. 

Or scan the QR code on this page.

· 



Best Practice #1:

and mobile websites are both based on Mobile First 

Mobile First is a set of principles that assume

graphics are optimised for fast loading and quality of 

design process should start with mobile onboarding 

This ensures the design follows the simplicity of the 

31ONBOARDING BEST PRACTICE ·  



LEMONADE, Consumer Insurance, US

contrast to make it easy to see what to do 

Best Practice #1 examples: 

32 · ONBOARDING BEST PRACTICE 



LEMONADE, Consumer Insurance, US

process is kept simple with only one question 

makes it easier for the customer to respond 

customer’s name to make the process feel 

Best Practice #1 examples: 

33ONBOARDING BEST PRACTICE ·  



N26, Consumer Banking, UK

with minimal scrolling and only the most 

Best Practice #1 examples: 

34 · ONBOARDING BEST PRACTICE 



Best Practice #1 examples: 

35ONBOARDING BEST PRACTICE ·  



OPENBANK, Consumer Banking, Spain

to action requiring just a single click or tap to 

Best Practice #1 examples: 

36 · ONBOARDING BEST PRACTICE 



OPENBANK, Consumer Banking, Spain

entry with most data captured through 

click is required to download and

Best Practice #1 examples: 
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SCOTIABANK, Consumer Banking, Canada

Best Practice #1 examples: 
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CHIME, Consumer Banking, USA

Best Practice #1 examples: 

39ONBOARDING BEST PRACTICE ·  



How easy is it for customers to sign up? If the 
customer has already made the choice to join the 
organisation as a customer then we don’t want to 

Whilst incorporating onboarding functionality into a 

functionality that is typically used only once by each 

steps of the onboarding process may be better suited 

onboarding journey on the web and introduce the 
app as part of the process so that the customer is 

Best Practice #2: 

Give customers a nudge into the journey

40 · ONBOARDING BEST PRACTICE 



N26, Consumer Banking, UK
The mobile and desktop websites are focused 

header as a sticky button that is always 

Best Practice #2 examples: 

Give customers a nudge into the journey

41ONBOARDING BEST PRACTICE ·  



N26, Consumer Banking, UK
N26 reassure the customer of how easy it is 
to open an account and that no paperwork is 

Best Practice #2 examples: 

Give customers a nudge into the journey

42 · ONBOARDING BEST PRACTICE 



N26, Consumer Banking, UK
You can download the app or go to the 

if you start on the website then it integrates 
the app downloading as part of the onboar

Best Practice #2 examples: 

Give customers a nudge into the journey

43ONBOARDING BEST PRACTICE ·  



KOHO, Consumer Banking, Canada

process by prompting for the customer’s email 
address and asking them to choose a 

customer into the process without appearing 

Best Practice #2 examples: 

Give customers a nudge into the journey
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KOHO, Consumer Banking, Canada
If the customer started the onboarding journey 
on the website then the mobile app download is 
integrated as part of the process through a link 

Best Practice #2 examples: 

Give customers a nudge into the journey

45ONBOARDING BEST PRACTICE ·  



CHIME, Consumer Banking, US

the top of the page and also used 

process starts with the user entering an email 

Best Practice #2 examples: 

Give customers a nudge into the journey
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BBVA, Consumer Banking, Spain
Very clear how to start with the blue button 

sticky and always stays at the bottom of the 

screen the user is asked what they want to 
look at through a drop down menu to all 

Best Practice #2 examples: 

Give customers a nudge into the journey
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GO BANK, Consumer Banking, USA

how to start and is repeated in a sticky bar at 

Best Practice #2 examples: 

Give customers a nudge into the journey
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OPENBANK, Consumer Banking, Spain

Best Practice #2 examples: 

Give customers a nudge into the journey
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LEMONADE, Consumer Insurance, US
The customer can start the sign up process 

them a series of simple questions about their 

Best Practice #2 examples: 

Give customers a nudge into the journey
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LEMONADE, Consumer Insurance, US

make the process seem easy and short 

Best Practice #2 examples: 

Give customers a nudge into the journey
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ATOM BANK, Consumer Banking, UK
Atom Bank’s landing page is clearly designed 

of joining the bank with links to download the 

Best Practice #2 examples: 

Give customers a nudge into the journey
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ATOM BANK, Consumer Banking, UK
The second section highlights the complete 

Best Practice #2 examples: 

Give customers a nudge into the journey
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MONESE, Consumer Banking, UK

Best Practice #2 examples: 

Give customers a nudge into the journey
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SEVEN BANK, Consumer Banking, Japan
The onboarding process starts with a secure 

Best Practice #2 examples: 

Give customers a nudge into the journey
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Onboarding with a brand is something most 

critical to helping them through the process without 

be distracted and lose sight of why they started the 

They will need encouragement to complete the 

customer knows how to use the product and is fully 

mobile app and the product so they become familiar 

know how to get the best from it through 

Best Practice #3: 
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KBC, Consumer Banking, Ireland

persistent banner on the screen during 

which reinforces why they are making the 

Best Practice #3 examples: 
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58

N26, Consumer Banking, UK

Best Practice #3 examples: 
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STARLING BANK, Consumer Banking, UK

before the onboarding process starts in the 

Best Practice #3 examples: 
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ANNA, Business Banking, UK

Best Practice #3 examples: 
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ANNA, Business Banking, UK

repeated on a message carousel before the 

is carried through using their unique imagery 

Best Practice #3 examples: 
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MONZO, Consumer Banking, UK

Best Practice #3 examples: 
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MONZO, Consumer Banking, UK

Best Practice #3 examples: 
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ICICI BANK, Consumer Banking, India

which helps reassure the customer that they 

Best Practice #3 examples: 
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LIV. BANK, Consumer Banking, UAE

Best Practice #3 examples: 
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STERLING NATIONAL BANK, Consumer 
Banking, USA

Best Practice #3 examples: 
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STERLING NATIONAL BANK, Consumer 
Banking, USA

customers and references to the bank’s public 

Best Practice #3 examples: 
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CITIZENS ACCESS, Consumer Savings, USA

the top of the screen along with access to all 

and the main points are rotated through a 
carousel to attract a new 

Best Practice #3 examples: 
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CHIME, Consumer Banking, USA
The key differentiators are on the website 
home page and supported by social proof in 

Best Practice #3 examples: 
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TANGERINE, Consumer Banking, Canada
The website is clearly aimed at attracting 

features are presented on the home page 

Best Practice #3 examples: 
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Reducing friction in the onboarding process means 
customers are less likely to drop out because there is 

determine what is critical to opening the product and 

new digital onboarding journey? How many steps are 

Best Practice #4: 
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NAB, Consumer Banking, Australia
The NAB website features a range of 
comparison and selection tools for the 
products to help customers that are short of 
time or interest in reading through lots of 

Best Practice #4 examples: 
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NAB, Consumer Banking, Australia
The selection tools help the customer choose 
what’s best for them and the comparison 
tools show the key differences between other 

Best Practice #4 examples: 
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Citizens Access, Consumer Savings, USA

Best Practice #4 examples: 
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STARLING, Consumer Banking, UK
Starling Bank goes a step further by enabling 
the customer to compare the bank’s product 

Highlighting makes it easy for the customer 
to see where each is best across topics such 

Best Practice #4 examples: 
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ALLY BANK, Consumer Banking, USA

Best Practice #4 examples: 
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BBVA, Consumer Banking, Spain

Best Practice #4 examples: 
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KBC, Consumer Banking, Ireland MONESE, Consumer Banking, UK
’

ME BANK, Consumer Banking, 
Australia

Best Practice #4 examples: 
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SCOTIABANK, Consumer 
Banking, Canada

’

STARLING, Consumer Banking, UK
’

OPENBANK, Consumer Banking, Spain
’

Best Practice #4 examples: 
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KOHO, Consumer Banking, Canada CHIME, Consumer Banking, USA

minutes

CITIZENS ACCESS, 

takes’ to open an 

Best Practice #4 examples: 
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OPENBANK, Consumer Banking, Spain
All terms and conditions are presented before 

accept with just one click before commencing 

Best Practice #4 examples: 
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SCOTIABANK, Consumer Banking, 
Canada
The terms and conditions are part of 

don’t start entering any personal 

ALLY BANK, Consumer Banking, USA
The full terms and conditions for the 

the onboarding journey and they are 

Best Practice #4 examples: 
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N26, Consumer Banking, UK
All terms and conditions are presented for 

Best Practice #4 examples: 
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N26, Consumer Banking, UK
The onboarding process informs the user of 

Best Practice #4 examples: 
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N26, Consumer Banking, UK

Best Practice #4 examples: 
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The onboarding process may include steps that are 

Each customer will react differently to each situation 

conference to authenticate their ID may be 

Best Practice #5: 

Don’t be intrusive: Respect your customer’s privacy
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BBVA, Consumer Banking, Spain

Best Practice #5 examples: 

Don’t be intrusive: Respect your customer’s privacy 
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MONZO, Consumer Banking, UK

Best Practice #5 examples: 

Don’t be intrusive: Respect your customer’s privacy 
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STARLING, Consumer Banking, UK
The website forewarns the customer of the 
sign up process and that photographic 

Best Practice #5 examples: 

Don’t be intrusive: Respect your customer’s privacy 
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KOHO, Consumer Banking, Canada

documents through a secure 

KBC, Consumer Banking, Ireland

Best Practice #5 examples: 

Don’t be intrusive: Respect your customer’s privacy 
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The reward could be to immediately open the 
account or issue the card or access credentials after 

wait until they fully complete a lengthy process that 

does not mean the customer has full access to what 

Best Practice #6: 

Motivate the customer throughout the process
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KBC, Consumer Banking, Ireland

customer can start banking more or less 

Best Practice #6 examples: 

Motivate the customer throughout the process 
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OPENBANK, Consumer Banking, Spain

Best Practice #6 examples: 

Motivate the customer throughout the process 
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KBC, Consumer Banking, Ireland

IBAN in just a few minutes!’ which reinforces 

account IBAN and online user ID are issued 

Best Practice #6 examples: 

Motivate the customer throughout the process 
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TANGERINE, Consumer Banking, USA
The sign up process starts with a welcome 
and reminder of what the customer will need 

for the customer’s contact details and their 

section asking for their personal ID 

Best Practice #6 examples: 

Motivate the customer throughout the process 
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TANGERINE, Consumer Banking, USA

Best Practice #6 examples: 

Motivate the customer throughout the process 
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TANGERINE, Consumer Banking, USA
The last step of the process is where the 
customer sets up their other access 

Best Practice #6 examples: 

Motivate the customer throughout the process 
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ME BANK, Consumer Banking, Australia MONZO, Consumer Banking, UK KOHO, Consumer Banking, Canada
Select one of 4 colour choices for the card 

Best Practice #6 examples: 

Motivate the customer throughout the process 
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any onboarding questions or concerns are 
immediately answered to reduce likelihood of them 
abandoning the process due to lack of information or 

or change their answer then it may be a sign of 
support to new customers by highlighting the contact 

Best Practice #7: 

Be ready to hold their hand
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OPENBANK, Consumer Banking, Spain

at hand section helps to speed up the process and the legal 

Best Practice #7 examples: 

Be ready to hold their hand
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Citizens Access, Consumer Banking, USA

related information supported by words of 

bar and bold reminders of which step the 

Best Practice #7 examples: 

Be ready to hold their hand
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ME BANK, Consumer Banking, Australia
The mobile onboarding process has a sticky 
bar that’s always present with the user’s 

Best Practice #7 examples: 

Be ready to hold their hand
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ALLY BANK, Consumer Banking, USA

summarises the information required during 

Best Practice #7 examples: 

Be ready to hold their hand
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SEVEN BANK, Consumer Banking, Japan
The remaining number of mandatory items to 

SCOTIABANK, Consumer Banking, Canada
When you enter an address it automatically 

more personal onboarding support if you 

Best Practice #7 examples: 

Be ready to hold their hand
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KBC, Consumer Banking, Ireland
Related information is grouped and all on the 

each has been completed 

Best Practice #7 examples: 

Be ready to hold their hand
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Huntington, Consumer Banking, USA
Data entry is mostly selected from drop down 

the user’s name and then each subsequent 

us’ button that launches an automated 

Best Practice #7 examples: 

Be ready to hold their hand
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Best of the rest

In the following pages N5 presents additional 



· BEST OF THE REST 110

METRO BANK, Consumer Banking, UK KOHO, Consumer Banking, Canada

Best of the rest: Examples



ANNA, Business Banking, UK 

Best of the rest: Examples
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CAPITAL ONE, Credit Cards, UK
An eligibility checker ensures the applicant 

ALLY BANK, Consumer Banking, USA

Best of the rest: Examples
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LIV. Consumer Banking, UAE
The instant bank account opened by just 

Best of the rest: Examples
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COUNTINGUP, Business Banking, UK
Integrated business banking and 
accounting aimed at small and medium 

Best of the rest: Examples
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ALLY BANK, Consumer Banking, USA

understand and manage their money better 

Best of the rest: Examples
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Onboarding: How to accelerate transformation
How N5 can help you accelerate 
transformation of your customer
onboarding experience.



Steps to transforming

-
cularly in terms of the customer experience 
and impact on commercial performance

Prioritise recommendations according 

implementation

as a series of agile deployments

Trial each deployment with a subset 
of customers before full roll-out

Assess the existing process to establish 
what’s working well and what’s not

Benchmark against customer and market 

competitor approaches

Gather inspiration from best practice ideas 
that are appropriate for the market and 
customers

1
2

3

4

5

6
7

8

9

10

Recommend feature gaps and opportuni-
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How N5 can help

N5 provides technology and services that would 
accelerate and optimise transformation of your 
digital onboarding processes, for example:

· Evaluating your business processes and proposing 
recommendations for how they could be 
improved. 

· Creating a tailored end-to-end digital onboarding 
solution that follows or surpasses best practice to 
enhance or replace the existing.

· Designing customer-facing screens for web and 
mobile apps that really engage customers.

· Implementing sophisticated technology to enable 
best practice processes and decisions.

N5 has unique people talent that are experts in 
transforming end-to-end commercial processes in 
financial services and undertake benchmarking 
assessments and produce recommendations for 
improvement across customer onboarding, growth 
and retention.

N5 provides Intelligent Commercial Systematics 
technology designed exclusively for financial services 
that makes it easy to unlock value by accelerating 
and optimising customer growth opportunities in this 
hyper-connected world.

If you would like to discuss how N5 can accelerate 
and optimise your business processes, please send 
an email to:
JulianHelpMeWithMyOnboarding@n5now.com
Or scan the QR code on this page.

TM

119ACCELERATING TRANSFORMATION · 



How to start improving…for free

N5 would be pleased to offer you a free, 
no-obligation benchmarking assessment of your 
digital onboarding process and propose initial 
recommendations for how it could be improved to 
follow or surpass best practice.

The assessment is undertaken by our experts 
through remote analysis of your customer-facing 
digital website and mobile app, which we typically do 
without having to impact your resources. We score 
the existing onboarding journey using the N5 
proprietary scorecard that evaluates over 100 
different customer-facing functionalities to identify 
areas that are already a good experience, or that 
could be a better experience for your customers.

The results are then shared with you, ideally by 
walking through the findings and recommendation 
with you directly.

To arrange your free, no-obligation assessment 
please drop us an email to:
JulianHelpMeWithMyOnboarding@n5now.com or 
scan the QR code on this page.
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About N5

intelligence.

-
ting and optimising customer growth opportunities. 

distribution costs. 

days through our unique people talent of end-to-end 
experts that ensure transformation that sticks. 

decisioning and reporting capabilities that enables a 

TM

121ACCELERATING TRANSFORMATION · 



Contact us

JulianHelpMeWithMyOnboarding@n5now.com
www.n5now.com
linkedin.com/company/n5now

Buenos Aires

Contact

Costa Rica 5546, 5to piso
Palermo Hollywood, Buenos Aires
Argentina

Av. Lote D´Azur 268
Cotia
Brazil

80 SW 8st, Ste 2000
Miami, Florida
USA

Rey Francisco 22, 2do piso
Madrid
España

San Paulo

Miami Madrid
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N5 LLC makes no warranty, expressed or implied, as to the results obtained from the 
use of the information on this book as it was obtained from several public reports. The 
performance represented is "historical” and that “past performance" is not a reliable 
indicator of future results

N5 LLC is not responsible for any errors or omissions, or for the results obtained from 
the use of this information. All information in this book is provided “as is”, with no 
guarantee of completeness, accuracy, timeliness or of the results obtained from the use 
of this information.
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