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1. [bookmark: _Toc212366237]Introduction 
Design thinking is an influential problem-solving approach that emphasises empathy, creativity, and innovation in solving complex real-world challenges. The approach enables companies to unlock new opportunities and drive meaningful changes that enhance competitiveness in today’s highly dynamic landscape (Johnsen, 2023). According to Johnsen (2023), design thinking entails a methodology for problem-solving that emphasises understanding and tackling people’s unique needs. It adopts a human-centric approach that is creative and iterative, seeking to identify innovative solutions to complex challenges. Furthermore, design thinking is entrenched in entrepreneurship theories’ principles, promoting empathy, encouraging collaboration, and embracing testing at its core (Nakata and Hwang, 2020). This paper applies the innovation ambition matrix and customer journey mapping frameworks to identify the current design thinking and innovations that Monzo Bank is engaged in, including innovation opportunities on the horizon. The customer journey will help to map Monzo Bank’s current customer journey for its core customers and identify relevant pain and gain points. The customer journey map also helps to identify opportunities for digital innovation. 
1.1. [bookmark: _Toc212366238]Overview of Monzo Bank
Monzo is a digital-only banking platform established in 2015 by the founders who sought to establish a banking service that is compatible with the youthful customers’ needs and preferences (Finextra, 2025). These co-founders envisioned eliminating the mess of the conventional banking experience and simplifying banking and money management to make it as easy as responding to emails or posting on social media (Finextra, 2025). The company has swiftly differentiated itself from competitors by providing a seamless, intuitive banking experience. Monzo started as a prepaid card merged with a digital app to help track expenses and gradually evolved into an official bank in the UK in 2017 (Babarinde, 2024). Monzo has over 12 million users today, making it the UK's 7th largest bank by customer number. 
Monzo Bank recorded a historic rise in profitability, with its adjusted profits soaring to £113.9 million for the 2025 fiscal year, a significant rise from the previous year’s profits (Curry, 2025). This increase is attributed to a significant growth in customers, banking product innovation, and robust engagement across the company’s business and personal banking lines (Curry, 2025). Monzo reported 2.4 million new customers in 2025, bringing its total customer base to over 12 million (Curry, 2025). The company’s revenue increased by 48%, hitting £16.6 billion, as average revenues per user rose by 15% for personal users and 16% for business accounts. Similarly, Monzo’s weekly active users increased by 28%, underlining the rising depth of its customer engagement (Babarinde, 2024). 


2. [bookmark: _Toc212366239]Part 1: Current Design Thinking and Innovation in Monzo Bank 
2.1. [bookmark: _Toc212366240]Key Consumer and Industry Trends and Data That Affect Monzo Bank 
2.1.1. [bookmark: _Toc212366241]Changes in Customer Expectations 
Customers are increasingly searching for all-in-one, instinctive, and customised experiences across all digital platforms, including banking. The rise of Fintech startups that offer user-friendly, innovative solutions has exerted enormous pressure on banks to match or surpass these ideals (Gaviyau and Godi, 2025). Customers, especially the young generation, are demanding banking products that are easy to use, accessible on different devices, and customised to their individual needs (Gaviyau and Godi, 2025). Therefore, Monzo must strive to design banking products and services that meet these customer demands and expectations to enhance customer satisfaction, loyalty, and retention, directly impacting its profitability.  
2.1.2. [bookmark: _Toc212366242]High Competition from Fintechs and Digital Banking
The financial industry has experienced a significant increase in Fintech companies, focusing mainly on user-centric design and providing niche services that cater to specific customer needs. These Fintech companies are agile, which enables them to innovate and iterate swiftly (Gaviyau and Godi, 2025). Therefore, to effectively compete with these Fintech companies, Monzo Bank had to focus on product design to attract and retain customers, especially the young demographic aged under 35, who are increasingly looking for more innovative financial alternatives (Gaviyau and Godi, 2025). Monzo Bank must focus on design thinking to develop banking solutions that will differentiate its bank’s offerings to make it more appealing and competitive in a highly competitive market. The digital banking platforms operate with minimal overhead costs compared to traditional banks, allowing them to provide competitive rates and attract cost-conscious clients (Pureti, 2021). Therefore, banks must react by designing digital offerings and changing their focus from physical bank branches to online services and mobile apps. 
2.1.3. [bookmark: _Toc212366243]The Demand for Enhanced User Engagement and Cross-Selling Opportunities 
Banking customers are searching for well-designed banking products that improve user engagement to make interacting with their accounts simple, discovering new financial services, and managing their finances (Pureti, 2021). Also, banking customers expect banking products that enable cross-selling prospects, including investment products, insurance, and loans (Ferilli et al., 2024). In this respect, Monzo Bank must strive to offer effective product design that leverages data to enhance user engagement and cross-selling opportunities to improve conversion rate and customer satisfaction.
2.1.4. [bookmark: _Toc212366244]The Growing Demand for Trust and Security 
Banking customers are also searching for banking products that are well-designed, easy to use, and considered safe to improve their customer confidence in the bank (Ferilli et al., 2024). Accordingly, banking companies like Monzo must design their products with robust security features, a user-friendly interface, and clear communication to improve confidence and encourage customers to engage more profoundly with the bank’s services (Pureti, 2021). In this respect, Monzo is striving to design reliable banking products that can lead to lasting customer relationships and profitability.


2.1.5. [bookmark: _Toc212366245]Regulatory Technology (Regtech)
The increasing popularity of Fintech firms in the banking industry has contributed to the rise of regulatory technology to help them conform to current regulations (Vijayagopal, Jain, and Viswanathan, 2024). Regulatory technology entails the utilisation of digital tools to enable banks to conform to the multifaceted regulatory requirements more efficiently. In this respect, banks are striving to automate their compliance procedures, such as anti-money laundering checks, fraud detection, and risk management, to lessen the costs linked to regulatory compliance (Vijayagopal, Jain, and Viswanathan, 2024). Monzo must adopt regulatory technology to help minimise operating costs and the risk of fines and penalties, protecting its reputation and increasing profitability. 
2.1.6. [bookmark: _Toc212366246]Digital Payments and Wallets 
There is an increase in the adoption of mobile wallets and digital payments, which continues to revolutionise how money is transferred and managed today (Bhattacharjee et al., 2024). Technologies, such as mobile payment apps, quick response codes, and near field communication, have enabled consumers to purchase products without cards or cash, pay their bills, or transfer money electronically. Consequently, banks like Monzo must seek to capitalise on this digital payments and mobile wallets trend by designing digital payment solutions or partnering with tech companies to offer digital payment and mobile wallet solutions (Bhattacharjee et al., 2024). This aspect will enable the company to generate revenue via transaction fees, data monetisation, and merchant services, offering a profitable channel complementing conventional banking services. 
2.1.7. [bookmark: _Toc212366247]Blockchain and Cryptocurrencies 
The rise of cryptocurrencies and blockchain technology has led to the emergence of novel methods of undertaking transactions, raising capital, and managing assets (Bhattacharjee et al., 2024). The centralised nature of blockchain technology can be significant in providing greater security, efficiency, and transparency in financial transactions, especially regarding international payments and smart contracts (Treu, Elss, and Buono, 2021). Financial institutions such as Monzo Bank must strive to adopt blockchain technology to lessen transaction costs, enhance transaction speed, and provide services like digital asset custody and cryptocurrency trading to help create new revenue streams. 
2.1.8. [bookmark: _Toc212366248]Data-Driven Decision Making
Technological advancements, including big data analytics, have enhanced the banks’ ability to collect, analyse, and utilise vast amounts of customer data (Treu, Elss, and Buono, 2021). This data-driven approach can be instrumental in enabling banks to provide customised services, target customers with specific products, and predict their needs accurately (Pureti, 2021). In this respect, banks like Monzo must adopt a data-driven approach to understand customer preferences and behaviour, create personalised marketing campaigns, optimise pricing strategies, and enhance customer retention rates.  
3. [bookmark: _Toc212366249]Part 1: Analysis of Monzo Bank’s approach to innovation
3.1. [bookmark: _Toc212366250]Monzo’s Design Thinking Approach
Monzo’s success stems from its focus on a design thinking approach, which enables it to create user-centric products and services. Furthermore, this approach allows Monzo to discover insights into user needs, utilising these insights to generate innovative ideas (Goffin and Mitchell, 2021). Besides, as a user-centred bank, Monzo continues to disrupt the banking sector using a design thinking approach by removing the mess of conventional banks and streamlining their services to user needs (Hills, 2025). 
Monzo established a design team responsible for designing user-friendly banking services, including a mobile app experience that includes all the touchpoints of a conventional banking experience in the digital banking product (Hills, 2025). The design team adopts an iterative process that contains regular milestones, including testing Tuesdays, a company-wide weekly all-hands meeting, and a “show and tell” internal meeting for the design team on Thursdays. Monzo adopts the design thinking approach to innovation by creating user-centred solutions (Iyelolu and Paul, 2024). The company’s product design follows the design thinking process, covering all five phases: empathise, define, ideate, prototype, and test.  
3.1.2. [bookmark: _Toc212366251]Empathise Phase 
This is the first phase in the design thinking process, where the company seeks to empathise with its customers’ pain points to create appealing products and services. The company’s design team prioritises business and user needs when designing its banking products (Hills, 2025). The design team regularly utilises qualitative user research tools, such as regular review of app messaging chats, community forums, and ideas boards, conducting desk research, and user interviews to understand consumers’ pain points. 
3.1.3. [bookmark: _Toc212366252]Define Phase 
The define phase is where the company’s design team identifies the users’ problems after analysing the information collected from the empathise phase and connecting the dots regarding their pain points. This could include the user challenges or needs identified, including the need to keep tabs on their spending and cancel cards instantly as soon as they get lost. This information helps the design team develop services and features that satisfy these needs.
3.1.4. [bookmark: _Toc212366253]Ideate Phase
The ideation phase involves brainstorming to develop different ideas and solutions to the identified customer pain points (Johnsen, 2023). For instance, on Thursdays, a “show and tell” inner meeting for the product development and design team is conducted, where each one of them suggests their innovative ideas for the team to deliberate on. This could include redesigning the website, recruiting suggestions and remarks from Monzo’s online community forums and product managers, creating new designs for product functions and user interfaces, and enhancing Monzo’s Android app. The company strives to create an enabling working environment where members feel more comfortable sharing their creative ideas without fear of judgment. This aspect enables the team to generate many quality ideas, irrespective of feasibility.
3.1.5. [bookmark: _Toc212366254]Prototype Phase 
This phase focuses on transforming the generated ideas in the ideation phase into digital or physical prototypes, which can be an interactive digital representation (Johnsen, 2023). Monzo holds a weekly general meeting for the whole company, where the team studies the feedback received and incorporates it into the design channel by developing new product functions and features (Johnsen, 2023). The design team strives to transform the generated ideas into a tangible product that users can test to uphold its customer-centric approach. 
3.1.6. [bookmark: _Toc212366255]Test phase 
This phase entails testing the developed prototypes by exposing them to users and assessing their performance. The objective is to observe how the target users engage with the prototype (Nakata and Hwang, 2020). Monzo has set aside Tuesday as an all-day user testing session to let designers test prototypes by letting users try out and provide feedback on new app features. The team then undertakes guerrilla testing, where they get live, real-world feedback from users in the field or the public. Monzo’s design team uses input received in this phase to return to the empathise or ideation phase and make necessary improvements to their product design. These phases are instrumental in enabling Monzo’s design team to comprehend their users better and create new products, services, and features that fulfil their needs and preferences. 
3.2. [bookmark: _Toc212366256]Application of the Innovation Ambition Matrix to Monzo 
The Innovation Ambition Matrix considers the newness of the product on its horizontal axis and the newness of the market on the vertical axis to help differentiate the three diverse innovation types: core, adjacent, and disruptive, as shown in Figure 1 below. 
[image: ]
Figure 1: The Innovation Ambition Matrix 
3.2.1. [bookmark: _Toc212366257]Core Innovations
Core innovations involve incremental enhancements to the existing business model and product lines. It enables the company to optimise current products for existing customers by making incremental changes. Core innovations will allow the company to maintain and strengthen its position in the current market (Johnsen, 2023). Monzo’s core innovations are its tools that encourage financial clarity, comfort, and control to tackle customers’ financial anxiety. Its innovative, easy-to-use banking app forms its core innovation that helps users evade typical difficulties customers encounter in traditional banking systems (Johnsen, 2023). Other core innovations include the gambling block, the caller verification tool, and an investment platform. The gambling block is a self-imposed control mechanism for vulnerable customers. The caller verification tool is an in-app feature that helps to avert impersonation scams. An investment platform allows users to make decisions starting from £1 (Johnsen, 2023). Over the years, Monzo’s design team has been making incremental changes to improve its banking app to enhance efficiency and better customer satisfaction by adding new features and functionalities to its application.
3.2.2. [bookmark: _Toc212366258]Adjacent Innovation 
Adjacent innovation is instrumental in moving the company into new territories or markets by building on its existing competencies and businesses. It enables the company to leverage its existing offerings to reach untapped customer demographics or adapt technology for a corresponding market (Johnsen, 2023). Integrating a matchmaking model connecting people and institutional service providers, including insurance and utilities, is an adjacent innovation. Integrating these institutional service providers into the company’s digital banking application allows it to move into new markets like insurance and other utilities by building on its current competencies. 
3.2.3. [bookmark: _Toc212366259]Disruptive Innovations
For companies to experience long-term growth, they must invest in disruptive innovations that create new markets and fundamentally disrupt the existing ones (Szuper, 2022). Disruptive innovation often entails developing entirely new products for the world, tapping into emerging technologies.  Monzo’s easy-to-use digital banking app, embedded with intelligent insights for its users, including highlights of annual spending and broken spending categories on the customer support user interface, was a disruptive innovation that traditional banks had not envisioned (Iyelolu and Paul, 2024). Unlike traditional banks, Monzo’s digital banking app contains features that enhance consumers’ ability to lock their cards and withdraw cash if stolen or reset the PIN code. These features disrupted the banking industry, drawing many customers tired of the mess of the conventional banking experience to Monzo Bank, as depicted in the growing number of customers transacting with the company (Iyelolu and Paul, 2024).
3.3. [bookmark: _Toc212366260]Customer Journey Map 
A customer journey map visually represents customer experiences with the company. It plays a critical role in providing a complete view of how customers engage with the brand over time and across different channels (Popova, 2024). A company’s product designers can use this customer journey map to identify customer needs and their routes to reach its product or service (Popova, 2024). They can then use this insight to identify pain points and opportunities to improve customer experience and boost customer retention.  
Customer experience in banking has become a vital determining factor of whether Monzo Bank succeed or fails. In this respect, Monzo Bank can refine its service offerings to meet customers' needs accurately and enhance its ability to attract and retain customers. Monzo understands that as customers’ lives change, their financial needs change, especially regarding how they save, store, invest, and access their money (Popova, 2024). Consequently, using customer-centred design approaches can enable Monzo Bank to enhance its competitive advantage in the banking industry by ensuring its banking products are relevant and needed by its customers into the future (Szuper, 2022). A customer journey map allows the company to address various fundamental issues regarding its service delivery, from customer understanding to identifying pain points and anticipating future service innovations. Monzo Bank offers services critical to many aspects of people’s lives. Customers exhibit different values, attitudes, and expectations when receiving the bank's financial services. 
3.3.1. [bookmark: _Toc212366261]Monzo Bank Customer Persona 
To effectively create a Monzo Bank customer journey map, the bank must understand its customers’ needs and expectations to enable it to customise and deliver customised banking experiences that attract and retain customers. It is vital to develop customer personas based on the target customers’ actual experiences in the banking context, reduce assumptions regarding their behaviour, and accurately reflect the kind of individuals the bank is trying to serve (Szuper, 2022). The customer persona seeks to respond to questions regarding the kind of human interaction they require in their banking experience, their lifestyles, suitable channels connecting with them, and the digital devices they are using.  


	Customer Name: Georgina Watson  

	[image: ]
	Occupation 
Family financier 

	
	Background 
After busy work and socialising with friends, I have little time left. I’ve always liked services that simplify my life and allow me to do more of what I enjoy the most, including socialising with friends while watching football after work. 

	Annual Bank Visits 
10 
Age: 36 years 
	Motivation 
Philp is a young professional lawyer who likes interacting through digital channels and making feasible investment decisions. 

	Preferred devices 
· Mobile device
· Laptop 
· Smartwatch 
	Goals 
· Create and monitor my investments through a single digital platform 
· Save for my house 
· Diversify investment well to minimise risk

	Top goal 
· Good credit score 
	Frustrations 
- Philp dislikes slow administrative processes, particularly regarding his finances. 
- Having to invest in bank branches to seek financial and investment advice 






	[image: ]
	Customer Name: Georgina Watson  

	
	Background 
· Georgina is married and has three children, aged 3, 6, and 9.
· She makes all the family payments, including municipal services, rent, electricity, and other utilities.
· She prefers online banking
· However, she often requires consultants to help, forcing her to visit her bank for consultation services. 

	Demographic 
-Female aged 36 years 
-England, London 
-Married 
-High school teacher 
	Goals 
· To manage her family's financial matters with less effort

	Skills 
· Tech savvy 
· Financial literacy 
· Analytical skills 
· Communication skills 
	Frustrations 
· The need to visit the bank with her children for investment advice 
· Long queues in the bank 
· Slow banking digital system 
	Motivations 
· The desire to solve issues concerning investment matters through a user-friendly mobile app or a call to the bank

	
	Channels 
· Smartphone 
· PC
· Bank 
· ATM 




Looking at the motivations and frustrations of the two categories of customers, Monzo Bank can automatically figure out what makes these customers want to use its banking product or service and what could turn them off. Their goals can also influence how the company should interact with its customers. Similarly, customers’ skills can be instrumental in determining suitable communication methods that they can use to interact with them. Based on these customer personas, a customer journey map can be created below, showing customers’ pain points and potential solutions.


3.3.2. [bookmark: _Toc212366262]Monzo’s Customer Journey Map

	
	Awareness 
	Consideration
	Decision 
	Onboarding 
	Engagement 
	Support 

	Customer Action 
	Searching for investment and financial advice 
	Customers compare the features and services offered by various digital banks. 
	-Sign up for Monzo’s digital app 
-Fill out the application form to open the current account or the savings account 
	-Account setup and verification

	-Initiate first transaction
-Search for investment advice   

	-24/7 support from the mobile app’s customer service

	Touch points
	-Google search 
-Social media paid ads
-Word of mouth 
	-Bank websites 
-Mobile applications 

	-Registration application portal on Monzo’s digital app
-Website 
	-Sharing details over email 
	-Mobile banking through the digital app
	-Customer support interface 

	Emotions 
	Interest 🥰
	Curious 
	Excited  
	Frustrated  
	Satisfied/happy  
	Trust 

	Pain points 
	Uncertainty about the validity of investment advice services
	Confusion regarding the generality of the financial planning and investment advice services 
	Confusion about investment options suggested in the app 
	Challenges in obtaining customised investment advice that suits customers’ goals  
	Unclear benefits of financial plans and investment advice services
	Paying insurance 

	Potential solutions 
	Provide positive customer reviews and experiences 
	Integrate an AI-driven financial planning and wealth management service into the digital mobile app 
	Offer customised financial and investment advice based on users’ goals and profiles 
	Use AI to enhance Monzo’s digital mobile app features and customer experience
	Clearly communicate the benefits of financial plans and investment options provided to each customer 
	



4. [bookmark: _Toc212366263]Part 2: Proposed New Digital Transformation Initiative
4.1. [bookmark: _Toc212366264]Digital Transformation in the Banking Industry 
Digital transformation in banking utilises technology to make banking services more accessible, efficient, and focused on the customer (Gaviyau and Godi, 2025). For instance, online transactions and mobile banking give customers easier access to their accounts and make it easier to conduct their transactions. Furthermore, artificial intelligence (AI) and advanced data analysis are vital technological innovations that can help Monzo Bank personalise customer interactions, detect fraudulent activities, and predict financial trends. 
Digital transformation in the banking industry has become more popular as financial services software continues to change. Customers increasingly demand a digital experience that is integrated, secure, transparent, and personalised (Gaviyau and Godi, 2025). Digital transformation will allow Monzo to embrace emerging technologies such as blockchain, Internet of Things (IoT), and AI that support future offerings and help it compete effectively in the market (Gaviyau and Godi, 2025). These technologies can enable Monzo to launch new banking products and services swiftly. 
4.2. [bookmark: _Toc212366265]Proposed New Digital Transformation and Its Value to Monzo Bank 
4.2.1. [bookmark: _Toc212366266]AI-Driven Financial Planning and Wealth Management 
One of the fundamental new digital transformations that Monzo Bank must integrate into its digital banking app is the AI-driven financial planning and wealth management service. This new digital transformation will help the bank’s customers to plan, invest, and track their money seamlessly, enhancing their banking experience and customer satisfaction (Gaviyau and Godi, 2025). The AI-driven financial plans will be tailored to individual customers’ financial goals and provide an integrated view of users’ finances, eliminating fragmentation. In this respect, as soon as a customer signs up, there will be an AI assistant to help them build the right financial plan, and recommend where they can invest, how much they should invest, and how to diversify their investment portfolio (Goffin and Mitchell, 2021). By integrating AI into its digital banking app, Monzo can democratise financial planning, making it more accessible to many customers who previously lacked such financial advice. 
AI-powered personalisation in wealth management will be instrumental in offering customised investment advice to customers based on their individual profiles and market trends (Gaviyau and Godi, 2025). Monzo will use artificial intelligence to analyse customer data and provide personalised investment recommendations. The banks’ investment portfolios service will use customer data to adjust investments automatically depending on customers’ financial goals and risk tolerance. AI can analyse large volumes of customer data, enabling the bank to deliver highly customised investment advice and financial products.
Robotic advisors can use sophisticated algorithms to create personalised investment strategies based on the customers' financial goals and risk profiles, enhancing client trust and lasting loyalty (Treu, Elss, and Buono, 2021). Furthermore, Monzo Bank can consider introducing a chatbot to help customers with account management, financial advice, and transaction queries. The chatbot utilises AI to comprehend customer needs and offer personalised financial and investment advice.
 Monzo’s AI-powered personalisation will make it attractive to many customers seeking this tailored investment advice, resulting in an increase in savings account openings and a significant improvement in customer engagement, as customers find this banking experience motivating and fun. This aspect will enable banks to create a seamless customer experience across all channels, including websites and mobile apps. Therefore, adopting new digital transformation will bring fundamental benefits to Monzo bank, including improving customer satisfaction and loyalty, enhancing operational efficiency and cost savings, data security and compliance, and supporting self-service in wealth management. Integrating AI-driven financial planning and wealth management services will help address customers’ pain points identified in the first customer journey map, where they were frustrated mainly by the lack of customised financial planning and investment advice. After adopting the AI-driven financial planning and wealth management service, we can create a new customer journey map, as shown below.  
4.2.2. [bookmark: _Toc212366267]New customer journey map after integration of AI in the digital banking app

	
	Awareness 
	Consideration
	Decision 
	Onboarding 
	Engagement 
	Support 

	Customer Action 
	Searching for investment and financial advice 
	Customers compare the features and services offered by various digital banks. 
	-Sign up for Monzo’s digital app 
-Fill out the application form to open the current account or the savings account 
	-Account setup and verification

	-Initiate first transaction
-Search for investment advice   

	-24/7 support from the mobile app’s customer service

	Touch points
	-Google search 
-Social media paid ads
-Word of mouth 
	-Bank websites 
-Mobile applications 

	-Registration application portal on Monzo’s digital app
-Website 
	-Sharing details over email 
	-Mobile banking through the digital app
	-Customer support interface 

	Emotions 
	Interest 🥰
	Satisfaction 
	Confidence 
	Reassurance 
	Convenience 
	Trust 

	Customers’ Experience Path 
	[image: ]

	Capabilities/functionalities 
	Client onboarding 
	Account opening 
	Customised financial planning 
	Customized Investment advice 
	Paying utility bills 
	Paying insurance 






5. [bookmark: _Toc212366268]Conclusion
The fundamental aspect of the design thinking approach is understanding the world from the users’ viewpoint, identifying their pain points, and generating and refining user-centred solutions to address them. It underscores the significance of creativity and innovative thinking in avoiding traditional problem-solving methods, helping promote innovation and address complex challenges. The design thinking process involves five phases: empathise, define, ideate, prototype, and test. This paper applied the innovation ambition matrix and customer journey mapping frameworks to identify the current design thinking and innovations that Monzo Bank is engaged in, including innovation opportunities on the horizon. The customer journey clearly maps Monzo Bank’s current customer journey for its core customers and identifies relevant pain points and potential solutions. The customer journey map also helped identify opportunities for digital innovation by adopting digital transformation, including AI-driven financial planning and wealth management services. Adopting this app will be instrumental in enabling Monzo Bank to offer customised financial planning and investment advice services. 
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