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Market volatility and digital technology are shaking up an 
entire industry. Banks, insurance companies, and investment 
firms across the globe are in a race against time to fortify their 
positions as leaders in a changing market.

The land-grab strategy of retail banking used to be the way to edge out any competition, but now it’s a 

whole new ballgame with the action taking place in a digital stadium. In early 2022, the market was red hot 

with the rise of financial technology (fintech), cryptocurrencies, and skyrocketing home prices. In the last 

two years, the fintech industry experienced a 337% increase in daily active users. 

As challenging market conditions, like inflation and customer concerns over a possible recession, threaten 

a slowdown in business growth, veteran financial services institutions are trying to turn the tanker by 

investing in data analytics—while nimble product-led startups are moving in for a piece of the pie. 

To keep pace with the rapidly changing digital world, financial institutions need to become more efficient—

while keeping customers satisfied and loyal. Amplitude enables companies to understand changing 

customer preferences with access to the right data, so they can adapt to whatever comes next.  

https://amplitude.com/product-report-2021#introduction
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While feelings on the shifting economy are mixed, with disruption comes customer uncertainty. Edward 

Jones and Morning Consult found that 42% of Americans are pessimistic about the direction the U.S. 

economy is headed. The top concerns include the inflation rate (83%), supply chain disruptions (77%), 

the employment rate (71%), and interest rates (71%). Consumers are increasingly worried about what 

this means for their future. Half of those surveyed say they’re concerned the money they saved won’t last, 

up 7% from 2021. As the economic climate becomes more challenging in a multitude of ways, customers 

expect financial institutions to rise to the occasion.

Consumers have already weathered months of the worst inflation seen in decades, which is starting to 

wear on their relationship with their finances. According to Morning Consult , in the last year, financial well-

being in the U.S. has dropped by more than a full percentage point. This is putting increased pressure on 

financial services as a whole. 

The State of Financial Services 

50% of American consumers are concerned the 
money they have, or will save, won’t last. 

The State of Consumer Banking and Payments | Morning Consult

Market volatility, rising inflation, and growing customer 
expectations have led to a perfect storm of disruption for 
traditional financial services institutions. 

S E C T I O N  1

https://www.edwardjones.com/us-en/why-edward-jones/news-media/press-releases/survey-americans-split-economy
https://www.edwardjones.com/us-en/why-edward-jones/news-media/press-releases/survey-americans-split-economy
https://go.morningconsult.com/rs/850-TAA-511/images/220808_H2-State-of-Consumer-Banking.pdf
https://go.morningconsult.com/rs/850-TAA-511/images/220808_H2-State-of-Consumer-Banking.pdf
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While traditional institutions have already been feeling the 
squeeze of rising non-traditional banking products, now even 
fintech is starting to experience the strain as many consumers 
change their savings and investing habits. 

Since hitting peak usage in 2021, companies like Robinhood have seen statistically significant declines—

with hits to their stocks and valuations as well. But they’re not the only ones. After skyrocketing to $121.5 

billion at the end of 2021, global fintech funding has dropped 33% quarter-over-quarter and continues in a 

downward trend.  

Fintech institutions aren’t seeing the same bloated valuations they experienced over the past few years. 

And though many are staying afloat, they’ve been faced with growing pressures and tough decisions. 

Take Varo for example. The mobile banking platform raised massive amounts of cash in 2020 and 2021, 

but now faces rising customer acquisition costs and new obstacles, like inflation and the possibility of a 

recession. 

Competing in the new landscape requires institutions to appeal to a new generation by giving them exactly 

what they want. Fine-tuned digital products, influenced by behaviors as opposed to demographics, are 

table stakes. Financial services will have to innovate around these specific categories to keep customers 

close. Analytics are critical in making the data-informed decisions that lead to success.   

https://robinhood.com/us/en/
https://www.businessinsider.com/global-fintech-funding-drops-in-q2-2022-7
https://www.varomoney.com/
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Seamless Digital Experiences 
Are the New Expectation

Banks used to rely on retail branches to develop long-term relationships and offer personalized 

experiences. Each time a customer visited a branch to open an account, deposit a check, or sign a 

mortgage, the bank had a chance to engage and delight. Branches also used to serve as a source of 

education for patrons who needed to consult with a financial expert. 

In today’s digital banking economy, education and relationship building look very different. The pandemic 

has drastically accelerated already changing customer preferences. According to McKinsey & Company, 

“60% to 85% of Western European consumers, even those aged 65-plus, prefer to use digital for everyday 

transactions.” Cashless payments now represent more than just another revenue stream for banks. Ninety 

percent of their most valuable customer data is generated through payments, making this category one of 

the most vital to retain. 

A large branch footprint no longer guarantees less competition and more brand affinity. In fact, quite 

the opposite. The same McKinsey report found that banks with major branch closures saw 22% less 

customer attrition than banks with fewer closures. But simply closing down branches doesn’t guarantee 

a better customer experience. Banks found success with branch reduction by trading non-effective 

physical interactions with personalized digital experiences. When they did keep some branches open, 

they drastically changed the format by offering tech-forward solutions, like self-service kiosks and remote 

advice capabilities. 

According to PwC, 68% of leading financial institutions plan to “further digitize their customer interaction 

models...and materially cut back on support functions and infrastructure that failed to prove their value 

during the pandemic.” Traditional banking companies that want to stay competitive need to find the right 

balance between retail branches and digital experiences. Whether it’s in or outside the physical branch, 

customers are demanding tailored services driven by the latest technology.

https://www.mckinsey.com/industries/financial-services/our-insights/breaking-away-from-the-pack-in-the-next-normal-of-retail-banking-distribution
https://www.pwc.com/gx/en/industries/financial-services/publications/financial-services-in-2025/payments-in-2025.html
https://www.pwc.com/gx/en/industries/financial-services/publications/financial-services-in-2025/payments-in-2025.html
https://www.pwc.com/gx/en/industries/financial-services/publications/financial-services-in-2025/payments-in-2025.html
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Many traditional financial services leaders view digitization as an arms race—who can acquire the most 

data and technology the fastest? Instead of going head-to-head on innovation and industry transformation, 

banks are buying up the most compelling newcomers as a way to stave off disruption. Mega institutions are 

banding together to weather the fintech storm and solidify mutual interests. 

And while rising inflation combined with rising geopolitical issues has softened the deal activity, the desire 

to continue M&A activities remains strong—but not without changes. Deal-makers are reframing their 

approach and considering different scenarios, backed by expanded due diligence. 

Traditional Institutions Lean on 
Acquisitions and Partnerships

Perhaps one of the most notable alliances is between Goldman Sachs and Apple, which combined forces 

in 2019 to offer the Apple Card. On the surface, this strategy of acquisitions and partnerships seems like 

a foolproof, turnkey strategy. Legacy institutions gain access to the latest technology and all the priceless 

user data that comes with it. Even better, they don’t have to replicate a now-trending product or service to 

appease consumers.

However, this strategy puts infrastructural pressure on companies that are already siloed and bloated. 

When combined with rising inflation, operating costs continue to compound and valuable data slips 

through the cracks. The conquest playbook may work in the short term, but the disjointed nature 

of mammoth institutions is limiting. It makes it much harder to disseminate insights across teams, 

consistently improve products, and continue to offer personalized experiences. Analytics are the backbone 

of the data-backed insights that institutions need when determining who and when to partner with.

In 2021 alone, JPMorgan acquired several fintech companies, including: 

• Tax-smart investment strategy engine 55ip  
• Wealth management startup Nutmeg  
• ESG investing platform OpenInvest  
• College financial aid platform Frank  

“Despite high investment in digital technologies, banks’ attempts 
to change the way they package and deliver their products to 
customers have proved inadequate.”

Yahya Mohamed Mao | Head of Business Development & Marketing | Finextra

https://www.pwc.com/gx/en/services/deals/trends/2022/financial-services.html
https://www.apple.com/apple-card/
https://www.55-ip.com/j-p-morgan-asset-management-agrees-to-acquire-55ip-a-pioneer-in-delivering-tax-smart-investment-strategies-through-model-portfolios/
https://www.nutmeg.com/nutmegonomics/the-next-chapter-of-nutmegs-journey/
https://www.cnbc.com/2021/06/29/jpmorgan-is-buying-an-esg-investing-platform-in-banks-third-fintech-acquisition-of-the-past-year.html
https://www.cnbc.com/2021/09/21/jpmorgan-chase-is-buying-college-financial-aid-platform-frank.html
https://www.finextra.com/blogposting/20630/why-traditional-banks-are-endangered-by-extinction


7Amplitude    |    The Financial Services Survival Guide

Challenges Facing 
Financing Institutions

Legacy financial institutions have historically relied on name-brand trust and economic influence to 

overcome challenges. But in the face of escalating expectations and a growing volume of neobanks, 

reputation, financing, and one-size-fits-all digital experiences may no longer cut it. 

It’s not just traditional institutions that are looking for ways to innovate to stay afloat. After a global startup 

fundraising boom during the pandemic, fintech companies are starting to feel the effects of a slowing 

economy. Rising interest rates, worries of a recession, and decreases in venture capital investment 

have caused fintech firms to look for ways to reduce expenses—many turning to layoffs. According 

to TechCrunch, as of mid-2022, fintech startups account for the third largest number of layoffs, by 

percentage, globally.   

Financial services as a whole must usher in a greater level of resilience to absorb the impact of a multitude 

of disruptors today and in the future. As financial customers become more discerning overall, there’s no 

question that financial institutions will need to embrace behavioral data and digital products to keep pace. 

Aligning around a customer-driven mindset is crucial. 

S E C T I O N  2

https://techcrunch.com/2022/07/10/fintechs-go-from-the-biggest-recipients-of-venture-dollars-in-2021-to-the-biggest-percentage-of-layoffs-in-2022/?guccounter=1&guce_referrer=aHR0cHM6Ly93d3cuYmluZy5jb20v&guce_referrer_sig=AQAAALAExa12DXnTreJpj_1WfaeepAL5o9OV90xGe7XwUbaSY_uNv6K7amgLTymJHlbV_q0H5-cRl4HFHEDjolt1ohOPCAspVdlwHclmO0wbChu73MMmIkTeFijY2z79DW5TxMWRhe8y5qKjuRAhmWwr0O-UsHxZ0vmLUF5M0h9nN4Q7
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Services take root only when customers find them compelling. 
The high growth in value technology and connected data-related 
services are driven by providers offering customers something they 
find valuable, that improves their business effectiveness or their 
lives, and that they are willing to pay for.

Oliver Wyman

Niche Competition Challenges Siloed Services

The evolution of digital products in financial services highlights a common pattern: where banks fail to 

offer a convenient, well-designed product, someone will provide that service in a better way. If financial 

service giants only focus on competing with individual fintech products or services, and not the industry at 

large, they will continue to fall behind. 

Companies that are more willing to offer personalized experiences, enabled by behavioral analytics, 

will not only win business—they’ll win loyalty and customer retention. Consider Venmo and its financial 

services competitor Zelle. Venmo single-handedly changed the peer-to-peer payment game back in 2011. 

Why send a check or transfer money from a bank when you can simply do it from your phone? Bank of 

America, Wells Fargo, and JPMorgan Chase (among others) shot back with Zelle in 2017. According to 

Business of Apps, “Zelle has gained a strong foothold in the U.S., but Venmo still holds a commanding lead 

in the under 35 age bracket.” 

A reactive approach—like the launch of Zelle—is nowhere near as effective as a proactive, product-led 

strategy. With a product-led approach, customer behavior and preferences become the center of everything 

the financial institution does. Operations, infrastructure, and investment are unified when a product-led 

strategy is in place. This positioning enables constant adaptation and adjustment that moves in step with 

customer demand. 

Luckily for banks, fintech companies are still occupied with attacking niche product opportunities, like quick 

digital loans, automated taxes, and college planning. Instead of combating one-off threats, banks need to 

act in the present moment by harnessing their financial resources toward customer value and satisfaction.

https://www.oliverwyman.com/our-expertise/journals/state-of-financial-services.html
https://venmo.com/
https://www.zellepay.com/
https://www.businessofapps.com/data/venmo-statistics/
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Fintech Is Capturing the Attention 
of a Younger Demographic

According to Morgan Stanley, “Millennials and their younger cohort [Gen Z] will reshape the financial 

industry in their tech-savvy, mobile-first image, with ramifications for all consumers, companies and 

investors.” Known as the Great Wealth Transfer, Gen Z, Gen X, and millennials could inherit an estimated 

$68 trillion from the aging baby boomer generation. These generations are a force for traditional financial 

institutions to reckon with. Millennials and some Gen Z members are now working professionals who set 

the pace for market trends and changes. 

What makes these generations especially unique is that they are coming of age in the digital world. Some 

may never step into a brick-and-mortar retail bank. Expectations for white-glove digital experiences are 

higher than ever, and if that benchmark isn’t met, other options are just a swipe away. 

According to Forbes, about one in four Gen Zers and millennials have replaced a traditional bank with 

a digital, “neobank” competitor like Dave. The average age of Dave’s 10 million-strong user base is 22. 

“Given the smartphone nature of the product, we do attract a lot of younger users in the early 20s, in 

college or just out of college, who really cannot afford to be paying overdraft fees at their bank and want a 

way to learn how to budget,” said Dave co-founder Jason Wilk. Through financial education, personalized 

experiences, and an easy-to-use product, Dave has positioned itself to grow with its young user base and 

create long-term relationships. 

Trust is still a valuable commodity, but that trust isn’t earned just because a bank is insured by the Federal 

Deposit Insurance Corporation. Younger audiences expect digital products and services to be tailored 

directly to them, and at a bargain. That’s why fintech is capturing the hearts and wallets of an important 

new demographic.

But no matter the age, many customers feel unsettled in the face of economic uncertainty. And the market 

conditions may open the door for opportunities to build upon existing customer relationships. Morning 

Consult found that tough financial times may be causing some customers to stay put—with consumers 

42% and 39% less likely to add a new provider in the credit union and traditional bank categories, 

respectively. If traditional institutions can focus on building brand loyalty now, they may be able to 

strengthen their foundation for long-term growth.   

https://www.morganstanley.com/ideas/millennial-gen-z-loan-growth
https://blogs.gartner.com/ross-cosner/2020/10/21/how-can-financial-services-marketers-reach-gen-z/
https://www.forbes.com/sites/ronshevlin/2021/08/16/bank-of-america-is-losing-its-grip-on-millennials-as-fintechs-reinvent-the-checking-account/?sh=395ce4262822
https://dave.com/
https://bankautomationnews.com/allposts/payments/how-the-dave-app-wants-to-reach-customers-who-live-paycheck-to-paycheck/
https://go.morningconsult.com/rs/850-TAA-511/images/220808_H2-State-of-Consumer-Banking.pdf
https://go.morningconsult.com/rs/850-TAA-511/images/220808_H2-State-of-Consumer-Banking.pdf
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Charting a New Course:
Tactics for Financial Institutions

Good interest rates, free checking accounts, and even waiving 
fees aren’t enough to compel new financial consumers to choose 
legacy banking options.

To thrive amid an economic downturn and compete with neobanks, financial service institutions will have 

to create authentic products that are consistently improved over time according to customer preferences, 

trends, and behaviors. 

This disruption has caused the lines between traditional banks and fintech to blur and evolve. To take a 

proactive stance against disruptors, financial services as a whole must shift to a data-driven digital strategy 

that isn’t relegated to one corner of the organization. By placing data at the foundation of the company, 

financial services institutions can break down department silos and leverage the full power of their 

financial and infrastructural resources. 

Achieving business outcomes, such as conversion, engagement, and retention, is increasingly dependent 

on analyzing customer behaviors. Through behavioral data, financial services companies can accelerate 

their product-led growth strategy to understand critical moments within the customer lifecycle. 

S E C T I O N  3
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Track First-Party, Behavioral Data 
Across the Super Funnel

Long gone are the days of visualizing customers based on brand personas or market segments. These 

models don’t capture each customer’s interests, goals, and habits. Every time a customer uses a credit 

card, pays off a loan, or deposits money into an account, they generate first-party, behavioral data. 

First-party data is extremely valuable because no other company can use it. Unlike demographic, third-

party data (age, occupation, location), first-party data can reveal the motives and desires of an individual, 

not a shallow demographic segment. Each customer’s behavior can be tracked and analyzed throughout 

the entire customer lifecycle. Thanks to being in business for decades, large banking organizations typically 

own a massive pool of first-party data that includes a customer’s financial identity. When leveraged 

correctly, this data opens the door to insights that help you maximize conversations and create efficient 

growth loops. By merging this information with a behavioral data platform like Amplitude, they can extract 

unique insights about millions of consumers across each digital touchpoint. 

Amplitude’s cross-platform analytics solution aggregates behavioral data generated from mobile apps, 

websites, social media ads, or product dashboards. Say a new customer opens a checking account online, 

then downloads your mobile app, then opens a credit card, and then uses a chatbot for support. Amplitude 

can track each of these behaviors to locate friction points, unrealized trends, and popular features. This 

complete view of exactly how a product is used can uncover the behaviors likely to be the difference 

between conversion and drop-off—reducing the cost and resources needed to improve the product 

experience. 

By partnering with Amplitude, neobank Dave discovered how 
users were interacting with each of its products. 

At first, Dave had virtually no behavioral data, which forced the company to make improvements by 

intuition alone. Soon after bringing on Amplitude, 75 percent of the company began centering its product 

decisions around behavioral data, which led to a 5.7x lift in retention. 

As Dave began to unify its product ecosystem, the company saw an opportunity to design a new product—

“Side Hustle”—that helps customers find new ways to earn money. Amplitude Audiences was used to 

discover existing customers who would be interested in the new product. Since launch, they have driven an 

average of 8 percent month-over-month growth. 

TA C T I C  1

https://amplitude.com/case-studies/dave
https://info.amplitude.com/finserv_series_1?utm_source=bambu&utm_medium=social_organic&utm_campaign=advocacy&blaid=2135409


12Amplitude    |    The Financial Services Survival Guide

Drive Engagement and Brand Loyalty 
Through Personalization

Product and digital teams at large organizations face increasing demand to develop personal relationships 

at scale, drive cross-sells, and constantly meet customer expectations. That means when it does come 

time to make a decision, it has to be the right one. 

If banks wish to compete toe to toe with fast-moving fintechs in this challenging market, they need to 

assume a proactive stance by putting customer behavior front and center. When a product does find 

initial success, it’s critical to understand how users are interacting with the product and refine the product 

journey to sustain engagement, troubleshoot problems, and scale it to more prospects.

A product is far from finished once it hits the market, and the only way to ensure its survival is through 

iteration and experimentation using behavioral analytics. Without behavioral data, legacy institutions will 

struggle to offer personalized product experiences that rival those of their competitors. 

Banks can’t assume that young earners, customers with multiple checking accounts, or tenured investors 

will use their product in identical ways. Even two individual young earners will likely use their mobile 

banking app in completely different ways. And as inflation continues an upward trend, firms need to keep 

up with changing consumer behaviors. Amplitude’s behavioral cohorts enable product teams to segment 

their users based on behavior instead of demographics. Product teams can then make informed decisions 

about how to satisfy customers, improve products, and build loyalty for the long haul. 

Leading financial software company Intuit used Amplitude’s 
behavioral cohorts feature to target a friction point in their 
QuickBooks product user experience. 

The popular invoicing product was failing to hit an important key performance indicator (KPI)—the number 

of users that paid on time. By segmenting their users into cohorts, Intuit found that users who weren’t 

paying on time had something in common: Gmail domains. After creating personalized Gmail invoices 

specifically for that segment, Intuit boosted the number of invoices paid 2x. 

TA C T I C  2

https://amplitude.com/case-studies/intuit
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Power Efficiency with 
Improved Data Accessibility

The rapid shift towards digital has forced financial services institutions to rethink how they bring value to 

customers. Data has become the key to removing barriers and democratizing access to insights. When 

done right, firms can build a more efficient tech stack and enable collaboration. 

Enabling self-service insights can open the door to more collaborative interactions and benefit people 

across the organization. When linked with cross-functional data literacy efforts, self-service can yield 

improved visibility—increasing decision quality and velocity. In a time where experience wins loyalty and 

retention, every firm needs to harness the power of self-service insights into the entire customer journey. 

At Amplitude, self-service is not just access to a dashboard. The idea of accomplishing things without the 

help of engineers or data teams is pervasive but can reinforce silos and impact outcomes. Self-service 

should enable collaboration, not hinder it. 

But improving access to insights goes beyond self-service. To gain efficiency, financial services needs 

to build a solid data foundation for effective decision making and governance. By making data more 

accessible and removing the bottlenecks that slow down information sharing, data teams are freed up to 

tackle more complex work. 

Square, a merchant services and mobile-payment platform, 
partnered with Amplitude when they struggled with sharing 
data across team silos—resulting in long turnaround times and 
process backlogs. 

Using Amplitude’s Pathfinder and user activity streams, teams could get in the heads of their customers—

understanding how they navigate through products and identifying common sticking points. 

With a centralized resource for accessing data, cross-functional teams at Square were able to see all their 

data in one place and track metrics to make data-backed product and marketing decisions. They have over 

100 employees using Amplitude daily, but a single source for insights. This transformed their approach to 

data, helping to promote a data-informed culture where everyone can use data to make the best decisions. 

TA C T I C  3

https://amplitude.com/blog/self-service-analytics
https://www.amplitude.com/case-studies/square#:~:text=Square%20Relies%20on%20Amplitude%20as%20Their%20Central%20Source,data%2C%20100%2B%20employees%20turn%20to%20Amplitude%20for%20insights.
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The marketplace for financial products and services is no longer 
restrained by geographical limitations. 

Digital has leveled the financial playing field, providing a forum for a la carte services that target weak 

points in extensive product portfolios. Unlike previous generations, today’s consumer has no qualms 

interfacing with multiple companies as opposed to doing business under one roof. 

But other disruptions continue to challenge the industry. 

Adding another offering to the menu will not be enough to survive in the long term. It may seem far off, but 

if legacy financial services institutions want to hedge their bets against an unknown future, they need to 

meet the customer where they are, in the digital world.

Key Takeaways

“To compete with startup challengers, traditional banks should  
identify and take advantage of new growth opportunities and  
quickly ramp up go-to-market strategies that closely consider 
millennial and Gen Z habits, expectations, and preferences.” 

Allison Netzer | Chief Marketing and Strategy Officer | Nymbus

https://www.forbes.com/sites/forbescommunicationscouncil/2021/02/03/how-millennials-and-gen-z-could-reinvent-the-banking-industry/?sh=3cccd0d04e14
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Digital Transformation Is More than an App. Simply offering a mobile app that rivals the next Venmo 

is not enough. Without behavioral data, product teams are forced to either build something that already 

exists or take a guess based on what’s popular. Analytics allows large organizations an opportunity to 

restructure their product strategy around a North Star metric. This metric is an indicator that defines 

the relationship between consumer behavior and long-term business results. Once a business is able to 

discover its North Star metric, it can make more accurate and influential decisions that significantly propel 

its products further. 

For instance, a financial institution may realize that if a user is able to save a certain amount of money in a 

checking account, they are more likely to download the company’s investing app. Now the product team 

has a clear goal—incentivize the user to hit that checking account target. Notifications about overdraft fees, 

free consultation offers, or an invitation to a savings webinar are all actionable strategies that drive the user 

to reach the North Star metric. 

Time Is of the Essence. Financial services is at a tipping point. They either rise to the occasion—meeting 

customers where they are today—or risk being left behind. As worries of an economic downturn and 

concern that fintech is threatening part of the traditional institutions’ business grows, leading companies 

need to act.  

The longer traditional financial services go without updating their tech stacks and switching to a data-first 

model, the harder it will be to remain relevant. Each moment behavioral data isn’t being collected is a 

wasted opportunity to deeply understand existing customers. Additionally, if aging companies don’t pivot 

now, they may have a hard time enticing the next wave of IT talent. 

Although internal reorganization is essential, legacy institutions can start turning the tide now by using 

behavioral analytics to offer customers personalized digital experiences. According to McKinsey & 

Company, this strategy will support stronger customer acquisition, higher customer lifetime value, 

continuous engagement, and lower operating costs.

https://amplitude.com/north-star
https://www.mckinsey.com/industries/financial-services/our-insights/ai-powered-decision-making-for-the-bank-of-the-future
https://www.mckinsey.com/industries/financial-services/our-insights/ai-powered-decision-making-for-the-bank-of-the-future
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Unify Your Product Portfolio with 
Amplitude’s Digital Analytics Platform

©2022 Amplitude, Inc. All rights reserved. Amplitude is a registered trademark of Amplitude, Inc.

Amplitude enables: 

• Deeper visibility into valuable user segments and behavioral milestones

• Broader data access and adoption to align siloed stakeholders and increase data-driven decision making

• Actionable data to optimize and personalize digital products that drive transactions, retention, and loyalty 

Amplitude is empowering leading financial services 

teams to make data-driven decisions and build 

experiences that deliver outcomes. Discover why more 

than 1,800 customers rely on Amplitude to guide their 

product decisions.  

Get started today.

Amplitude’s Digital Analytics Platform enables financial services institutions to get self-service visibility 

into the entire customer journey. With Amplitude, teams can build stellar, data-driven digital products that 

retain customers and increase loyalty.

https://www.facebook.com/AmplitudeAnalytics
https://www.linkedin.com/company/amplitude-analytics
https://twitter.com/Amplitude_HQ
https://amplitude.com/
https://amplitude.com/get-started

