
  
 

 
Turning Open Banking into an 
opportunity to drive growth  
and profitability
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3 POWER PLAYS FOR MONETIZING OPEN BANKING APIS 

Leading incumbent banks should see 
Open Banking not only as a regulatory 
imperative, but also as an opportunity 
to capture significant new revenue 
streams and efficiencies from the API 
economy and the broader financial 
services ecosystem.

The API economy has exploded over the past 
decade, with platform companies such as Google, 
Expedia, eBay and Facebook deriving much of their 
market power from the APIs they offer to their 
partner ecosystems. One of the best examples of 
the companies powering their growth through APIs 
is Expedia – the e-commerce travel platform 
provider with revenues of US$12 billion (as of 2019). 
Expedia1 Affiliate Network (EAN) and Expedia 
Partner Central (EPC) provide the API-based tools 
and technology that 10,000 partners in 33 countries 
use to turn their web traffic into hotel bookings and 
happy customers, thus generating over 85% of 
Expedia’s revenues.

Similarly, eBay2 has productized its APIs and uses 
them to generate revenue from a growing network 
of partners. Its Buy APIs, which allow third-party 
developers to integrate eBay inventory into websites

and applications, have generated more than $1 
billion in gross merchandise bought over the past 
three years. APIs are rapidly emerging as the de 
facto standard in payments, too. Stripe, the 
payments API startup, reached a valuation of $35 
billion in a fundraising round in 2019, while Visa 
paid $5.3 billion for API-driven fintech, Plaid, in 
early 2020.3,4

As Open Banking regulation pulls banks into the 
API economy, they have an opportunity to emulate 
the learnings and successes from tech platform 
companies and fintechs. Beyond the initial rush to 
meet the regulatory obligations of PSD2 in Europe 
or CDR in Australia, leading banks are already 
looking at monetization of Open Banking services.

Those who are not building business models 
powered by Open Banking today, risk falling 
behind as APIs continue to emerge as a new 
revenue opportunity and a source of competitive 
advantage in the financial services industry. Banks 
with a vision for Open Banking beyond regulatory 
compliance will be able to deliver the experience 
their customers expect and thrive in a new 
competitive and collaborative landscape that 
includes new players like fintechs, big techs and 
non-financial-services.

The API economy refers to the way in which 
enterprises can leverage APIs to drive profitability 
and capture value.

This is a two-way street

Enterprises can “expose their own services 
and data through APIs” around which 
partners can consume and build new 
offerings

Enterprises can “consume APIs to access 
third-party data and services” enabling 
them to more easily and rapidly add new 
offerings to their portfolio

Gartner5 describes the benefits of the API 
economy as follows:

“The API economy is an enabler for turning a 
business or organization into a platform. 
Platforms multiply value creation because they 
enable business ecosystems inside and outside 
of the enterprise to consummate matches 
among users and facilitate the creation and/or 
exchange of goods, services and social currency 
so that all participants are able to capture value.” 

What is the 
API economy?

HOW TO PLAY IN THE
API ECONOMY – LEARN
FROM THE LEADERS

1.

2.
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Banking as a Platform

Banking as a Service

In this business model, a bank aggregates its traditional services with digital and new services 
from third party partners and offers new services on its own channels. The bank is a net 
consumer of partner APIs and this model is particularly suitable for a bank that wants to rapidly 
offer new services to its existing customer base or expand in a new market in cooperation with 
ecosystem partners. Banks with a large customer base and a strong digital channel footprint, as 
well as new challenger banks that want to capture market share rapidly, will be best served by 
this model. Depending on the maturity of the solutions and the bank’s vision, this model allows a 
bank to expand offerings beyond financial services and engage with customers during their life 
moments.

This business model allows banks to use APIs to distribute core financial services products 
through third-party or partner-owned channels. In this model, the bank is a net producer of 
APIs, and this model is particularly suitable for banks that want to rapidly expand distribution 
reach and access new markets. Banks with an efficient product manufacturing ability, strong 
operational processes and robust back-end capabilities are best served by this model, which 
is a popular choice in payments, credit products, treasury and transaction banking segments.

To keep pace with this level of disruption, 
banks need to organize their businesses 
differently and build new capabilities. 
They need to re-evaluate their operating 
models, invest in open (read cloud–based) 
technology architecture, rethink data 
management needs and find new ways of 
working with ecosystem partners. As 
banks chart their Open Banking strategy 
and journey, we see the emergence of two 
predominant business models powered by 
Open Banking.

KEEPING PACE 
WITH THE 
INNOVATORS

Xero6 has evolved its cloud-based accounting software to a complete SME business  
management platform by creating a secure network of connections with financial institutions, 
ecosystem apps and government departments to benefit the small-business economy. Xero 
has integrations with more than 700 third-party apps, more than 50,000 users of its API 
developer tools, and more than 2 million customers who use the platform.

In 2018 UOB7 in Singapore launched its Travel Insider platform that connects its  customers to 
over 350 travel deals. UOB partners with Agoda, Expedia, Mastercard, Visa and various 
airlines, and uses the UOB Platform to aggregate offers for flights, hospitality, automotive 
rental, food, tours, retail products and financial products. UOB customers receive loyalty 
points, cash back and other rewards for using the platform.

Case Study

1. 

2.

DBS Bank8 in South Asia has a market-leading API play that utilizes the banking-as-a-service 
model. Launched in 2017, the DBS developer portal offers over 500 APIs and has created more 
than 400 partnerships including names such as AIG, McDonald’s and PropertyGuru, as well as 
start-ups like Activpass, FoodPanda and soCash.

BBVA’s9 API Market has enabled the bank to integrate with partners like Uber, Simple and Xero, 
and to launch a range of new services. BBVA's banking-as-a-service solution uniquely allows 
partners to connect into a core digital service, through which they can access APIs for services 
including Move Money, Identity Verification, Account Origination, Payment Stats, Alipay and 
Card Issuance, to name just a few.

Case Study

1. 

2.



Figure 1. Both models offer exciting possibilities that leverage Open Banking
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CUSTOMER EXPERIENCE
Owned by a third party and managed in its channel

BANK’S CHANNEL
Developer portal

FINANCIAL PRODUCT OWNERSHIP
Owned by the bank in most cases

BANKING LICENSE
Managed by the owner of the financial product, in most cases 
the bank

CUSTOMER ONBOARDING/KYC
Shared between a third party and the bank (each having own 
obligations) depending on the use case  

CUSTOMER SERVICING
Provided by the channel owner or a third party and supported 
by the bank (each having own obligations)

RISK OR LIABILITY
Predominant risk or liability is with the owner of the financial 
product, in most cases the bank

Key Characteristics

CUSTOMER EXPERIENCE
Owned by the bank as the primary channel owner

BANK’S CHANNEL
Mobile or web

FINANCIAL PRODUCT OWNERSHIP
Owned by the bank or a third party depending on the use case

BANKING LICENSE
Managed by the owner of the financial product

CUSTOMER ONBOARDING/KYC
Shared between the bank and a third party (each having own

obligations) depending on the use case

CUSTOMER SERVICING
Provided by the channel owner or the bank and supported

by a third party (each having own obligations)

RISK OR LIABILITY
Predominant risk or liability is with the owner of the

financial product

BANKING AS A PLATFORM BANKING AS A SERVICE



Figure 1. Both models offer exciting possibilities that leverage Open Banking (continued)
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Expand distribution channels and market reach via access to 
new customers

Generate new revenue streams by selling services and 
products through partners

Develop faster go-to-market opportunities by accessing the 
new customer base

Reduce operating and marketing costs for products and services

FOR BANKS

Generate fee income/referral fee from the distribution of the 
bank’s products

Attract new customers by offering seamless customer 
journeys and tailored offerings

FOR THIRD PARTIES/PARTNERS

Improved customer journeys with seamlessly embedded 
financial services offerings e.g. payments, insurance

Easier access to tailored core banking products

Integrated view of data and associated insights across the 
ecosystem

FOR CUSTOMERS

Generate new revenue streams by cross- and up-selling of the
new services and products

Attract more customers with the wide range of products and
tailored offerings

Accelerate speed to market and enhance the quality of
product offerings

Reduce costs for developing new offerings

FOR BANKS

Widen the distribution network through the use of the bank’s
channels

Leverage access to the bank’s existing customer base to 
distribute products and offerings

Bundle services with the bank’s products

FOR THIRD PARTIES/PARTNERS

Wider range of available products, including non-banking offers

Improved customer experience through complementary
partner services

Integrated view of data and associated insights across
the ecosystem

Invisible and frictionless banking journeys at the point of need

Tailored offerings based on the bank’s and non-banks’ data analysis

FOR CUSTOMERS

Benefits

BANKING AS A PLATFORM BANKING AS A SERVICE



Product Origination:  Account opening directly from third party 
or partner’s web site or app
Car Loans: Offering car loans as an integrated part of the car 
purchase journey in partnership with car dealerships
Mortgages: Offering home loans via real-estate portals or digital brokers

RETAIL

Seamless Payments: Instant or deferred payments integrated 
into the customer online purchase journeys. E.g. pay by 
Open Banking for flight ticket purchase

Buy Now Pay Later: Pay in easy instalments initiated through 
e-commerce websites

PAYMENTS

Industry Initiatives: Industry alliances with partners such as 
telecoms and airlines, e.g IATA Pay, an industry-supported 
initiative in which payments for airline tickets are made from 
the customer’s bank account directly into the bank account 
of the merchant

Digital Identity: Offering basic KYC and digital identity 
services to partners, e.g. log in with my bank, check my age

OTHERS

Personal Financial Management: Aggregation of bank accounts
 and financial services for retail customers to enable better

financial management

Insurance: Offering insurance products as part of the
banking journey e.g. during the account opening, offer

standalone insurance products such as travel insurance

RETAIL

Invoicing and Request to Pay: Invoicing, receivables 
management, payment of e-invoices and request to pay

PAYMENTS

Marketplaces: Financial and non-financial marketplaces offering
best-of-breed products/services to customers

Product Comparison and Switching: Supporting customers
 in their choice of utility companies including price comparison

Property Buying: Supporting customers in their search for new
property including real-time credit offers and financing options

Loyalty and Offers: Giving customers personal offers and
promotions based on spending habits

OTHERS

Travel Insurance: Selling insurance through an airline or 
travel agent’s app or website

Spending Analytics: Insights into aggregated payments data 
across various accounts, merchants, segments including 
spending analysis and predictions

Use cases

BANKING AS A PLATFORM BANKING AS A SERVICE

Working Capital: Working capital and liquidity offerings built into 
small businesses’ customer journeys with real-time credit offerings

COMMERCIAL

Treasury: Treasury, cash management, international payments 
offered as APIs for integration into ERP/TMS

Accounting Platforms: Partnerships with accounting platform
providers for easier payments and receivables reconciliation

COMMERCIAL

Business Financial Management: Aggregation of accounts
across multiple banks and financial insights including cashflow

management

Figure 1. Both models offer exciting possibilities that leverage Open Banking (continued)
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 EULAV WEN ETARENEG OT YTINUTROPPO

MONETIZATION OPTIONS FOR
BANKING AS A PLATFORM

DIRECT MONETIZATION INDIRECT MONETIZATION
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Most banks will, over time, consider how to build
platforms and partnerships, not only to improve the
breadth and depth of their offerings and grow their
customer base, but also to maintain brand relevance
and long-term sustainability.

A good example of a bank innovating and growing 
rapidly through a platform model is Starling Bank10. 
Starling Bank has created one of the best marketplaces 
in the UK and offers customers a very wide portfolio of 
products including insurance products, loyalty 
schemes and accounting solutions for business clients, 
as well as mortgage products through its partnership 
with Habito.

N26 has similar marketplace offerings and has formed 
alliances with multiple partners. The features of its bank 
accounts include mobility, and trip and travel health 
insurance provided by Allianz.

The future of any Open Banking
offering will depend on the value it
provides, or the monetization 
options it creates. Participants can 
bundle or unbundle offerings and 
services and generate direct or 
indirect value. The quantum of value 
generated will depend on the overall 
market proposition, customer     
ownership model, partner 
value-adds, risk/liability share etc.

Banks that pursue a banking-as-a-platform model can
offer third-party products access to the bank’s
distribution channels, in return for a fee from the third
party.

Referral Fee: The third party pays the bank for listing
and selling its product via the banking distribution
channel. Depending on the type of the product, this
may be structured as:

Fixed Fee: A monthly fee that the third party pays
to the bank for the distribution of products or
services. This option is suitable for products that
are added to the bank’s basic offering. Examples:
assistance packages or basic insurance included
in the account packages for premium or wealthy
customers.

Unit-Based Fee: A fee paid by the third party to
the bank for each product or service sold via the
bank’s channels. This will be more popular for the
standalone products. Examples: insurance for
travel or for consumer loans.

Transaction Percentage Fee: A fee calculated as
a percentage of the overall transaction value of the
product or service. This option is suitable for
payment or credit-based products. Examples:
e-commerce payments or loans and mortgages.

Revenue Sharing: In some cases the third party may
reach agreement with the bank on a shared-revenue
model. This is suitable for more complex products.
Examples: investments, savings and commercial
loans.

Banks pursuing a banking-as-a-platform model can 
also leverage Open Banking to increase their 
customer base, lower operating costs or improve 
efficiency.

Customer Acquisition: Banks can acquire new
customers or expand into newer markets and boost
their market capitalization. Personal and business
financial management apps like Yolt or Bud, which
consolidate spending across different accounts and
provide spending insights and financial advice, are
very popular today. The business model requires a
strong customer base, built up by attracting
customers to a single banking app that provides a
differentiated customer experience and enables the
cross-selling and up-selling of new products.

Lower Product Costs: Banks can also experiment
with new offerings and offer, through partnerships,
products which they don’t currently manufacture in a
cost-effective way. They can significantly reduce their
go-to-market costs for new services and products
and, in some cases, reduce their risk exposure and
liabilities.

Efficiency Gains: Banks can simplify certain
processes using APIs, resulting in reduced internal
costs. For example, mortgage costs can be optimized
by using own and partner APIs to reduce the paper
documents that customers need to present and cut
down on manual processing in the decisioning
process.
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MONETIZATION OPTIONS FOR 
BANKING AS A SERVICE

Most banks will develop a richer catalogue of external
APIs over time to extend the reach of their offerings
and generate income by distributing financial
services through third parties.

INDIRECT MONETIZATION

DIRECT MONETIZATION
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Banks that pursue a banking-as-a-service model can
get paid by third parties for the use of their APIs, or
they can use the third parties to distribute their APIs
on their behalf, for a fee.

Freemium: A popular way to provide access to an 
API product is by offering it for free up to a 
predefined limit and charging for the use of features 
beyond this limit. While freemium is a good option 
for many API monetization strategies, it also works 
well in conjunction with other strategies mentioned 
below. Example: Google Maps

Third Party Pays: Beyond free access, it is important
to establish a model where the third party pays to 
use the APIs that typically serve its needs. The 
revenue models can be based on a few different 
options, but a mix-and-match of the options below is 
also possible.

Tiered: Multiple levels of service are provided, 
such as bronze, silver and gold, and the third party 
pays a fixed monthly fee according to the level of 
service it uses. Example: Solaris Bank offers digital 
banks in Europe tiered pricing for its banking-as-a- 
service platform.

Pay as you go: The third party pays for what it
consumes. There is no minimum, and the fee is
typically charged on a per-API-call basis. Example: 
BBVA’s9 API Platform has usage-based pricing for 
its services, which include Identity Verification, 
Move Money, Account Origination and Card 
Issuance.

Unit-based: The third party purchases a set
number of units / API calls. This is based on its 
anticipated need, but it has the option to buy more 
if necessary.

Third Party Gets Paid: In some cases, banks pay 
third parties for using their APIs, especially if these 
APIs generate new product or service revenues for 
the bank.

Pay per Click: The bank pays the third party 
when a user clicks on the link connecting a 
service exposed by the API and the bank diverts 
traffic to one of its banking products. Example: 
This is suitable when banks are trying to advertise 
their products on external channels.

Pay per Acquisition: The bank pays the third 
party when a user clicks on the link connecting a 
service exposed by the API and, as a result, the 
bank acquires a new customer for a product or 
service. Example: BBVA Loan API helps business-
es to offer instant auto loans to customers who 
have an account with BBVA.

Referral / Registration: The bank pays the third
party when a user signs up or registers through 
the API. Example: P2P lenders offer partners a 
fixed fee for every new customer who signs up.

Banks that pursue a banking-as-a-service model can
leverage APIs to increase reach and awareness,
improve partner integration or reduce costs.

Increased Reach and Awareness: Other distribution 
channels, could be used to grow the customer base 
and cross-sell to the existing or new customers. 
Banks can improve customer reach by 10-35% by 
providing them access to the bank’s services from 
their preferred channel, app and software.

Improved Partner Integration: Banks can improve
the partner channel experience by introducing
banking APIs as a part of day-to-day customer
journeys. For example, buying a flight using               
alternative payment options like the bank’s APIs 
improves loyalty for both travel provider and bank.

Reduce Costs: Banks can use APIs to optimize their
internal processes and reduce costs. For example, by
using third-party distribution channels they can
reduce customer acquisition and channel             
management costs by up to 30%.



Cross-industry partnerships with retailers, telcos, 
insurance carriers and other companies outside the 
banking sector are also growing in prominence. Such 
cross-industry collaboration models are becoming 
popular in payments in recent times, allowing players 
to differentiate their propositions, increase geographic 
reach and access new clients. 
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CHOOSING 
THE RIGHT 
PARTNERS IN 
THE EVOLVING 
ECOSYSTEM
Based on the monetization models 
discussed above, it is clear that                     
partnerships hold the key to growing the 
Open Banking and open API ecosystems. 
Many banks, particularly neo or digital 
brands, are aggressively pursuing fintech 
and non-banking partnerships to innovate 
on service offerings, especially those that 
are not core to their product lines. Some are 
positioning themselves as marketplaces 
that provide a curated set of financial        
services in one place, while others are      
venturing into non-financial marketplaces.

ERP 
PROVIDERS

CORPORATES

BANK

GOVERNMENT

TELECOM

FINTECHS

FINANCIAL 
SERVICES

RETAIL

TRAVEL

USE CASES PARTNERSHIPS EXAMPLES

Personal Finance Mgt

Shopping, Offers, Loyalty

Shopping

Accounting, Bookkeeping

Digital Banking

Insurance

Real Estate

Travel Bookings

Travel Payments

Bank + Fintech
Starling + Emma; 
ABN Amro + Tink

Paydirekt (40+ banks,
1100+ retailers)
Starling + Xero; RBS +
FreeAgent

Monzo + flux

FidorBank + Telefonica

N26 + Allianz Assistance

DBS + EdgeProp

DBS + Expedia +
Singapore Airlines

Deutsche Bank + IATA

Bank + Fintech

Bank + Retail

Bank + Fintech

Bank + Telecom

Bank + Property Portal

Bank + Travel Portal + 
Airlines

Bank + Industry Body

Bank + Insurer

Partnerships are the key to growing Open Banking and 
open API ecosystems



  
 

   

      
      

       
      

      
          
 

To find out how Open Banking can work for you,
contact one of the authors on the following page.

Accenture has the industry knowledge, the
technology expertise and the delivery capability
to help you succeed as an Open Banking
participant. From identifying the most suitable
model for your business strategy to implementing
your API roadmap, we can help you chart  a course
for success
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OPEN BANKING:
A BRAVE NEW WORLD
Open Banking is expected to
dramatically reshape the banking
landscape over the years to come.
Banks that embrace Open Banking
and new business models powered 
by open APIs to deliver new ways of 
doing business, add value for their 
clients and drive new revenue 
opportunities, rather than merely 
complying with regulatory 
demands, will gain a competitive 
advantage.

How Accenture 
Can Help

To prepare for this new world, leading banks
need to evaluate which Open Banking business 
model best meets their objectives, determine 
which new capabilities they must build, and 
focus on building the right partnerships and 
industry propositions to bring their strategies to 
life.

This journey begins by defining whether the 
bank can unlock the most value from the 
as-a-platform or the as-a-service business 
model. Then, by weaving themselves into 
mutually beneficial ecosystems, banks can sell 
their offerings whenever and wherever there’s 
an opportunity. At the same time, they can 
optimize costs, improve customer retention, 
and improve innovation velocity.

Open Banking is an innovation that is
transforming the industry. Tomorrow’s winners 
are deciding how best they stand to gain from it.
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