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EXECUTIVE SUMMARY

EXECUTIVE
SUMMARY 
Last year’s rollercoaster ride has shaken up the 
fintech sector. 

Shifting consumer behaviour, new market entrants, new business models 
and a raft of regulation, are all driving the rewriting of services and structures 
in every corner of the financial services industry, underpinned by a huge 
investment in technology.

The good news for providers looking to sell to banks and fintechs is that 
market changes are driving increased investment in technology. 70% of 
institutions across Europe expect to increase their investment in financial 
technology over the next 18 months. 

The bad news for providers is that buyers are becoming more discerning in 
what they are looking for from providers. 

Buyers need to increase revenues, meet regulatory requirements, and keep 
up with demands from clients and the competition. And they need to do this 
in the context of an economic downturn and a cost-of-living crisis. As such 
they are prioritising technology that can boost revenues, drive efficiencies, be 
simple to integrate and also ease integration into third party services, as well 
as support growing ESG agendas. 

Not only are they more discerning in what they want from providers but 
they’re also discerning in how they engage with providers. 45% of buyers are 
only engaging with a supplier at the discovery or even the purchase stage. 
This means that firms are being evaluated from afar, and selection by a buyer 
will often depend on what the buyer can find out about the provider from 
online research and via third party sources. 

This means that the shop window is everything. 

To understand how to dress the shop window so as to influence fintech 
buyers, CCgroup worked with an independent research agency to explore 
the current economic downturn and cost-of-living crisis’ impact on the 
financial technology buying landscape and what influences banks and 
fintechs’ choice of provider. We also outline which channels, content types 
and attributes technology providers should focus on to get on buyers’ radar 
and move from shortlist to selection. 

HERE ARE OUR KEY FINDINGS: 

THE MARKET

• The economic downturn means that buyers are focusing 
on solutions that will boost revenue, improve efficiencies 
and reduce costs.

• With an eye on BaaS and Embedded Finance buyers want 
tech that can be easily integrated and allows them to be 
more easily integrated into third party services.

• Savings, credit and loans products are the most in-
demand technologies to allow institutions to help their 
customers address the cost-of-living crisis. 

THE BUYING LANDSCAPE 

• The top five areas for technology investment are 
insurance, credit, core banking, AI and payments. UX, 
Open Banking and investing and trading were among  
the lowest priorities.

• The average ticket price for tech investments is between 
€290k and €570k.

• Nearly half of buyers only engage with a provider at 
discovery or even the purchase stage.

• The biggest obstacles for getting a deal over the line are 
due diligence on the supplier, getting consensus across 
the business, and lack of performance data and evidence 
from the supplier.

HOW DO YOU GET ON THE BUYER’S RADAR? 

• Channels and content that serve up a range of potential 
suppliers and have enough depth of information—but 
not too much—to decide whether to take through to 
shortlisting are critical: 

– The most important channels of influence are trade 
media, advertising, and internal business analysts. 

– The most important content of influence are analyst 
reports, news articles, and industry debates.

 

HOW DO YOU GET SELECTED BY A BUYER? 

• As we shift from shortlisting to selection the channels and 
content of influence become more narrow. Once buyers 
have identified potential technology providers, they want 
to deep dive into that business so as to inform the final 
selection. 

– The most important channels of influence are social 
media, search and events.

– The most important content of influence are analyst 
reports, whitepapers and opinion articles.

WHAT ATTRIBUTES ARE BUYERS LOOKING FOR? 

• Surprisingly, in an often procurement-driven market cost-
effectiveness, flexibility and cutting edge technology are 
low on the priority list of key attributes.

• Values and ethics, governance & oversight and supplier 
reputation lead the table as buyers seek providers who 
can demonstrate they are resilient and well run, with a 
track record they can be proud of.

HOW DO YOU BOOST CHANCES OF 
SELECTION? 

• While AR, PR, and events dominate the channels of 
influence, digital marketing and advertising is what 
buyers see as giving providers a boost when it comes to 
selection. 

• Industry analysts are critical to selection. Nearly half of 
buyers said that 25-50% of their technology purchases 
involve industry analysts. Only 2% of respondents said 
they weren’t involved at all.

• Lack of awareness among industry analysts, lack of news 
and lack of information online are the biggest reasons not 
to select a buyer. 

Once again, it’s clear that the shop 
window is everything. 

1. Executive 
summary

2. Introduction

 

3. Audience & 
methodology

4. The market  5. The buying  
landscape 

6. How do you 
get on the 
buyer’s radar? 

7. How do you 
get selected by 
a buyer? 

8. What attributes 
are buyers 
looking for?

9.  How can tech 
providers boost 
chances of 
selection? 

10. Conclusion

HOW TO INFLUENCE FINTECH BUYERS  “THE SHOP WINDOW IS EVERYTHING”



HOW TO INFLUENCE FINTECH BUYERS  “THE SHOP WINDOW IS EVERYTHING”

2 INTRODUCTION

1. Executive 
summary

2. Introduction

 

3. Audience & 
methodology

4. The market  5. The buying  
landscape 

6. How do you 
get on the 
buyer’s radar? 

7. How do you 
get selected by 
a buyer? 

8. What attributes 
are buyers 
looking for?

9.  How can tech 
providers boost 
chances of 
selection? 

10. Conclusion



INTRODUCTION

The fintech market is experiencing growing pains.  

2022 will go down as one of the most remarkable years for fintech. At the 
start of the year, fintech was the place to be. Q4 of 2021 saw the most capital 
invested in fintech ever and this trend carried into early 2022. However, the 
remainder of the year was a downward slope with investment drying up rapidly 
as wider geopolitical and macroeconomic issues poured cold water on the 
market.

In parallel, regulators and policy makers around the world became increasingly 
focused on the sector as fintech took a more systemic role in financial services. 
This has led to a sharp uptick in new rules for fintechs but also traditional 
institutions and technology providers. From DeFi and BNPL to fraud and 
operational resilience, all players face an increasingly complex regulatory 
environment. 

With the word recession being used more and more, the IPO window still 
closed and the valuations of late-stage companies still under pressure, there is 
a bumpy road ahead. Despite these challenges, there are plenty of “dry powder” 
and fintechs that have strong value propositions and that can demonstrate the 
sustained profitability of their business models will continue to thrive. 

This turbulence is driving major banks and fintechs to buy more technology.  
In fact, 70% of institutions across Europe expect to increase their investment  
in financial technology over the next 18 months. And institutions are investing  
in technology to meet the following challenges:

• Regulatory requirements

• Demands from clients

• Keeping up with competitors

• A need to increase revenues

• Technology advances

• Dissatisfaction with existing technology

• Expansion into new business areas or geographies

• The need to reduce costs

While the technology market is lucrative, it is also crowded 
with thousands of suppliers vying for the attention of 
hundreds of financial institutions. Interestingly, institutions 
are waiting later in the sales cycle to directly engage with 
technology providers. Over 45% of institutions only engage 
with a provider at shortlist and even purchase stage. This 
means that a significant number of buyers are selecting a 
provider based on their market presence, rather than direct 
conversations. 

This means the “shop window” has become critical for 
financial technology providers. 

A technology provider’s market presence—whether this 
is in the media, online or social, at events or coverage by 
analysts—is a major influence on shortlisting  
by buyers. 

To influence the major banks and fintechs that buy financial 
technology insight is critical. Unfortunately, most sales and 
marketing teams are working without forethought. Put 
simply, technology providers don’t know what channels, 
types of content and attributes influence buyers.  

What is missing is quantitative data on how decision makers 
at major financial institutions and fintechs select technology 
providers:

• How often do your buyers buy? 

• What is the length of the sales cycle? 

• How many departments influence the buying decision? 

• Where are they looking to invest technology? 

• What problems are they trying to solve? 

• When do they engage with a provider? 

• Where do they hear about partners? 

• What content engages them the most? 

• Which attributes resonate? 

• What type of information isn’t available that they’d value?

To provide strategic advice to its clients and help them 
identify the tactics that deliver best “bang for buck” 
CCgroup collected and analysed this hard evidence. It asked 
purchasing decision makers from major banks and fintechs 
what influences their awareness and selection of technology 
providers.

Note: CCgroup has held back certain insights and 
recommendations exclusively for its clients.
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AUDIENCE & METHODOLOGY

The research was conducted via questionnaire 
of 251 buying decision makers (C-levels, VPs, 
and Heads) at banks and fintechs across the 
UK, France, Germany, Spain and Italy, who 
made major technology purchases within the 
last 12 months. 

The sample included fintech companies with over 200 employees, and 
retail banks with over 1,000 employees. The sample breakdown was  
50% fintechs, and 50% retail banks. 

The research took place between December 2022 and January 2023.

Types of fintechs

No. employees 

Location of respondents

Payments

Banking

Lending

Identity/KYC

Insurtech

WealthTech

DeFi/Blockchain

201 - 500

501 – 1,000

1,001 – 2,000

2,001 – 5,000

5,001 – 10,000

10,001 – 25,000

More than 25,000

Types of fintechs

15.20%

31.20%

12%

12%

8%

5.6%

3.59%

10.76%

25.10%

19.52%

3.59%

1.20%

36.25%

16%

Payments

Banking

Lending

Identity/KYC

Insurtech

WealthTech

DeFi/Blockchain

201 - 500

501 – 1,000

1,001 – 2,000

2,001 – 5,000

5,001 – 10,000

10,001 – 25,000

More than 25,000

Types of fintechs

15.20%

31.20%

12%

12%

8%

5.6%

3.59%

10.76%

25.10%

19.52%

3.59%

1.20%

36.25%

16%

19.92% UK

19.92% France

19.92% Germany

20.32% Spain

19.92% Italy
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THE MARKET: ECONOMIC DOWNTURN AND COST-OF-LIVING CRISIS TAKE CENTRE STAGE

Economic downturn 

Across Europe, the economic downturn and pressure on 
profitability is heavily influencing the buying decisions of  
banks and fintechs. 

The top five consequences of these pressures are purchasing technology that:

 Boosts revenues and profitability (34%)

 Allows easier integration into third party services (33%)

 Allows third party services to be easily integrated (31%)

 Drives efficiencies and reduces costs (29%)

 Allows rebundle and cross-sell to customers and  
boost revenues (28%)

    

There is a clear and consistent theme in that the downturn is pushing buyers towards technology 
that opens up new revenue streams and reduces costs. With one eye on BaaS and Embedded 
Finance, institutions are keen on technology that boosts their addressable market to drive passive 
income. And being able to sell more to hard-won customers is also paramount. 

While banks are more focused on integrating third party services (34% vs 31%), fintechs are more 
focused on being more easily integrated (28% vs. 33%). This speaks, unsurprisingly, to banks’ 
desire to work with fintechs to expand their suite of services, and conversely, fintechs’ desire to be 
integrated into banks’ and other providers’ platforms to increase distribution.

It seems that the trend of classic banks working with fintechs to improve their tech, and fintechs 
working with banks to improve their reach, remains.

The cost-of-living crisis 

The cost-of-living crisis is clearly having a major impact on the customer propositions of banks and 
fintechs. The top five influences of the cost-of-living crisis are:

 Helping customers to save and get a better  
return on savings (35%)

 Helping customers to access credit products (35%)

 Helping customers to access loans and capital  
more easily (33%)

 Reducing or eliminating the fees charged to  
customers where possible (33%)

 Helping customer access financial education (32%) 

This means that technology to improve savings, credit and loan products is a priority for institutions 
looking to better support their customers. It is also encouraging to see financial education in the top 
five priorities as institutions look holistically at the problem and seek to boost financial literacy rather 
than simply offer more or better products. 

TOP

5
TOP

5
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5. THE BUYING LANDSCAPE 

The fintech market is truly big business. Multi-million euro 
contracts are regularly made available for tender. The vendors that 
can best influence the sales process will be the most likely to win. 

We already know that banks and fintechs plan to increase their investment in technology over the next 
18 months. But what is the buying landscape that technology providers will need to navigate? 

What tech are institutions buying? 

The top five areas for technology investment are:

 Insurance

 Credit

 Core banking

 Artificial Intelligence (AI) and Machine Learning (ML)

 Payments     

The rise and rise of insurtech is well documented and it comes as little surprise to see it top the 
shopping list for institutions as they seek to expand into adjacent industries. With the cost of living crisis 
investment in credit products is expected. Core banking has been a bugbear for institutions for years, 
and it seems we’re reaching a tipping point for migration to new systems. While ChatGPT is grabbing all 
the headlines, AI and ML is primarily used today to automate and self-serve, saving institutions money at 
a time when profitability is paramount. Payments continue to be critical for banks and fintechs alike as 
transactions shift from cost centre to revenue generator at the heart of customer acquisition. 

The fact that investing and trading is seeing the least investment is unsurprising given the 
cost of living crisis with the boom during the pandemic already seeming a distant memory. 
While UX can always be improved, the great strides taken in recent years has relegated the 
experience further down the shopping list. Open Banking’s fall is due to the lack of investment 
by banks (14%) as banks predominantly look to meet regulatory requirements. Fintech by 
contrast are investing in Open Banking (22%) as a tool to disintermediate banks. The high costs 
of current fraud and AML systems which often provide low returns, are leading institutions to 
invest in AI and ML based transaction monitoring to reduce the risk of fraudulent activity. With 
the economic downturn, a more cautious approach to providing loans (as opposed to credit) 
means that institutions are not investing in lending solutions as much.  

What is the cost of tech purchases? 

Two years ago the average ticket price for a technology purchase was €120k with 20% of 
respondents having spent between €1m and €5m in a single transaction in the last year.

Today the average ticket price of the purchase has increased to between €290k and €570k. 
This is a significant jump, especially given nearly 30% of purchases are also at the €570k and 
€1.1m mark. However the larger transactions over the €2.9m mark have fallen. This is to be 
expected given the desire by banks and fintechs to rein in spending. 

Overall institutions are increasing their purchase of technology and ticket prices are rising but 
the biggest purchases are less common. 

The five areas that are seeing the least investment are:

 Investing & trading

 UX

 Open banking

 Fraud and AML

 Lending

TOP

5

BOTTOM

5

€57,000 - €114,000

€114,001 - €290,000

€290,001 - €570,000

€570,001 - €1,140,000

€1,140,001 - €2,900,000

€2,900,001 - €5,700,000

5.88%

10.78%

34.31%

29.41%

14.71%

4.90%
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5. THE BUYING LANDSCAPE 

How long does the buying process take? And at what stage does 
the institution engage with the technology provider? 

Two years ago we saw sales cycles shortening. The majority of purchases took between 6-12 months 
(40%) but a significant minority took 3-6 months (30%).  

The picture hasn’t changed significantly. The majority of sales continue to take place between 6-12 months. 

What is interesting is that when institutions contact the technology provider is pretty evenly split across the 
sales cycle. 

The fact that 45% of buyers engage with a supplier at the discovery or even the purchase stage 
highlights how financial technology providers are being evaluated from afar. Thus a fintech’s market 
presence is critical to getting through the longlist and shortlist stage. Without the right position a 
significant number of providers will fall at the first hurdles. 

Two years ago 4% engaged first at purchase, now 20% do. That is a dramatic change.

What are the biggest obstacles to getting a purchase  
over the line?  

When it comes to obstacles to getting a technology purchase over the line, it’s no surprise 
that due diligence, procurement and cost feature in the top five. 

 Due diligence on the supplier (38%)

 Getting consensus across the business (36%)

 Lack of performance data and evidence from 
supplier (33%)

 Complex procurement process (31%)

 The cost (30%)

    

A lack of performance data and evidence alongside getting consensus from across the 
business is surprising. As the fintech market becomes defined by fundamentals, evidence 
of success and impact has become more important to buyers who want to cut through the 
hype. Furthermore, as the market matures, more departments are becoming involved in a 
tech purchase from finance through to HR. This means that technology providers need to 
address multiple stakeholders with different motivations and objections, if they are to get 
consensus and thus a sale.

Less than 3 months, please specify in months

3–5 months

6–11 months

12–18 months

1.20%

27.89%

49.40%

21.51%

27.45% Longlisting

25.49% Shortlisting

24.51% Discovery

20.59% Purchase

TOP

5
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6. HOW DO YOU GET ON THE BUYER’S RADAR? 

At the first stage of the buying process, unless the 
bank or fintech has an existing relationship with the 
technology provider, most providers will be unknown 
quantities. The objective is to get onto the buyer's radar. 

Channels 

Overview

      Most important     Important        Least important

Trade media Events
National / business  

media

Advertising
Webinars /  

virtual events
Industry analysts

Internal business  
analysts

Business of tech /  
super trade

Search

Analysis 

The channels that are most important to getting on the radar of buyers are those that are 
broad and moderately deep. That is channels that serve up a range of potential suppliers and 
have enough depth of information - but not too much - to decide whether to take through 
to shortlisting. 

! !!

 Events - Despite all events being cancelled during the pandemic, trade shows continue to be important to 
getting on the radar of buyers. They give buyers an opportunity to meet and gather information from a large 
pool of technology providers. 

 Webinars / virtual events - Similar to events, online and on-demand webinars allow buyers to gain a good 
understanding of a supplier in a short time and whenever they wish. 

 Super trade - Media outlets like Forbes and TechCrunch provide a high-level analysis of market issues and 
technology providers. They don’t have the breadth of trade media but the high bar for inclusion means that 
those featured have a strong chance of making it through to the shortlist. 

 National and business media - “Shallow media”  (national and business media) simply doesn’t provide the detail 
or depth of information for buyers to evaluate. Anecdotally we know that appearing in these titles can boost the 
credibility of a provider but it’s not a strong influence on shortlisting. 

 Industry analysts - Industry analysts are by their very nature quite narrow in their view. They consult on 
particular sectors, technologies and companies. At this stage buyers only need a little depth rather than a deep 
dive for building shortlists. It’s important to separate industry analysts (channel) from analyst reports (content). 

 Search - Unsurprisingly, search comes in last. At this point buyers in many ways don’t know what they are 
looking for so search isn’t enormously useful. This of course changes dramatically when we look at what 
influences selection.  

 Trade media - Industry publications have the biggest overall influence because they balance covering a wide 
range of firms within a good level of depth. Articles and analysis can help buyers to populate longlists, ready for 
whittling down and selection. 

 Advertising - The growing role of paid media cannot be ignored. Two years ago advertising was one of the least 
influential channels. The emergence of paid social and native advertising has made advertising more targeted, 
relevant and trusted. 

 Internal business analysts - Many large companies employ internal business analysts to identify and investigate 
options for improving business processes using technology. Internal business analysts review and interrogate 
trade media and industry analyst intelligence. As a result, ensuring visibility among these two audiences is 
incredibly important.

        Most important!

        Important!

        Least important!
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6. HOW DO YOU GET ON THE BUYER’S RADAR? 

Content 

Overview

      Most important     Important        Least important

Analyst reports Blogs Whitepapers

News articles Case studies Infographics

Speaking Opinion articles Social content

Analysis 

Similar to the channels of influence, the content of influence is broad, offering insight into a 
wide range of potential technology providers. However, unlike the channels, content that is 
most influential is more shallow and not as in-depth. 

There is a clear desire for buyers to be able to “cast the net”. 

! !!
 Analyst reports - Almost certain to be at the top of the list, analyst reports provide an overview of the 
leading players in the market. This independent analysis by industry experts is invaluable to getting on the 
buyer's radar.  

 News articles - Appearing in the news—primarily trade and super trade media based on channel analysis—
is critical to shortlisting. Fundamentally, buyers are looking for active companies with market momentum. 

 Speaking - Joining the industry debate at leading events is critical to getting in the eyeline of buyers. Banks 
and fintechs can quite easily build a shortlist from relevant companies that feature on the show agenda. 

 Blogs - Industry commentators and influencers will often analyse key issues in the market, drawing out relevant 
technology providers. Blogs, therefore, give good insight to buyers as to who the important players are without 
necessarily getting bogged down in the detail. 

 Case studies - An understanding of the impact that a company’s technology has on the market is important to 
buyers. Case studies provide this quantitative analysis at a high-level to drive shortlisting.  

 Opinion articles - Articles by the company usually bylined to a leading executive appear regularly in trade 
media. Securing a byline placement confers leadership. And this roster of bylines selected by publications is 
clearly a ripe hunting ground to develop shortlists by buyers.  

 Whitepapers - At this stage whitepapers don’t offer the breadth that buyers are looking for. They become 
more important at the selection stage, when buyers are looking for depth.  

 Infographics - Although buyers are looking for broad yet shallow content, infographics offer so little 
information that it is difficult for buyers to make any decisions based upon them. 

 Social content - Buyers don’t know which firms to evaluate at this stage, so social media is less useful. 
However, this all changes when it comes to selection as social media content takes on greater influence as 
buyers evaluate shortlisted providers closely.   

        Most important!

        Important!

        Least important!
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7. HOW DO YOU GET SELECTED BY A BUYER? 

With the right mix of channels and content the buyer will 
be aware of the technology provider and the company 
will be on the shortlist. The next stage of the buying 
process is to move from the shortlist to selection. 

Channels 

Overview

      Most important     Important        Least important

Social media 
Internal business 

analysts
Advertising

Search Trade media Direct marketing

Events Industry analysts Webinars / virtual events

Analysis 

As we shift from shortlisting to selection the channels of influence become more narrow. 
Once buyers have identified potential technology providers, they want to deep dive into that 
business so as to inform the final selection. Channels that offer the ability to get into the 
detail of what a technology provider can offer are those that have the most influence. 

! !!

 Internal business analysts - A slight fall from shortlist to selection highlights that while internal business analysts 
are important to cast the net, they don’t quite offer the depth of detail that other channels do. They do continue 
to be, however, important to achieving selection.    

 Trade media - The limited depth of trade media puts this channel in the important category. Industry 
publications do offer more depth than any other media such as nationals, business and super trades and as 
such continue to be important. 

 Industry analyst - The shift of analysts from not important to important signals how their depth of knowledge 
becomes increasingly influential as the buying process continues. And it’s worth noting that analyst reports are 
one of the most influential content type on selection. 

        Important!

 National and business media- Unsurprisingly “shallow media” such as national and business media continues to 
be of limited use to banks and fintechs looking for detail and analysis.  

 Direct marketing - Similarly to higher tier media direct marketing is too shallow to help inform buying 
decisions. Furthermore, its lack of independence makes it a less trustworthy channel. 

 Webinars / virtual events - Falling from important to not important, webinars and virtual events again don’t 
offer the depth of information to influence the selection of a technology provider. 

        Least important!

 Social media - The influence of social media on B2B sales has been steadily increasing. According to IDC 84% 
of C-level and VP-level business decision makers are swayed by social channels. Social media allows a buyer 
to not just deep dive into the business—and critically it’s partners / affiliates—but evaluate market momentum 
through the rate of activity.   

 Search - There is arguably no better way to deep dive into a business than via search. Looking online allows 
buyers to evaluate qualitatively—has the provider won awards? Are the executives industry leaders? Do their 
customers and employees have positive feedback? Is it regularly featured in the media?   

 Events - High for both shortlisting and selection, events offer a unique opportunity to both identify an array 
of potential providers but also meet with those firms and discuss their capabilities in depth. The biggest trade 
shows see millions of dollars in deals agreed on the exhibition floor. 

        Most important!
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7. HOW DO YOU GET SELECTED BY A BUYER? 

Content 

Overview

      Most important     Important        Least important

Analyst reports Social content Blogs

Whitepapers Video Speaking 

Opinion articles Case studies Infographics

Analysis 

In-depth and narrow content is king when it comes to selection. Buyers are looking for 
details around a technology provider through media that is often specifically focused on 
that company. Owned media like whitepapers, social content, video and case studies all 
rank highly. 

! !!

 Social content - Once buyers have identified a shortlist of potential providers, social content climbs up the 
rankings. It’s worth noting that social content will often link to other high ranking content like reports, papers, 
articles, videos and case studies. 

 Video - One of the least important at shortlisting, video takes on greater importance when it comes to 
selection. Not only can video convey a depth of information, content is richer and more complex concepts and 
ideas can often be more easily explained.   

 Case studies- Evidence of success is critical to any would-be buyer and case studies demonstrate impact in the 
real world. We know that one of the biggest obstacles to getting a deal over the line is lack of performance data 
and case studies address this.  

        Important!

It’s worth noting that only 10 percentage points split the most important from the least important channels 
and content of influence across both shortlisting and selection. And at 18% even the least influential tactics 
are seen as important to one fifth of buyers. 

While sales and marketing teams often cannot afford to execute across all channels and content types,  
a holistic and wide ranging marketing approach will deliver the best results. 

 Blogs - By their nature short-form, blogs simply don’t offer the detail that buyers need to select a technology 
provider and aren’t as important at this stage.   

 Speaking - Similarly, while speaking at events is great for getting on the radar of buyers, joining a panel or 
debate on stage doesn’t offer the insight that buyers are looking at this point in the process. 

 Infographics - Again, infographics offer so little information that it is difficult for buyers to make any decisions 
based upon them.  

        Least important!

 Analyst reports - Paramount whether for shortlisting or selection, analyst reports offer best of both worlds. 
High level market analysis that evaluates the key players to aid discovery and in-depth reviews of specific 
providers to inform selection.     

 Whitepapers - The depth of information contained in a whitepaper makes it highly important to buyers. 
Technical whitepapers in particular can tick many of the boxes that buyers are looking to check off on request 
for proposal (RFP) lists. 

 Opinion articles - Again, the depth of information offered by a 1,500 to 2,000 word opinion article is valuable 
to evaluating and selecting a technology provider.  

        Most important!
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WHAT ATTRIBUTES ARE BUYERS LOOKING FOR? 

A firm may get the right mix of channels and content types but 
if it is not carrying the right messages or demonstrating the 
right credentials then the provider will be unsuccessful.  

In an often procurement-driven market where banks and fintechs are seeking to drive down costs 
and boost profitability you would expect reducing costs, meeting the RFP criteria and cutting edge 
tech to be paramount, but in fact the opposite is true. 

1. Values and ethics 

2. Governance and oversight 

3. Supplier reputation/profile  

4. Simple and easy to integrate 

5. Simple and easy to buy from

6. Evidence of delivery for  
similar businesses 

7. Pure ability to meet RFP 
criteria 

8. Provides unique insights/
challenges existing thinking

9. Value for money

10. Cost effective

11. Flexible in adjusting to  
your needs

12. Understanding of your 
business and the market

13. Provides cutting edge 
technology

• ESG—Financial service providers must show they are purpose driven.This is because companies 
are adopting these values and want the companies they work with to do the same. We’ve seen 
a rise in the adoption of “supplier charters” as well as new regulation that has pushed this up the 
buyers’ agenda. 

• Governance—As new entrants and new technologies enter the market, demonstrating that you’re 
a well-run company that works in accordance with regulations and other rules is becoming ever 
more critical. 

• Profile—More widely, maintaining a high profile as a well-regarded firm with good standing in the 
market gives buyers the confidence to do business. 

• Ease—Simplicity to integrate and to buy from are in the top five attributes. The growing IT stacks 
of banks and fintechs and the need to beat the competition means that ease is becoming a bigger 
factor in purchase. And with the number of tech purchases set to increase, making the process 
simple for the buyer is a win win. 

• Tick boxes—The usual tick boxes around price, flexibility, tech capability simply aren’t as important 
as they used to be. Either buyers are devaluing these attributes or providers are so close across this 
criteria that “softer” measures have taken centre stage. 

While ticking boxes isn’t unimportant, the increasing requirement for banks and fintechs of all types 
to be purpose driven and demonstrate they are resilient and well-run, with a track record they can be 
proud of, has become paramount. 

TOP

13

What information can’t you find that would influence your 
selection of provider? 

Many technology providers have spent years and invested millions of euros perfecting how they can 
influence and drive the selection of their products and services from buyers. 

To find out where the whitespace is for technology providers we asked buyers what information they 
regularly can’t find which would help improve their understanding of a provider. The top five are:

 ESG sustainability

 Culture

 Ethics and integrity 

 Reliability and capacity

 Technical specification 

Again, we can see how softer measures, such as company culture, are becoming increasingly 
important. After all, we know that banks and fintechs want the buying process to be easy, and the 
people you’re working with are a big part of that. 

We can also see the importance of performance here. A provider that is a reliable partner and that it 
has the capacity to deliver in a fast moving environment is a key attribute. 

A small thing but clearly an important one is sharing technical details up front with buyers. We know 
many buyers don’t engage until later in the buying process so having these details on the website or 
shared via analysts is whitespace that can be easily filled. 

TOP

5

techinical
specification

reliability 
and capacity

esg
sustainability

regulatory ethics and 
integrity

stability

reliability 
and flexible

reliability

esg business

demos

financial

control

culture

quality

regulatory
compliance strength and 

capacity

technical
and integrity

responses

strength

location

qualityreliability

reference

ethics

scalable
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sustainability

specification
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HOW DO YOU BOOST CHANCES OF SELECTION? 

Setting aside the specifics of different channels, we wanted 
to understand if banks and fintechs perceived certain types of 
marketing and sales activities to boost chances of selection.   

The majority of technology purchases involve analysts. More than a third of buyers (40%) said that 
analysts influence 25-50% of their purchases and around a third (34%) said analysts influence 50-75% 
of purchases. 

It speaks volumes that only 2% of respondents said they weren’t involved at all. 

What would make you NOT want to select a provider? 

In addition to asking banks and fintechs what would boost selection of a technology provider, we 
also asked what would discourage them from selecting a provider. 

The top five reasons are:

Lack of awareness among industry analysts

Lack of news

Lack of information online

Lack of evidence the provider has delivered 
success for similar businesses 

Slow to respond to queries

Despite the role of analysts being under-recognised, it says a great deal  that a lack of awareness by 
analysts of a technology provider is the number one reason not to select. The influence that analysts 
have over fintech buyers is clearly enormous. 

Buyers want to work with providers that have market momentum, so sharing customer, product and 
company news is important. A lack of news might even indicate that a business is in distress. 

Providers must make the relevant information easily available online, as many buyers won’t contact 
the company directly and may make all their decisions based on what they find in the market. And 
similar to the obstacles to purchase, information about success and results with a buyer’s peer group 
is particularly valuable content. 

TOP

5

21.57% Online visibility across digital and social (digital marketing)

18.79% Advertising online and o�ine (advertising)

16.67% Work with industry analysts like Gartner (AR)

14.77% Visibility in the press (PR)

13.73% Demonstrating customer success (advocacy)

8.74% Presence at industry events (events)

0%

Less than 25%

25%-50%

51%-75%

76%-99%

100%

1.96%

4.90%

40.20%

34.31%

16.67%

1.96%

For this reason digital marketing and advertising—while neither providing depth nor independence—
does still contribute to boosting a technology provider’s chance of selection.  

The under-recognised role of industry analysts

Industry analysts such as Forrester, Gartner, and IDC, and the reports, research notes, blogs and 
other content they produce are a major yet often under-recognised influence on technology 
purchases. Analysts are regarded as experts and their analysis is rigorous, in-depth and credible—
providing buyers with unrivalled insight into products and the technology providers behind them. 

Not only are industry analysts influential content producers, they often take a highly active role 
in any technology purchase from helping to draft RFPs on behalf of buyers to conducting due 
diligence on firms. 

For this reason we asked banks and fintechs what percentage of technology purchases involve 
industry analysts?
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HOW DO YOU BOOST CHANCES OF SELECTION? 

For lack of a better word, 2022 was an eventful year.  
The geopolitical instability coupled with the cost-of-
living crisis is changing the behaviour of consumers—
and consequently how financial institutions and fintechs 
are responding to the current economic uncertainty. 

For fintech vendors, competition is fierce. Gone are the days of tech buyers purchasing new 
solutions without access to full and informed sources. 

To get on a buyer’s radar, tech providers should consider using a mix of content and channels that 
are broad and have enough depth, enabling decision-makers to access enough information and 
determine which vendors to shortlist. At the selection point, in-depth and narrow content is crucial. 
Buyers research for detailed information around tech vendors through trade media and native 
content such as reports, case studies and social content. 

But over and above tech providers striking a balance between the right mix of channels and 
content, our research suggests that conveying the right messages and demonstrating the right 
credentials is what will determine their success. Decision makers are becoming increasingly 
demanding, and what was before perceived as the winning factors for tech vendors—cutting 
edge technology and cost effectiveness—are now bottom of the priority list, with attributes such 
as ESG, company culture and simplicity of integration taking the lead in determining which tech 
provider to select. 

Looking ahead, in the next 18 months we can expect an increase in financial technology investment. 
However, unlike the funding bonanza experienced in 2021 and Q1 2022, we’ll see buyers taking 
much more measured approaches, forcing tech vendors to bring their A game on all fronts. 

Driving awareness and building reputation through a 
combination of effective communications strategies is  
what will determine success for tech providers. 

Fundamentally, it’s all about  
the shop window. 
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ABOUT CCGROUP

In an increasingly crowded and noisy market it is difficult to 
raise awareness, stand out from the crowd, and disseminate 
the proof points that support successful sales. And marketing 
communications that directly deliver leads to the sales team 
is regarded as the holy grail.

From repositioning Flywire ahead of IPO, to boosting awareness of Embedded Banking for 
ClearBank, and driving sales leads through a future vision of fintech in 2030 for Tribe Payments, 
CCgroup has worked with a wide array of fintech companies—big and small—to overcome 
these barriers. 

CCgroup is an international B2B technology PR, AR and marketing consultancy with deep, 
specialist knowledge across mobile and telecoms, fintech, enterprise technology, deep 
tech and cybersecurity. We offer fully integrated marketing communications services to the 
technology businesses we work with. From strategy definition to media relations to multi-
channel demand generation, for more than 30 years we have been helping our clients drive 
market entry campaigns, get funding, grow their customer base and successfully execute exit 
programmes. The result is that our clients award us with a world-class Net Promoter Score.

CCgroup has reserved additional details and unique insight from this study for the exclusive use 
of existing clients.

For more information about this study, and advice specific to your company and its goals, 
please get in touch.

CONTACT:

Follow CCgroup:

Daniel Lowther

Head of Fintech

M: +44 7747 636 687

E: Daniel.Lowther@ccgrouppr.com

Twitter:  @fintechprguy 

Alexandra Santos 

Head of Emerging Fintech

M: +44 7972 854 508

E: Alexandra.Santos@ccgrouppr.com

Twitter:  @Alexsant0s
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