
The Financial UX Design Formula for 
Digital Product Success

To get the maximum value out of this whitepaper, fill it while reading the article. 

Every entrepreneur is constantly seeking ways to maximize the success of their company and products. Spending 
15 years in business, crea@ng hundreds of different kinds of digital products and studying their growth, I have 
extracted a straighCorward formula that explains what determines the success rate of any digital product. This 
formula is the founda@on of the Financial UX Design methodology developed by UXDA. It can be applied to 
increase the success poten@al of digital products created in any kind of business regardless of the field.

Financial UX Design methodology for successful 
digital transformation

The future of banking relies on the customer experience. That's why everybody is doing their best to integrate 
customer-centricity into their products and services. So, why are so many companies failing at their digital 
transforma@on?

Many are convinced that, to conquer the digital age, it is enough to have a product with a modern appearance. 
But, truth to be told, to create truly successful digital products, the visual appearance is only the @p of the huge 
iceberg we have under the water.

This iceberg consists of a thorough approach with many crucial elements alongside the visual appearance. We 
call this approach the Financial UX Design methodology.
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To understand how to impact your business success, I will first explore the main components that define the 
work of any business.

The Outdated Success Formula

This represents what the product has to offer to the customers. It's the end product or service that is exchanged 
with consumers for resources. Here it's important to make the quality of the product match the expectaBons of 
the customers in order to ensure demand. So, we name it Product Quality (PQ).

Product Quality (PQ)
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Unfortunately, many companies sBll aren't aware of this and lose millions on unsuccessful digital 
transformaBons. That's why we guide our readers through the three main components of the Financial UX 
Design methodology: the Product Value Pyramid, Design Pyramid and the Experience Pyramid.

In this arBcle, I demonstrate how all of them come together beauBfully, determining the success potenBal of any 
digital product.

https://www.uxdesignagency.com/blog/financial-design-methodology-value-pyramid
https://www.uxdesignagency.com/blog/save-financial-product-from-failure-with-ux-design-pyramid
https://www.uxdesignagency.com/blog/master-digital-transformation-financial-ux-design-methodology
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Simplified, it's the way that a company operates─the organiza?on model and manufacturing process of a product 

or service, principles and system that determine the func?oning of a business, its internal and external 

opera?ons. We will call it the Business Model (BM).

Business Model (BM)

Tools and ac?ons the company uses to market the product to the customers. It's the distribu?on of the 

informa?on about the product in the external environment, to increase market awareness and generate 

consumer interest in the service or product. Let's call it Market Distribu?on (DM).

There's a mul?plica?on sign between the product quality and the business model because these elements closely 

affect each other. In the case of an ineffec?ve business structure, the likelihood of crea?ng and developing a 

quality product is sharply reduced. In turn, a poor-quality product can demo?vate employees and complicate 

opera?ons with a large number of complaints, which will reduce the efficiency of business processes.

Market Distribution (DM)

Success in the marketing age

Not so long ago, in the so-called marke?ng age when the main goal was to make profit, this formula provided a 

clear understanding of how to make a business successful.
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Do you have a quality product, well-established business processes, but no sales? Look at distribuBon channels, 
posiBoning strategies and compeBtors. Find out how to raise the MD, and the business will go up. Or, for 
example, is everything alright with the distribuBon and quality of the product, but there is no profit? Look at your 
BM; you probably have bo#lenecks somewhere─producBon lags behind sales, delay with the component 
supplies, etc.

UX Design Success Formula for The Digital Age

But, in the digital age, it's not that simple. Today, the development of digital technology affects the basic 
principles of consumpBon and, therefore, the rules of business. Despite the fact that basic business components 
have remained the same, new elements must be taken into account. These elements affect efficiency but, at the 
same Bme expand the formula to new success opportuniBes.

 The scale in which a business integrates all of these added elements defines the 
success potenBal of the financial company and its digital financial products.



h#ps://www.uxdesignagency.com

At first glance, it may look a li#le complicated, but actually it's a quite clear and easy-to-use framework.

The rate of each component can be esCmated by a value from zero to 5, taking, as a basis, the relevant 
characterisCcs of leaders and outsiders in the related industry.

To increase the success potenCal of its customers, the UXDA team uses this formula as the basis for our 
Financial UX Design methodology, which we have developed over the past 15 years. The key components of this 
methodology (i,e., Experience Mindset, Experience Pyramid, Design Pyramid, Value Pyramid), and pracCcal 
examples of its use, have already been published on the UXDA blog. While we take a closer look at the formula, I 
will tell you which of the components of our methodology should be used to increase a parCcular formula 
parameter.

So, when it comes to the digital age, I define the business success potenCal by the following formula (in the 
brackets): product quality raised to the power of experience Cmes business model raised to the power of design 
plus market distribuCon raised to the power of value (brackets closed), mulCplied by the experience mindset.
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Success potential

What is meant by success poten9al in this formula? This is the ability of a business to efficiently produce and 
deliver to the market a product or service that will be in such high demand that it will ul9mately generate a 
posi9ve financial flow in the long term.

On a u9lity level, this is the poten9al of a business to create and exchange something for the resources 
necessary for its existence and growth. And what does it depend on?

Product Quality raised to the power of Experience

First of all, it depends on the business offer to its end customers, i.e. product or service. In our formula, we call it 
the Product Quality.
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This means that the main focus is not on product features but on what kind of experience the financial product 

offers to the customers.

 The be#er the experience, the higher the chance for the financial product's success.

I think everyone will agree that the quality of a product or service significantly affects demand in the long term. 

But, in the digital age, it's not only about the characterisEcs of the product or service, but primarily about the 

whole experience we provide to the customer. This means that if you want to increase the success rate of the 

product, you must purposefully create a delighFul customer experience. By increasing the degree of experience, 

you could significantly increase the chances of success.

For example, imagine a company that produces a high-quality and well-made product focused on the user's 

problem, but it has low demand. This may be due to the fact that the experience of using this product does not 

meet the expectaEons and needs of the user. At the same Eme, a similar, maybe even not so well-developed, 

product takes into account the context of user experience and offers a simple and clear soluEon for which users 

are willing to pay double the price.

In order to create a great experience, we need to take into account the user's needs, wants, expectaEons, pains 

and moEves for using the financial product. When working with our clients who uElize the UXDA's Financial UX 

Design methodology, we do this through the components of the Experience pyramid─the Design Thinking 

approach, business, user, product frame (BUP) and different UX tools and methods.

Our workflow is created to design financial services through the customer perspecEve. This approach can be 

used to make any product or service customer-centered. It is focused on achieving maximum customer 

saEsfacEon according to the specific business goals and taking into account the capabiliEes of the product.

 This component of the formula results in a product that lives up to the customer 

expectaEons and wouldn't get rejected.

https://www.uxdesignagency.com/blog/master-digital-transformation-financial-ux-design-methodology
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Business Model raised to the next level with the power of Design

The second parameter of the formula is the business model. The business model determines not only the type of 
business, but also the basic principles of its func=oning, development strategy and organiza=on features. That is, 
everything that determines the produc=on of a product or service and the implementa=on of business goals.

Of course, an effec=vely built and well-func=oning business has a very high chance of success. Working with 
banks, I see huge organiza=ons with precise func=oning rules.

Compe==veness in the digital age requires more flexibility and switching focus from bureaucra=c legacy to 
providing demanded value to customers. To increase the focus on customer sa=sfac=on and accordingly ensure 
long-term success in the market, financial companies should integrate design thinking at all levels of the 
business.

That is why we place design as a degree that impacts the success of a business model. In this case, we are not 
talking about the visual aspect of design, but about a generalized design approach to create and develop human-
centered business at all opera=onal aspects and in business culture. This approach allows us to ensure business 
adapta=on to modern market reali=es, which will significantly increase its effec=veness. We discuss design 
integra=on in more detail in the Design Pyramid ar=cle.

For example, banks, whose well-established and regulated business models have been proven for decades, today 
are surprised to see the super-fast rise of Fintech companies whose business models use the design approach as 
fuel for disrup=ve innova=on.

https://www.uxdesignagency.com/blog/save-financial-product-from-failure-with-ux-design-pyramid
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Market Distribution that's powered by Value

The third component of the formula are the opera;ons of the business with the outside world or, rather, market 
distribu;on. In the market distribu;on term, I include both the chosen market niche with a posi;oning strategy 
and the ac;vity of promo;ng and delivering informa;on about a product or service to customers or poten;al 
partners of the company.

In the so-called marke;ng age, it was enough to boost the marke;ng budget to reach more people and convince 
them to buy the product. But, today, it no longer works like that. We have the network effect, and anyone is able 
to post a bad or a good review on the internet. This determines whether a person will trust you enough to buy 
your product or quickly learn from his or her peers that it's just a pre#y adver;sement.

For the market distribu;on, the success mul;plier is the value provided to the customers. It's possible to create 
that if, besides basic func;onality, the product also provides pleasant usability and aesthe;cs that cause posi;ve 
emo;ons─status or personaliza;on according to the specific needs of different audiences and the possibility to 
create a feeling of being a part of a bigger mission that has an impact on the world, like Tesla does.

In the Value pyramid, we explore these five levels in great depth. Their development is associated with 
compe;;ve expansion on the market. Involving a higher level of value creates significant compe;;ve 
advantages and increases the return on efforts aimed at market distribu;on. In general, this is a ques;on about 
why your business exists and what value and benefit it brings to the customers.

At the same ;me, we are adding, but not mul;plying, market distribu;on rate to the formula, since, even with a 
zero distribu;on, business success s;ll can be achieved─in par;cular, with handcraNed products or bou;ques, 
which are organically promoted by word of mouth without the par;cipa;on of business owners. In this case, this 
is due to the outstanding quality of the service/product and the competent organiza;on of the business.

https://www.uxdesignagency.com/blog/financial-design-methodology-value-pyramid
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The Experience Mindset

The final and fourth element in the framework of this formula is associated with our thinking. Thinking is a filter 
through which we perceive the world around us and the basis for which we set goals and make decisions. 
Instead of an outdated mindset focused only on sales, we should implement a mindset that is focused on 
creaAng value for customers. This is the only way to survive in the age of digital disrupAon.

For example, a large enterprise that has existed on the market for a long Ame for sure has a clear posiAoning of 
its products, well-established distribuAon channels and huge budgets for promoAon, but this potenAal could not 
work to the maximum if the value provided to customers is at a basic funcAonal level. However, if the value level 
is raised significantly higher toward the client, you will see a sharp increase in support and new opportuniAes for 
business development.

Just imagine a business that offers a special experience for a certain segment of consumers or, even be#er, 
implements a socially responsible mission. This could lead to creaAng community support around it. Members of 
such communiAes usually recommend products, defend the interests of the company and help develop its 
business, as this becomes part of their lifestyle.

In this kind of mindset, we view the customers as our friends or family members, aiming to help them with the 
financial products the best way we can.

Since the format of our thinking directly impacts the organizaAon’s culture, strategy, prioriAes and the 
configuraAon of the product, the principles of our business and the plan for market promoAon depend on this. 
Therefore, thinking becomes a crucial factor for the whole formula. The success scope of all of the three 
previous components depends on it.
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Expected Results

You may ask if this formula passed the test in real business and what results it provided. We discovered both 
posi?ve and nega?ve impacts of this formula among dozens of large and medium-sized businesses in various 
industries. For several years, we executed the Financial UX Design methodology based on this formula with 70+ 
clients, as well as our own company. Using this formula in the development of the UXDA agency ensured 
incredible results for us personally, as well as for our clients.

Building its business on this formula, UXDA has become the world's leading financial UX design agency in only 
four years. We received great recogni?on from banks, financial companies and Fintech startups from 27 
countries, which is demonstrated by many awards, client tes?monials and an NPS (Net Promoter Score) rate of 
81. We started from scratch without investments, and, in a couple of years, the agency’s income exceeded one 
million euros, which usually takes much more ?me and resources. And all of this without having a geographical 
advantage through loca?ng offices in Silicon Valley, New York or London!

In full accordance with the formula described here, the key priori?es of our team are the best experience for our 
customers, the highest quality of service and a clear and transparent business model that uses design thinking at 
all levels. This allows the UXDA team to design services that provide maximum value to end users, which, in turn, 
forms a stable basis for the success of our customers who rely on the described formula.

The UXDA team is extremely passionate about designing human-centered financial products and proud of our 
achieved results. We are grateful to more than 70 financial ins?tu?ons for the chance to perform and prove our 
methodology, knowledge and skills. Nevertheless, we aim even further by making humaniza?on of the whole 
financial industry our mission. As a result, this led to 300,000 followers and a queue of customers, with almost 
no adver?sing budget.

To ensure the organiza?on's success in the future, a sharp focus on customers’ expecta?ons and behavior is 
cri?cal. It is your customers’ needs, percep?ons and experiences that play a key role in the digital economy. 
Don’t try to manipulate them. Use empathy to become really useful to your customers, and they will provide an 
unexpected power for the growth of your business.

The customers of today expect a more ethical, responsible and honest a_tude from their financial ins?tu?on, as 
well as a#en?on to their needs. Only this kind of a_tude can ensure long-term success under condi?ons of 
digital transparency, total socializa?on, globaliza?on, the disappearance of intermediaries, low market barriers, 
high compe??on and changes in consumer values. This type of thinking differs from the usual mindset of 
consumers as a resource used for business development. We call it the “Experience mindset.” You can learn 
more about the thinking experience and diagnose the level of its development in your organiza?on by reading 
our ar?cle.

Experience mindset is a form of percep?on and ac?on that meets the requirements of the digital era and is 
maximally human-centered. Thus, a possible way to improve the quality of all the components of our formula at 
the same ?me is to integrate the Experience mindset into the company's culture. The UXDA team prac?ce of 
conduc?ng mul?ple workshops on the development of the experience mindset shows that such a transforma?on 
is possible only through external facilita?on due to the high iner?a of the cultural legacy.
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I am sharing this formula with you to show the components that, in my opinion, have a key impact on business 
success in the digital world─a world in which the impact of customers on business has grown tremendously. 
These are dramaAc changes to business rules that cannot be ignored in any industry.

Although ten years ago this success formula could succeed with only a product, business and market, in modern 
Ames, it’s unthinkable without mulApliers of experience, design, value and mindset. This is the only way to adapt 
to the expectaAons of customers, gain their trust and skyrocket the business’s chances of success.

If you are willing to take the user experience of your financial 

business to the next level, contact UXDA - we will help you: 

E-mail: info@uxdesignagency.com

WhatsApp or call: +371 200 200 23

Skype: uxdesignagency

Linkedin: h#ps://www.linkedin.com/in/alexkreger

Book a meeAng: Calendly

https://api.whatsapp.com/send?phone=37120020023&text=&source=&data=
skype:uxdesignagency
https://calendly.com/uxda/meeting



