
 

 

mBank – the innovations of tomorrow 
In search of new values for customers of banking services 1 

 

Introduction 

mBank was established in 2000, and its initiators used a then new revolutionary innovation – 
Internet. This innovative business model has led to a revolution in the Polish banking sector. 
Today, after 13 years of dynamic growth, mBank is one of the leading players in the banking 
market in Poland. The struggle to maintain a strong position, however, requires continuous 
improvement of competitiveness. The best way for that is innovation, which is well known to 
mBank. 

In 2013, mBank has changed much, and not just thanks to a single breakthrough innovation, but 
by introducing more than 200 new features and improvements of its transaction service. A 200-
person team worked for 14 months on the “New mBank” project. Many of the introduced 
functionalities have been used in banking for the first time ever. 

This case study describes this project’s implementation, from search for innovative ideas up to 
their realisation. The study is focused on challenges, problems, limitations and barriers related 
to innovation, as well as on sources of ideas for new products, stages of their creation and 
methods of exploring innovative solutions. 

When mBank started on the eve of 25 and 26th November 2000 as Poland’s first uniquely 
Internet-based bank, few expected that this project will be successful. After four years, however, 
the bank generated a positive financial result, and after five years attracted a million customers. 

In retrospect, now that we know how the Internet developed, the success of mBank seems 
obvious. Thirteen years ago, the decision to launch such a project required a lot of courage. There 
were already banks In Poland offering electronic access channels, but the entire market of online 
banking consisted of but a few tens of thousands accounts. 

Today we know the facts that could not be predicted in 2000. We know how important the 
Internet has become and how much it impacts on our lives. The network is in use today by 2.4 
billion people around the world, every day 144 billion e-mails are being sent, and more than 20 
million individual customers have access to electronic banking in Poland. 

 

From startup to the bank of first choice 

mBank went down in history not only as the first completely virtual bank, but also as a project 
that has been prepared and launched in just 100 days. It was not even in the plans the year 
before it went live. In January 2000, the BRE Bank board has entrusted the task of developing a 
new retail banking solution to a specially appointed Director. In a short time a team of dozens of 
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people joined in realising the vision to build the most modern retail banking solution in Poland. 
No one was considering creating a fully virtual bank back then. 

Initially it was planned to create a Multibank – a modern bank for the middle-income customers. 
The idea for the Internet mBank appeared during one of the many strategic session. It was known 
that both of these projects can not be run simultaneously, so finally BRE Bank Board decided to 
let a virual bank to be the first on the market. 

mBank then offered customers in Poland something no one else has done before: the ability to 
take advantage of a fully virtual bank. In the Polish banking sector it meant the introduction of a 
completely new business model. It was an experiment, and was not without its risks, but there 
were reasons for it: during the early years of the twenty-first century, the price was the most 
important issue considered by the customers. 

Lack of physical contact with the branch of the bank was at the time a revolutionary idea, one 
that opened new opportunities in terms of price competition. The virtual bank does not have to 
bear the costs associated with maintaining traditional outlets. The project was modeled on the 
US retail chain Wal-Mart and at its foundation there were two key assumptions: reducing the 
number of products, and the maximum reduction in margins. At the beginning, mBank 
introduced two basic deposit products with very attractive interest: a free personal electronic 
account (15.5% per annum) and a-vista e-max account (16.5%). This introduced a gap between 
mBank’s offer and of its competitors - the other banks were offering at the time interest rates 
below 10 percent. mBank margin was 4 percent, with an average margin in the banking sector 
at the level of 12 percent. Such a difference has not gone unnoticed by the clients. The profit it 
offered was also a reason for many people to quickly adopt the internet. Until the end of 2000, 
in just over one month, 30,000 customers used mBank’s offer. 

The first success has led to the next, and by the end of 2001, total amount of deposits in mBank 
reached one billion PLN, and the number of accounts over 170,000. In 2005, a million people 
joined mBank’s services. 

Today mBank is no longer just a virtual bank. A year after its launch, in response to demand from 
the customers, the bank began to introduce new products and services including loans, company 
accounts, mortgage and cash loans, credit cards, investment products, insurance and others, 
such as. mSHOP (Internet shopping arcade) and mBank Mobile (virtual mobile operator). In 
2003, the bank startd opening physical facilities, so-called. Mkiosks, to allow direct contact for 
customers who expected that. A few years later the branch network was transformed into 
centers of financial services Aspiro with a much wider range. In 2007 mBank began operations 
in the Czech Republic and Slovakia. The ambition to still lay claim to the title of the most modern 
bank in the market was not neglected as well – in 2009, a website for mobile phones was created, 
and a year later, the first version of the application on the iPhone. 

During the thirteen years of mBank it progressed from a niche project to one of the largest banks 
in Poland. Today it stands at the forefront of Polish retail banks. At the end of 2012 it held third 
place in this regard with 2 238 3003 accounts, just behind PKO BP and Pekao SA, the two giants 
– the strongest banks historically rooted in the Polish market. mBank is no longer a secondary 
choice, but one of the most important market players. 
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Why mBank changed into a "new mBank"? 

June 2013. A new mBank transactional service started, one that has been announced for more 
than a year. The project is commonly called the "new mBank", and is a response to changing 
customer expectations and market challenges. 

The creators of the "New mBank", just like the team running mBank in 2000, were motivated by 
the motto "Go big or do not go at all." The key assumption was based on the belief that the world 
is changing before our eyes in leaps and bounds, while the world of banking is static. Within a 
decade, services such as Google, Facebook and Yahoo! have changed beyond recognition at the 
level of interface and functionality, while transactional banks services still looked as if time 
stopped in the nineties. Meanwhile, the profound changes in lifestyle clients should be 
determinant for innovation in the banking sector as well, since there is no way to meet the 
demands of today's customer with existing processes and infrastructure. 

mBank strives to be a universal bank, directing its offer to mass market. Innovation is an 
important part of its strategy, but it does not limit its target audience only to fans of technological 
innovations. The solutions proposed under the "New mBank" were meant to be useful for all 
customer groups and take into account the diversity of their needs. 

In the first phase of implementation of the project it was addressed to a group of early adopters, 
people who are open to new solutions and the use of new technologies. They were the first to 
absorb the news and approach them with great enthusiasm. They also very often become judges 
for new products – if something new will meet with acceptance in this group, you can expect 
that over time they will find followers among others, much more skeptical of changes (early 
majority, late majority, late minority groups). Research shows that Poles as a nation are 
extremely quick to adopt innovations. In 2011, this group consisted of about a million people, 
and according to forecasts, by 2015 may increase to 5.5 million. 

 

Inspirations and ideas 

The challenge for "new mBank" development team was to design a modern service that uses 
technologies that were not previously used in online banking and that will be useful, with a 
friendly design, intuitive navigation and unprecedented aesthetics, when considering the finance 
sector. In practice, this meant designing everything from scratch. 

Inspiration was drawn from many sources.  Internal databases, extensive market and consumer 
research, following the latest market trends and technologies, not only in banking, but also other 
areas that affect the lifestyle of customers. The activities of the main competitors and their 
strategies were analysed. An important source of ideas were also bank customers - their forum 
posts, comments, complaints and their ideas for improvements. 

Examples of innovation in finance worldwide also served as an inspiration for the team. 
Thousands of large institutions and innovative startups were analysed. It was also examined 
what kind of other internet and mobile services the customers were using. 

Benchmarks for "New mBank": 

 AK Bank – the largest and most modern bank in Turkey, which uses the full range of 
innovations – from modern direct banking, mobile solutions, social media. 2 million 
customers use their nine mobile applications (each tailored to a different scenario). The 
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bank has 650 thousand Facebook fans, as well as an innovative graphic interface of its 
service. 

 Rebate Program "Link, Like, Love" by American Express in social media – the world's first 
platform offering its users ads based on interests and social links. There are 2.3 million 
fans on Facebook, and it is a source of income from advertising. 

 Smartypig – a service that allows saving for a specified goal, combined with social media, 
where friends motivate the user to persevere, and may also pay a certain amount for it. 

 Mint.com – Personal Finance Management – a tool aggregating data from multiple banks 
and financial institutions, that clearly presents user’s current financial situation. 

 Bank Simple / Movenbank – an example of the most advanced design in User 
Experience: adapting to new customer needs, mobile application as the main access 
channel, clean interface, simple products explained in an understandable language, 
synchronization with social media. 

 Cardlytics – contextual advertising based on client’s transaction habits - the clients 
receive ads that are related to their lifestyle and transactions that they usually make. 

 

The road from idea to realisation 

Work on the "New mBank" started from the initial phase, which involved gathering as many 
ideas as possible. A creative workshop organized for this purpose was attended by dozens of 
representatives of various departments of the bank. In total, it generated 140 ideas, from which 
there were selected dozens of proposals assessed as having the greatest chance of market 
success. Then, studies were carried out of their feasibility and cost-effectiveness. On this basis, 
a strategy of "New mBank" was approved by the board at the beginning of 2012. 

After this decision a second phase was initiated, the implementation of "New mBank" project . 
Over 200 people strong team spent 14 months to create it . Its members worked in teams that 
united experts from the business, IT and UI / UX23. The aim was to maximise integration and 
find a common language between the employees – assuming that the desired results could be 
achieved only this way. It was started by moving to a new office, which also favored integration. 

Design played a key role in terms of functionality and appearance . The new project was aimed 
to be the opposite of "a banking table." Design in this case meant something more than just 
changing the appearance – it was a change in mindset and adopting the philosophy of User 
Experience. In this spirit the initial concepts were developed, which were then analyzed in terms 
of business profitability, as well as programming possibilities. 

The work on the new transaction service consisted of three stages. During the planning phase 
the scope of the project was defined, clarifying what exactly individual services should be 
introduced how should they look. Implementation phase consisted of coding the new service by 
the programmers. During testing new features were evaluated by the customers. Over 1,700 
working mock-ups were created, and 1,050 hours of tests were carried out with customers and 
potential users of the new service. "New mBank" in its final form introduced more than 200 new 
features and improvements, ie. incremental innovations. 
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The project launch was being accompanied by intensive promotional activities directed at 
existing customers, as well as advertising aimed at attracting new ones. Similarly to previous 
campaign, mBank was promoted with television commercials, outdoor advertisement, internet 
banners, but also used other forms (such as viral marketing). 

It was decided that six new features will be first launched and promoted: 

 mOKAZJE – a discount program where every customer receives a personalized discounts 
offer in their most visited stores; after purchase with mBank card, the difference 
between the normal price and special offer goes back to the customer's account, 

 transfers through SMS and Facebook – functionality allowing money transfer in a 
situation when only the recipient's phone number is known or when they are a friend 
on Facebook; entering an account number is not necessary, 

 financial navigation in the transaction service – new site presentation clearly shows how 
and when the money was spent, and predicts how much will remain until the end of the 
month, 

 smart search transactions – powerful yet easier to use, faster and more efficient search 
system of account operations history, 

 on-line expert – a form of contact with the bank service is available 24 hours a day via 
video, voice and chat. 

 MGR – an idea based on gamification to teach clients to use the new service - mBank 
introduces customers to using the new features in a friendly way, and rewards for correct 
execution of the tasks set before the users, and offers the opportunity to compete in 
mGRA with friends. 

In addition the changes and improvements were made in the following areas: 

 desktop after logging – changes in the menu and navigation, customisation by the 
customer (picture), viewing recent transactions, messages from the bank, viewing free 
cash to spend, forecasts of future payments, warning of the risk of future payments, the 
possibility of charging account from savings or credit, and quick access to the settings. 

 domestic transfers - the possibility of fast transfers (three clicks), Facebook transfer, 
transfers to a phone number, quick history search, marking transfers as favorites and 
quick access, automatically saving the recipients in the address book, 

 scheduled operations – changes related to e.g. the presentation of the payments 
calendar, search and filtering payments and sorting by the selected parameter, 

 list of accounts – color coding of user accounts, graphical presentation of balance 
changes, presenting the balance forecast, quick access to accounts and editing their 
name, graphic presentation associated with card accounts, and the possibility of 
enabling related services, 

 address book – downloading contacts from Facebook, adding different accounts of a 
single recipient, adding recipient's phone number, marking it as favorite or trusted, 
searching the recipients, context menu of the recipient (transaction history), 
downloading Facebook photos of the recipient, 
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 investments presentation – changes in navigation and list of deposits, a graph displaying 
daily gain, and at the end of the period, presentation of earnings for the defined amount, 
the possibility of a deposit directly from chart, 

 transactions calendar – changes in presentation of future payments on the calendar, 
color marking, whether the payment is threatened, a summary of all anticipated 
payments, and a calendar of expected balance, 

 presentation of credit card transaction statements – changes in chart presentation, a 
graphical representation of cards balance, logical presentation of different accounting 
periods, and the possibility of a quick increase of card limits, 

 login to the site – the possibility to log in with card number or defined alias, 

 real-time marketing – new forms of advertising, contextual real-time presentation of 
offers in the history of transactions and events, for example an offer of a loan when there 
are not enough funds, or investing the surplus. 

A lot of improvements made to navigation of the new site. Changes were made in such areas as: 

 transaction history, including: editing the description of the transaction, tagging, 
commenting, hiding transactions, search and advanced filtering, creating single history 
for many products, quickly changing the search period by the slider on the timeline, 
presentation of history in any configuration of products and time, 

 categorisation of transactions, including the ability to add custom categories, 

 presentation of trends, including chart analysis of expenses on different categories, 
analysis by subcategories, quick access to the list of expenses from subcategories, 
analysis of spending in time, history analysis based on the descriptions or tags, expenses 
analysis, income analysis, balance analysis, balance sheet analysis, presentation of the 
average daily spending in total or category, 

 presentation of limits, including the ability to plan the budget for a given category, the 
ability to plan and track yearly budget, color markings to determine the level of budget 
realisation, hints from the bank on the amount of budget by category, sorting budgets 
by name or level of realisation, possibility to observe budgets, aggregate budgets into 
longer intervals. 

By launching a new service transaction, care was taken to satisfy the needs of novelty fans, as 
well as customers who would need more time to get used to new things. At first, access to new 
service was limited to users who registered into the programme. On the day of the launch of 
"new mBank', 60 thousand people declared that they want to use the new site, and in the first 
month half a million, out of the three million customers of the bank. 

Ultimately, the new transaction service is to be made default for all customers of mBank, but 
customers who need support are last to migrate, so that they can familiarise themselves with 
the changes and basic information. 
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For how long can "New mBank" remain new? 

MBank’s mission is "maximum benefit and convenience in finance and private business." New 
technologies are therefore used for its implementation, if the customers find that this use brings 
them certain benefits and facilitates their lives. 

In 2000, the creators of mBank noticed a profound change in the lives of their clients. Internet 
was not yet widely used in Poland, but it managed to strike the perfect moment: the first 
completely virtual bank was launched on the eve of mass Internet usage. In 2001, the system 
was used by 12% of people in Poland, in 2002 by 17.5%, and in 2006 by 37.9%. 

The "New mBank" was created in response to another major change that occured in the lives of 
the clients. In retrospect, during the first decade of the twenty-first century the development of 
new technologies accelerated and deepened. What are the challenges facing mBank during the 
second decade? How long will "new mBank"  be able to remain "new"? With such a rapid pace 
of change the question remains open whether mBank should be considered a closed project, or 
rather a process of continuous improvement and adaptation of new innovations. 

 


