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1. Introduction

Today technology is one of the most significant factors influencing the shape
of banking systems all over the world. Initially, banks’ motivation to implement
modern technology arose from the desire to improve the efficiency of different
processes. It served to reduce costs (Delafrooz, Taleghani, Taghineghad, 2013;
Persson, 2013) and increase the efficiency, speed, and control of customer-bank
interactions (Honebein, Cammarono, 2006). The remote access to banking servic-
es and their self-management primarily delighted both customers and banks. The
additional value of the overall customer experience stems from the fact that cli-
ents can access services when and where they want without the necessity of inter-
personal contact (Blount, 2010). After the first period of technology admiration,
retail banks realised that a large group of customers still preferred face-to-face
interactions. Balancing the need concerning service functionality and an individ-
ual approach to customers focused on building relations remains a challenge for
banks. In recent years, technological landscape has been enriched by mobile tech-
nology. Mobile technology development has had a powerful impact on all human
activities including banking. Mobile technology has changed both the information
and communication sharing, as well as customers’ market behaviour. The dynamic
growth of the number of smartphone users let them share information and access
to any services in real time. Mobile phones have increasingly become tools that
consumers use for banking, payments, budgeting, shopping and communication
(especially by using social media). Social media development has influenced mar-
kets, companies, and institutions, as well as customers’ behaviour and expecta-
tions (Ahlqvist et al., 2008; Mayfield, 2008; Kaplan, Heinlein, 2010; Hanna, Rohm,
Crittenden, 2011; Weinberg, Pehlivan, 2011; Durkin, Mulholland, McCartan, 2015;
Papagiannidis, Bourlakis, 2015). Banks have attempted to deploy mobile technol-
ogy and social media in their market strategies to be more communicative, more
customer-centric and innovative (Murray et al., 2014), but their impact on banks
needs to be better assessed and understood. This paper argues that the extant re-
search in the banking services area is underdeveloped in relation to furthering
knowledge on the role of mobile technology in the process of creation, delivering
and enhancing value for customers as a core part of business model. It fills this gap
and contributes to the results of other research by analysing banks’ business mod-
els, their value proposals, the correspondence of these value to customers’ needs
and expectations, and mobile technology usage.

The purpose of the paper is to propose the framework for banks’ business
model that incorporates mobile technology usage. The theoretical concept of the
framework was based on an in-depth literature review and an analysis of banks’
contemporary business models. The paper begins with a literature review concern-
ing business models. It further discusses banks’ contemporary business models,
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their value proposals, customers’ needs and expectations, as well as mobile tech-
nology application in the retail banking market. The results of this exploratory
analysis provided the basis for building the framework of banks’ business model
incorporating the usage of mobile technology.

2. The theoretical foundations for business model
designing - literature review

A business model should enable gaining a competitive advantage over rivals and
maintaining a desirable market position. It combines all internal tangible and in-
tangible resources of a given firm that are the source of its strengths and weakness-
es with all threats and opportunities that have arisen in the banking market.

An efficient business model is a long-term method of using resources in cre-
ating value for customers and other stakeholders (Magretta, 2002; Casades-
us-Masanell, Ricart, 2007; Demil et al., 2015; Massa, Tucci, Afuah, 2017; Priem,
Wenzel, Koch, 2018). A business model may be defined as a simplified way that
explains the relation between internal and external factors that influence reaching
a given organisation’s objectives and value creation (Magretta, 2002; Zott, Amit,
2008; 2010; Santos, Spector, van der Heyden, 2009; Saebi, Foss, 2014; Birkinshaw,
Ansari, 2015; Wieland, Vargo, Hartmann, 2017). It is a philosophy of a given organ-
isation’s market activity and a conceptual tool expressing its business logic (No-
sowski, 2010; 2012; Teece, 2010; Ritter, 2014; Wirtz et al., 2016; Evans et al., 2017),
precisely determining the strategic assumptions of value creation (Pyka, 2013).
A business model may also be defined by describing particular types of compo-
nents with common characteristics. The review of business model definitions and
components (see Table 1) allows us to state that the ability to create and deliver the
original value proposition for customers is its core foundation. This item reflects
firms’ ability to fulfil customers’ needs and expectations and match firms’ prod-
ucts and services with these requirements. Among other elements, authors usual-
ly indicate the importance of defined market segments of customers, tangible and
strategic resources, and strategic processes, including the way of communicating
and delivering value to customers. It is important to realise that there is not just
one effective business model. Specific contexts, such as different organisational
environments and strategies for added value, may lead to different forms of effec-
tive business models (Jansen, Steenbakker, Jagers, 2017).
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Table 1. Definitions and components of business models in selected concepts

Author

Definition

The Components of Business
Model

Zott, Amit (2001)

The content, structure, and governance
of transactions designed to create value
through the exploitation of business
opportunities.

Transaction content,
transaction structure,
transaction governance.

Magretta (2002) | Stories that explain how enterprises Customer definition, value

work; a good business model answers to customer, revenue and

Peter Drucker’s age-old questions: Who economic logic.

is the customer? Moreover, what does

the customer value? It also answers the

fundamental questions every manager

must ask: How do we make money in this

business?, What is the underlying economic

logic that explains how we can deliver value

to customers at an appropriate cost?
Dubosson- The architecture of a firm and its network | Products, customer
-Torbay, of partners for creating, marketing and relationship, infrastructure
Osterwalder, delivering value and relationship capital and network of partners, and
Pigneur (2002) | to one or several segments of customers financial aspects.

to generate profitable and sustainable
revenue streams.

Morris, Schin-
dehutte, Allen
(2005)

A concise representation of how

an interrelated set of decision variables

in the areas of venture strategy,
architecture, and economics are addressed
to create a sustainable competitive
advantage in defined markets.

Value proposition, customer,
internal processes/
competencies, external
positioning, economic model,
and personal/investor factors.

Shafer, Smith,

A representation of a firm’s underlying core

Strategic choices, create value,

Linder (2005) logic and strategic choices for creating and | capture value, value network.
capturing value within a value network.
Osterwalder, The blueprint of how a company does Value proposition, target
Pigneur (2005) | business. customer, distribution
channel, relationship,
value configuration, core
competency, partner network,
cost structure, revenue model.
Johnson, A business modelconsists of four Customer value proposition,
Christensen, interlocking elements, that, taken together, |profit formula, key resources,
Kagermann create and deliver value. key processes.
(2008)
Teece (2018) A business model describes an architecture |Set of elements encompassing

for how a firm creates and delivers value
to customers and the mechanisms employed
to capture a share of that value.

the flows of costs, revenues,
and profits.

Source: authors' own elaboration based on Zott, Amit, Massa, 2011; Teece, 2018
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All components of the presented business models can be grouped into the fol-
lowing core areas (Ballon, 2007; Osterwalder, Pigneur, 2005): creating value for
customer, building relations with customers, influencing customers’ satisfaction,
loyalty, and engagement, delivering value by proper infrastructure, managing costs
and revenues of the areas mentioned above. These areas constitute the business
model canvas (see Figure 1).

Key Customer

» activities relations =

2 VALUE 3
E PROPOSITION U?’g

-9

z Key Channels E
v resources Z»
Costs structure Revenues structure

Figure 1. The business model canvas
Source: Osterwalder, Pigneur, 2005

The fields of the business model and their components should be considered
as a potential means through which banks can fulfil their objectives and gain out-
comes such as financial performance, risk profile, and contribution to financial sta-
bility as well as the economy which can change over time. Searching for a compet-
itive advantage requires analysing these components from the perspective of their
potential to create value for customers (Deloitte, 2012). The process of business
model creation should thus be based on the knowledge concerning customers’ mar-
ket behaviour, habits, needs, and expectations.

3. Value Proposals in Banks' Business Model
and Its Correspondence to Customers’Needs
and Expectations

Banks’ business models have evolved over the last few decades. The traditional
business models that divided banks into universal and specialised ones focused
on the range of products and services offered to customers. The next generation
of banks’ business models has followed up and developed the value proposals
of previous ones. They have tried to combine products and services with select-
ed needs and expectations of leading customers (Capgemini, 2008). Their value
proposition includes products and processes (see Table 2).
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Table 2. The value proposition in banks’ business models

Banks’ Business Model

Value Proposition

Universal bank

Offering a wide range of products (not customised) for different

model

Tradi- customer segments.
tional o Offering a narrow range of products dedicated to selected
Specialised bank s
customers’ needs such as mortgages, car purchases, etc.
Financial advisor | Niche positioning leveraged by delegated marketing promotion.
for mass affluent | The main strength is the confidence relationship with the brand,
customers with a strong feeling of belonging.
. Specialised service provider to a specific community (travellers,
Community bank pe . p P . v ( .
military, migrants). Closest to personal affinity, recognised
model . »
Contem- by “buzz” network.
porary | Discount bank The most economic without minimising security or quality.

The lowest prices on the market.

Trust operator
model

One-stop shopping for customers, including all kinds of personal
or family services: domestic chores, bills management,
employment research, real estate, mobile phones, journeys,

sports and other tickets.

Source: authors’own elaboration

Banks’ business models are also divided taking into account the financial

perspective and a given bank’s position in the market. Such a taxonomy is based
on core bank processes and usually includes the following variables: acquisition
of funds for operations, service and product provision as a means to generate rev-
enues, as well as risk-taking (Roengpitya, Tarashev, Tsatsaronis, 2014; Thomkus,
2014; Ayadi et al., 2016; Framé, Vouldis, 2017). In this case, banks are divided into
retail-funded commercial banks, wholesale-funded commercial banks, and capital
markets-oriented banks. Based on statistical analysis of financial data, the Euro-
pean Central Bank study distinguishes four categories of banks’ business models
(Framé, Vouldis, 2017):

)

2)

3)

4)

wholesale funded banks — large banks whose asset side consists mostly
of loans, they rely much more than other types of banks on debt for their
funding and less on household deposits, they are characterised by far the most
extensive use of derivatives, both for hedging and trading;

securities holding banks — they have a relatively large securities portfolio and
cash buffer, fund themselves with deposits and do not use derivatives much;
they are usually small, but this cluster is the most heterogeneous cluster as re-
gards their size;

traditional commercial banks — they are medium-sized, have more loans
on their asset side than all other banks, fund themselves mostly with deposits
and use derivatives primarily for hedging;

complex commercial banks — medium-sized banks that possess a signifi-
cant percentage of loans on their asset side but lower compared to tradition-
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al ones because they also own securities to a larger extent, fund themselves
mostly with deposits (but less than traditional banks) and use derivatives
mostly for trading purposes; the category is a hybrid one, between whole-
sale funded and traditional banks. This taxonomy is made from the bank
perspective and does not take into account customers’ needs and expec-
tations. As already recognised, such a perspective is not enough in recent
years for building a competitive advantage (Accenture, 2012). It is espe-
cially important in the digital disruption era when some predictions assume
the disappearing of half of the worlds’ banks as a result of the economy’s
digital transformation (Martino, Schaffner, 2015). Digital transformation
is a huge opportunity for the banking sector as it may help banks in cus-
tomer acquisition and retention as well as revenue generation. Increasing
competition and decreasing customer loyalty have made customer rela-
tionship management very useful for banks. Banks need to earn the high-
est level of trust to retain existing customers, acquire new ones, create
genuine loyalty, and maximise customer lifetime value. Digital technolo-
gies will help banks to provide knowledge concerning customers and tar-
get them with customised products and communications remotely all day
(Ernst & Young, 2015). The importance of being easy, credible and se-
cure in order to keep existing customers and acquire new ones has become
fundamental to banks (Thalassinos, 2008; Thalassinos, Venediktova, Sta-
neva-Petkova, 2013). Reducing the gap between customers’ expectations
and delivered services will enhance customers’ loyalty and banks’ profit-
ability (Thalassinos, Venediktova, Staneva-Petkova, 2013). Preparing the
adequate value proposition should incorporate knowledge of customers’
core values, technology usage, a preferred way of communication, as well
as financial needs and expectations.

Additionally, the buying behaviour results from different expectations, expe-
riences, generational history, lifestyles, values, and demographics (Klimontowicz,
Harasim, 2017). Those factors differ among generations. A business model must
take into account the needs and expectations of customers’ segments. Today they
consist of representatives of Generation X, Generation Y, and Generation Z (see
Table 3).

Representatives of Generation X still prefer in-person branch banking and
face-to-face consulting services, but they are open to online and mobile banking,.
However, they will expect a high degree of personalisation in their digital bank-
ing experience. Generations Y and Z adopt mobile banking easily. As a transac-
tion-rich segment, Generation Z should be treated as a significant customer seg-
ment for mobile banking (Arnfield, 2015; 2016). Regardless of their generation,
customers have a core set of requirements that are unlikely to change over the next
few years. Among them are simplicity, mobility, free/low costs, security, real-time
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immediacy, flexibility and choice, preferences specialisation and refunds (EBA,
2014). All generations have already migrated to digital channels. Mobile channels
are far more likely to delight them, increase their loyalty with higher retention,
repeat purchases and referrals.

Table 3. The characteristics of selected generations

cation

tion and the Internet,
active on social net-
working sites

Criterion Generation X Generation Y Generation Z
Core values Time Individuality Connectivity
Technology Assimilated Integral Digital natives
Preferred way Prefer personal inter- | Commonly use tele- | Communication via
of communication actions and communi- | phone communica- smartphones, active

on social networking
sites, create own doc-
uments and databas-
es, use the web to re-
search and network

Communication media

Cellular phones

The Internet, picture
phones, e-mails

Smartphones, tablets
and other mobile
devices

Financial needs and
expectations

1) cautious and con-
servative

2) looking for mort-
gages, investment
insurance, saving
programmes

3) money is a means
to an end

4) used to ingrained
status quo banking

5) some find their
bank’s existing mo-
bile interface diffi-
cult to work with

6) display some will-
ingness to adopt
mobile banking,
but they lack the
enthusiasm

7) security con-
cerns about new
technology

8) declare the open-
ness to the idea
of mobile banking

1) earn to spend

2) money is today’s
payoff

3) looking for first
car loans, first
mortgages, credit
cards, student loans

4) half of them would
switch banks
to mobile payments
capability from
their primary bank

1) looking for savings
and payment ac-
counts, first credit
cards, student loans
more conservative,
more money-ori-
ented, more en-
trepreneurial and
pragmatic about
money compared
to Millennials,
elusive to tradition-
al financial servic-
es providers
use mostly mobile
devices such
as smartphones,
tablets, and laptops
for communication
5) expect everything
to be digital
6) expect seamless
cross-channel
customer service

2)

4

~

Source: authors'own elaboration based on First Data Corporation, 2010; Williams, Page, 2011;
BMO Wealth Institute, 2014
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The rapid adoption of technology by consumers is changing their needs and
the way they interact with banks (CFSA, 2015). Mobile channels will probably
become the “first screen” through which customers interact with a bank. Banks
will need to innovate to meet customers’ expectations and compete with nonbank
institutions. FinTechstart-ups and other non-bank financial services providers en-
tering the banking market will create more options for customers. Banks should
offer mobile apps different from every other mobile banking app to keep custom-
ers engaged and provide them with an experience similar to that of using the Am-
azon, Google or Apple apps (CFSA, 2015; Arnfield, 2016).

4. The framework for including mobile technology
in Banks’ Business Model

The analysis of mobile banking application along with the progressive increase
of smartphone users and m-commerce development show the impressive poten-
tial of mobile technology. Banks’ existing business models treated this technol-
ogy as one of communication or/and distribution channels. They focused rather
on selected aspects of banks’ activity such as a range of products and financial
needs that might be fulfilled by those products (universal bank and specialised
bank), a level of service quality and its correlation with a price level (financial
advisor for mass affluent customers, community bank model, discount bank
model, trust operator model), as well as the nature and scope of activities and
funding strategies (Capgemini, 2008; Deloitte, 2012; Thomkus, 2014; Roeng-

pitya, Tarashev, Tsatsaronis, 2014; Ayadi et al., 2016; Framé, Vouldis, 2017).

They took into account general customers’ needs and expectations but did not

focus on delighting them during the overall customer journey with the bank.

Competing with non-bank providers will require changing the prior assump-

tion of banks’ business models and developing the ability to create exception-

al, personalised value for customers.
Decreasing the consumer defection rate might be achieved by implementing

three customer elements simultaneously (Symons, Wright, Ott, 2007):

1) designing the right propositions for the right customers — a task that involves
identifying target segments of the market and crafting propositions and ex-
periences to delight them,

2) delivering these propositions by focusing the entire company on them with
an early and ongoing emphasis on cross-functional collaboration,

3) continually developing the capabilities to delight customers again and again.
Each of these “Three D’s” contributes to value for customers’ creation and re-

inforces the others. When wielded together, they can effectively transform a bank
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into an organisation that is continually and profitably developing an individual
customer’s satisfaction and loyalty.

As banks play a crucial role in the economy, their business models must ac-
commodate and balance a particular bank’s aims focused on value creation, its
market position and profits with the public interest focused on safety. The analy-
sis of concurrent banks’ business models and the results of other research are the
basis for preparing the foundations of the framework for a customer-focused bank
business model. Figure 2 presents the conceptual framework that combines the
safety and regulations requirement with resources management and active inter-

experience

action with customers based on the “Three D’s” concept.
KEY ACTIVITIES
_j‘> LEADING TO VALUE PROPOSITION CREATION é:‘
Appeal to Target 2]
hearts and consumers %
w U capture minds with precision <:— =
Z —j‘> DESIGN 19
S =
= =
< 4 Consumer- ;
é E | | Focused Social =
E E _j‘> Business Model <::: j
Z z Win over new =
_ ¥ Dellre to be customers E
=< different carly s
Q 4
3 —j‘> DEVELOP < DELIVER <:] S
] Let customers =
do the talking Manage the %
=

BUSINESS MODEL FINANCIAL FOUNDATION

Capital Management
Assets And Liabilities Management

Figure 2. The Bank 3D business model canvas
Source: authors’own elaboration

Table 4 presents the relationship between the model fields, core values of dif-
ferent generations and possible application of mobile technology for driving cus-
tomers’ value.

The detailed components of a business model must be carefully crafted
to capitalise the enthusiasm that new customers bring to their selection of prod-
ucts and provider, and allow the bank to monitor how customers are using
its services and systematically track any potential problems that could cause
a new customer to defect. Managing the customer relationship needs tracking
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how well the bank delivers on promises and what is the customers’ experi-
ence day by day in contacts they have with each branch office or call centre.
The ability to delight customers, again and again, means not only gathering
customers’ opinions but the use of these findings to correct shortcomings,
fine-tune product and service offerings, and, by tying improvements to com-
pensation, motivate employees. All these processes may be successfully sup-
ported by mobile technology. They should include mobile channels as part
of multichannel integration (using mobile technology will help in the process
of creating an optimised, seamless experience), next-generation mobile branch
networks that include ‘cookie-cutter’ branches, innovative relationship man-
agement, with a particular focus on customers’ experience and customer feed-
back management.

Table 4. The mobile technology as a value driver for customers’ generations in banks'’
business models

e Generations’
Business Mobile Technology Application
Values
Model

Real-time analysis of customers’ behaviour concerning:

1) time, scope of used services, location, preferred way of commu-
Design nication,

2) customers’ activity in social media,

3) big data analysis.

Generation X | 1) remote anytime-anywhere access to banking services,

— Time 2) matching the banking offer with an individual customer’s needs
and expectations based on an analysis of current cooperation
Deliver Generation Y and estimations send via mobile devices,

— Individuality | 3) putting the mobile channel at the heart of multichannel strategy,
4) communication via social media, chat, video and other
Generation Z real-time options.

— Connectivity | ) implementation of machine learning solutions into banks’
mobile applications,

2) cooperation with e-commerce platforms,

3) active participation in customers’ journeys in different markets
(bank’s mobile platforms as a service centre),

4) following and responding to mobile market trends.

Develop

Source: authors’own elaboration

The integrated business model architecture must be powered by analytics (re-
al-time event management and others), advanced digital advisory and need-based
offerings optimised by customers and channels. Additionally, banks will base
building long-term relations with customers on their engagement where they spend
their time (e.g.: on social media), following their personal interests, leveraging
influencers, and co-creation based on increased customer intimacy. The future
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success depends on the ability to create a digital ecosystem. In such an ecosys-

tem, banks will serve as a trust centre with an extended proposition (financial and

non-financial) wherever customers leverage the power of mobile and offer m-pay-

ment services (Accenture, 2012).

The presented conceptual framework for a bank business model enabling
the increase of customers’ engagement could be the basis for further quantita-
tive empirical research focused on factors that can help or interrupt using mobile
technology for its development. Among different factors influencing the shape
of banks’ business models and their ability to create and deliver value are (Ku-
mar et al., 2016):

1) the threat of new entrants resulting in increased competition from FinTechs
and neo-banks — non-banking service providers in the form of Fintech players
are causing disruption and disintermediation, often targeting discrete highly
profitable segments of the banking value chain,

2) changing customer demographics and expectations that are driving the need
for innovation to meet customers’ demand,

3) the increasing risk of cyber threats — facing the unprecedented challenge
of data breaches, banks are forced to strengthen their security and authenti-
cation systems,

4) the development of cloud services for core business activities as a key ena-
bler of increased agility and improved cost efficiency to support banks’ busi-
ness strategy,

5) the need for the transformation of banks’ legacy systems allowing them
to drive agility, achieve better time to market, and develop competitive dif-
ferentiation,

6) the development of distributed ledger technology that is expected to elimi-
nate banks’ need for managing multiple databases and reconciliation struc-
ture as well as to enhance the transpiration of transaction into the future,

7) the necessity for full integration of banks’ risk management and com-
pliance,

8) the implementation of advanced analytics to deliver insights about custom-
ers focused on detection and mitigation of risks associated with frauds,

9) financial inclusion and financial awareness.

Today’s banking customers want more transparency, more simplicity and easy
access. Above all, they seek a seamless experience as they move from one channel
to another. Customers are interacting with multiple channels, both physical and
digital. More and more, they rate banks according to the overall experience.
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5. Conclusions

The last decades have brought fast development of new technologies that have in-
fluenced customers’ market behaviour. Compared to non-bank financial services,
provider banks are perceived as traditional ones. Although they implement mobile
technology and mobile applications in some fields of their market activity, their
business models are still not focusing on creating, delivering and enhancing val-
ue for customers. It is high time to start to be more communicative, more custom-
er-centric and innovative.

The literature review concerning business models, the analysis of banks’ con-
temporary business models and mobile technology application in the retail banking
market provided the foundations for preparing the proposed bank business model
framework. The business model concept presented in the paper incorporates the
two core aspects of banks’ market activity.

The first is the ability to delight customers and deliver value during the whole
customer experience. Such an ability is necessary for creating a competitive ad-
vantage and maintaining the bank’s market position. Today designing and deliv-
ering value for customer is commonly considered to be one of the most important
parts of creating customer loyalty. Mobile channels are thought to be more suit-
able for delighting customers than branch or call centre experiences and leading
to increased loyalty with higher customer retention, repeat purchases and referrals.
Customers increasingly expect to follow up with bank staff through digital chat,
video or other real-time options, and banks actively develop them (Symons, Wright,
Ott, 2007; Arnfield, 2015; 2016; Klimontowicz, Derwisz, 2016; Hes, Jilkova, 2016;
Vlasov, 2017; Japparova, Rupeika-Apoga, 2017). The assumed potential of mo-
bile technology presented in the paper corresponds also to some predictions made
by Deloitte, Capgemini and Accenture (Deloitte, 2012; Accenture, 2012; Marti-
no, Schaffner, 2015; Kumar et al., 2016; Kobler, Bucherer, Schlotmann, 2016).

The second aspect is banks’ social and economic responsibility that requires
adequate capital, assets and liabilities management and fulfilling the regulatory
requirements. The strong financial foundations for business models correspond
to findings of those researchers who base their business model analysis on finan-
cial data (Roengpitya, Tarashev, Tsatsaronis, 2014; Thomkus, 2014; Ayadi et al.,
2016; Framé, Vouldis, 2017)

Combining customers’ engagement in the value creation process with strong
financial foundations for the business model should bring benefits not only for
a given bank but also for the whole economy and society. Such a complex business
model framework must be precisely matched with a particular bank’s specificity.
In the nearest future, banks’ business model must reflect changes in customers’
behaviour and expectations as well as take into account new market players and
they value proposals.
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Technologia mobilna w modelach biznesowych bankéw

Streszczenie: Zmiany, ktdre dokonaty sie na rynku bankowym na przestrzeni ostatnich kilku dekad,
stanowig dla bankéw Zrédto nowych wyzwan. Rozwoj technologii mobilnych ma znaczacy wptyw
na wiele obszaréw ludzkich dziatar, w tym zachowania na rynku ustug bankowych. Upowszechnienie
technologii mobilnej zmienito zaréwno sposdb przekazywania informacji i komunikadji, jak i zacho-
wania nabywcze klientow. Wszystkie te zmiany powinny by¢ uwzglednianie w procesie poszukiwania
Zrédet przewagi konkurencyjnej i projektowania modelu biznesowego banku.

Celem artykutu jest zaproponowanie zatozeri modelu biznesowego banku uwzgledniajacych tech-
nologie mobilng jako narzedzie dostarczania wartosci dla klientéw i Zrodto przewagi konkurencyjnej.
Zatozenia te zostaty opracowane na podstawie studiow literaturowych. W artykule przedstawiono
analize modeli biznesowych wykorzystywanych przez banki, dostarczanych w ramach tych mode-
li propozycji wartosci dla klientéw oraz ich dopasowania do potrzeb i oczekiwan odbiorcéw. Ana-
lize podsumowuja przestanki dotyczace wykorzystania technologii mobilnej do dalszego rozwoju
modeli biznesowych bankéw, sformutowane z perspektywy kreowania i dostarczania wartosci dla
klientéw.

Stowa kluczowe: model biznesowy banku, technologia mobilna, warto$¢ dla klienta, innowacje
bankowe
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