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OVERVIEW

About This Report
The information in this report examines the key themes that 
define the digital brand experience of Nymbus and its competitors 
through the lens of brand archetype, brand personality and brand 
messaging. It also explores the seismic shifts taking place in the 
banking and finance industry that Nymbus can take advantage 
of to continue winning in this space. Insights were sourced from 
industry analyst reports, brands’ websites and social platforms.
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BACKGROUND

Competition in the banking industry is intensifying. Most banks today run on 
legacy, first-generation product and servicing platforms that were never designed 
with our digital age in mind. With the advent of digital banking and Banking as a 
Service, footprint is no longer restricted to the geographic reach of brick-and-mortar 
branches. Neo-banks are leveraging modern core technology and connected 
services to enter the market with pure digital plays, gaining market share at 
approximately a third of the cost of traditional banks.
 
Consumers’ needs and expectations have changed. Ad-hoc transactional-based 
needs have shifted to demand for richer, personalized services and “always on” 
banking wherever they may be. Those banks who can demonstrate empathy for 
their customers and make a true shift from product-led conversations to  
customer-led ones will win big. 
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BACKGROUND

A main differentiator for banks is to create an emotional connection with their 
customers. Bankers can no longer achieve productive scale with fancier front-end 
experiences only. They will continue to be hampered by legacy and fragmented 
technology stacks that slow down their time to market with meaningful, 
competitive offerings. A compelling, differentiated digital customer experience can 
only be possible with the digitization of core banking processes across front, middle 
and back-office functions.
 
Additionally, the COVID-19 pandemic has intensified consumer shifts and is  
forcing banks to adapt and accelerate their digital transformation efforts in  
order to serve their customers’ needs for mobile and web applications and an 
improved experience. 
 
Incumbent traditional banks will undertake a digital transformation to the core to 
survive, remain competitive, innovate and operate at speed. At the same time, they 
also need to deliver engaging customer experiences.
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BACKGROUND

Deliver banking abilities quickly to allow banks to improve  
time-to-market and differentiate. 

Allow banks to easily leverage APIs and connect 3rd party  
applications for heavy customization of their ecosystem.

Leverage cloud-based technology to reduce costs and scale.  
A reduction in technology debt will help banks focus resources  
on innovation and productivity. 

Data and customer-centric proposition to allow for personalized 
customer experiences.

Minimize risk by softening the disruption of replacing legacy systems, 
or in tandem, offering solutions that leverage the best features of 
those systems. 

1

2

3

4
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Disrupters
There are a number of companies disrupting this space. Those who are able 
to empower retail, commercial and community banks in the following ways 
will lead the space:



Brand Comparison
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THE COMPETITION

VS
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BRAND PERSONALITY MATRIX

Capacity/Volume-Oriented 
Efficient, complex, organized, powerful

Transaction-focused 
Logical, direct,  

results-oriented

Customer-focused 
Friendly, helpful, 

empathetic

Customization/Flexibility-Oriented 
Approachable, simple, innovative
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Archetype Hero Ruler Creator Explorer Everyman Ruler Explorer 

Attributes & 
Values

Gritty

Revolutionary

Courageous

Bold

Driven

Inspirational

Clinical

Collaborative

Comprehensive

Trusting

Serious

Reassuring

Change Makers

Quirky

Fun

Innovative

Dynamic

Precise

Agile

Progressive

Innovative

Open

Accessible

Approachable

Flexible 

Caring

Customer 
Focused

Confident

Inclusive

Traditional

Innovative

Meticulous

Secure

Smart

Multi-National

Innovative

Pioneering

Personality Contemporary

Smart

Honest

Innovative

Established

Authoritative

Serious

Classic

Knowledgeable

Confident

Sophisticated

Refined

Contemporary

Bold

Simple

Bright

Friendly

Playful

Casual

Innovative

Simple

Confident

Empathetic

Classic

Knowledgeable

Contemporary

Unconventional

Approachable

Friendly

Weakness Zero-risk may not 
be believable

Lacks emotional 
connection 

Undifferentiated 
branding similar to 
other big financial 
players

Change makers 
identity clashes 
with Temenos look 
and feel

Overuse of jargon, 
acronyms and 
technical terms

Content may be 
seen as too salesy 
and not enough 
substance

Limited content 
and looped 
content may 
frustrate

Lacks emotional 
connection

Look and feel 
is spartan and 
reinforces lack of 
connection

Cyberbank  
sub-branding  
is not clearly  
linked to Technisys 
parent brand

Score 
(how strongly  
the brand 
comes through)

B B- B B C C A-

BRAND PERSONALITY COMPARISON
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Twitter @NymbusCore 
1,681 followers
3-4 posts/week

@FISglobal 
20.5k followers
1-2 posts/day

@Temenos 
10.5k followers
Posts daily

@Finxact 
320 followers
1-2 posts/week

@GreenDotBank
16.3K followers
3-4 post/week

@Galileo_tweets
1,144 followers 
2-3 posts/week

@technisys_com
999 followers 
2-3 posts/week

LinkedIn Page Link
2,049 followers
1-2 posts/week

Page Link
323,321 followers
Posts daily

Page Link
180,000 followers
Posts daily

Page Link 
2,549 followers
1-2 posts/week

Page Link
24,020 followers
1-2 posts/month

Page Link
7,705 followers
Posts daily

Page Link
37,091 followers
3-4 post/week

Facebook @nymbuscorebanking 
1,77 followers
2-3 posts/week

@FIStoday
20,711 followers
1-2 posts/day

@TemenosGroup
5,795 followers
Posts daily

N/A @GreenDotBank
411,309 followers
3-4 posts/week

Not active since 
2019

@thenextbanking 
experience
999 followers
2-3 posts/year

YouTube Page Link
14 subscribers 
1 video

Page Link
1.87k  subscribers
2-3 videos/month

Page Link
2.37k subscribers
2-3 videos/month

Page Link
1 subscriber
1 video

Page Link 
2.61K subscribers
16 total videos 
(multiple videos 4 
months ago)

Page Link
No subscribers
Has not posted 
recently

Page Link
127 Subscribers
1-2 videos/year

Instagram N/A @fis_global
951 followers
5-6 posts/week

@temenosgroup
980 followers
1-2 posts/week

N/A @greendotbank
21.6k followers 
3-4 posts/week

N/A @technisys_com
849 followers
2-3 posts/week

Content 
Types

Customer testimonials 
and featured case 
studies

Articles and blogs 
from industry partners 

Helpful product 
features and statistics

Insider Spotlight 
series to recognize 
employees

Use of infographics

Awards 
announcements

Welcoming new 
partners 

Blog posts with 
thought-leadership 
type content 

Customer case 
studies

Use of video and 
animated graphics

Virtual conference

Informational 
videos and 
customer stories

Uses Spotify to 
broadcast podcasts

Virtual developer 
conference

Welcoming new 
partners 

Latest updates 
on products and 
services

Promotion of 
webinars

Leadership team 
insights

Transformational 
stories

Heavy use of 
statistics

Quarterly 
newsletter updates

Partnership news

Sharing article 
and blogs from 
industry partners

Announcements of 
partnerships

Mix of content 
but mainly for 
consumers and not 
banks

Card promotions

Holiday and season 
themed

Financial freedom 
and financial 
wellness

Helpful tips

Consumer 
testimonials

Podcast episodes

Client media 
coverage and news

Conference 
appearances

CEO insights

Industry thought-
leadership

Informational 
statistics

Video series

Blog posts with 
thought-leadership 
type content 

Infographics

Platform 
announcements

Customer news

Blog posts with 
thought-leadership 
type content

Customer testimonials 
and case studies

Team highlights

Event promotion

SOCIAL MEDIA EXPERIENCE
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SOCIAL MEDIA EXPERIENCE

Repeated 
Themes

Motivational 
messages 

Building trust with 
client stories

Industry news

Branded imagery 
and videos

Awards winner 
announcements

Statistics

Webinar and 
conference 
registrations

Promoting events, 
webinars and 
panel sessions

Educational pieces

Prizes on  
social media

Links to other 
companies 
websites or stories

Teaser copy  
with image to 
promote articles

Limited use  
of video

Promotion through 
short captions  
and images

Videos are 
customer 
testimonials

Offers financial 
advice through 
infographics or 
images

Heavy use of 
emojis and 
hashtags

Leverages social 
media to promote 
their podcast

Tweets have 
embedded images 
or promote 
an article 

Retweets a lot 

All YouTube videos 
are interviews or 
testimonials usually 
short in length

Tweets include  
short description 
linking to content

YouTube videos  
for conferences  
or speeches

Lots of imagery of 
their people

Heavy use of imagery 
with descriptions

Calls To 
Action

Hear from  
our partners

Meet our team

Learn more on  
our website

See how we  
can help

Learn more on  
our website

Watch and  
listen now 

Register now  
for conferences 
and webinars

Latest updates, 
view on website

Register for 
conference or 
webinar

Sign up to win  
a prize

Read the 
latest news 

Read the results

See what we’ve 
been up to in our 
newsletter

Read more,  
articles on  
industry websites

Follow these steps 

@mention a friend 
to let them know 

Tell us what you  
are saving for 

Shop online or 
through the app

We are hiring,  
join our team

Tune in to  
our podcast

Read it here

Access the  
full report

Click through to  
find out more or 
watch a video 

Download this 

We are hiring,  
join our team 

Meet us by  
clicking link 

Register now 

Read the full article

Notes Tone is 
motivational 
informational  
and places them 
as an industry 
thought-leader

Posts are replicated 
on all platforms

Only 1 video 
currently on 
YouTube

Instagram, Twitter 
and Facebook post 
same content 

Almost all 
posts contain 
information or 
a link to their 
website or further 
information

Targets CIOs

Good use of video 
and images

Hosted a developer 
conference

Has an IGTV page 
and use Instagram 
stories

Competitions 
posted on social 
media

A lot of 
informational 
videos and links

Tone is  
marketing-led and 
conversational

Consistent use of 
a short phrase or 
explanation and 
then link an article

Promotes thought 
leadership and 
external pieces 

Use of tagging, e.g., 
@Forbes or  
@pynmnts

Targets both banks 
and consumers  
but emphasis is  
on consumers

Includes short 
captions with an 
informative image 
or infographic

Asks followers 
to tag someone 
(increasing 
audience/ 
following)

Almost every  
post includes the 
use of emojis

Tone is direct and 
informational

Social channels 
used to promote 
virtual conferences

Publishes a 
podcast with 
its own Twitter 
account @
fintechinsiders 
with almost 26k 
followers

The hashtag 
that they use is 
#galileolife with 
around 319 posts

Content is diversified 
between Twitter and 
Facebook/Instagram

Advertises 
promotional events  
on their social media

Strong focus on family 
and relationships like 
Mother’s Day posts 
and promotion of  
Breast and Cancer 
Awareness month

A number of  
mentions highlighting 
their team
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SOCIAL MEDIA EXAMPLES

Nymbus

Green Dot

FIS

Galileo

Temenos

Technisys

Finxact



Website Imagery 
& Messaging
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https://nymbus.com/
Look: power/prestige/techy

Nymbus

WEBSITE IMAGERY & MESSAGING: NYMBUS

FEATURES CUSTOMERS

PRODUCTSHOME HERO
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WEBSITE IMAGERY & MESSAGING: NYMBUS

Perceived Positioning
TRUSTED FACILITATOR - Making it easy for financial institutions to launch a digital 
bank without risk and overheads  

What They Say
PROMISE - Launch a digital bank in 90 days risk-free

PURPOSE - Disrupting the financial services market by enabling risk-free solutions 
for digital innovation and growth

MISSION - To be a remarkably high-functioning and customer-focused team that 
provides the most innovative technology and services to every financial institution 
in the world

DO - Turnkey solution to launch a digital bank, apps for onboarding, cloud-based 
core banking functions, marketing, lending, payments and operations

Brand Architecture
Master Brand with “smart” prefix for product names

Archetype
HERO - Looking to revolutionize and be at forefront of BaaS (Banking as a Service)

What This Means For Nymbus
Nymbus leads with their launching a digital bank in 90 days message and achieves 
cut-through here. Although their products are easy to navigate to, they lack 
cohesiveness other than having the “Smart” prefix in front of each product name.  
“Zero Risk” may not resonate with all audiences.

Claims
A revolutionary alternative to 
legacy banking business model

Leading provider of banking 
technology and risk-free 
solutions to rapidly innovate, 
digitize banking operations and 
customer-facing channels

Offers
SmartLaunch - Launch a new 
bank in 90 days or less

SmartCore - Migrate to the most 
modern live core

SmartMarketing - Engage your 
customers’ entire banking journey

SmartOnboarding - Make account 
opening frictionless

SmartLoans - Modernize your loan 
origination

SmartLenders - Paycheck 
protection program loans

SmartServices - Upgrade your 
real-time operations

SmartPayments - Faster access to 
advanced digital payments
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WEBSITE IMAGERY & MESSAGING: FIS

https://www.fisglobal.com
Look: corporate/modern/techy

FIS

FEATURES

HOME HERO

SOLUTIONS

TESTIMONIALS
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WEBSITE IMAGERY & MESSAGING: FIS

Perceived Positioning
GLOBAL LEADER - Leveraging partnerships and components to empower financial 
institutions with best-in-class solutions

What They Say
TAGLINE - Advancing the way the world pays, banks and invests

PROMISE - Rise with FIS – a core system to meet financial institutions of all sizes

PURPOSE - We empower the financial world

MISSION - We lift economies and communities by advancing the way the world pays, 
banks and invests

DO - FIS offers a wide array  of digital and core services. They include banking hardware, 
enhancing the branch channel experience, implementing an integrated core, 
supplementing legacy cores with digital solutions , and digital payments through their 
partnership with Zelle®.

Brand Architecture
Master brand with FIS branded solutions

Archetype
RULER - Possesses a high degree of confidence and has an innate desire to be the leader

What This Means For Nymbus
FIS is an established player but is probably not as agile as Nymbus. FIS targets neo-banks and fintechs with other arms of its 
company. However, they are inflexible when it comes to meeting the modern needs of a progressive bank or credit union.

Claims
A core banking modernization 
solution with speed, 
connectivity and a world-class 
partner

Plug-and-play to build the 
bank you need today with the 
flexibility and speed needed to 
innovate into the future

Offers
Great banking equipment at 
even better prices.

A core system to meet financial 
institutions of all sizes

Advance your bank with a 
modern core platform

A modernized core built for 
community banking

Connecting customers to their 
money through personalized, 
intuitive experiences
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WEBSITE IMAGERY & MESSAGING: TEMENOS

https://www.temenos.com
Look: clean/friendly/accessible

Temenos

SOLUTIONS

ROI CALLOUTS

EVENTS

HOME HERO

TESTIMONIALS
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WEBSITE IMAGERY & MESSAGING: TEMENOS

Perceived Positioning
MARKET LEADER - Established software provider with the world’s #1  
banking platform

What They Say
TAGLINE - The banking software company

PROMISE - Reinvent banking with the world’s #1 banking platform

PURPOSE - Passion for innovation to transform the banking industry

MISSION - Passionate about helping financial institutions of all sizes, 
in all sectors, around the world, to dramatically accelerate their digital 
transformation

DO - Temenos has a full-service offer helping banks and fintechs to rapidly 
launch a bank. Temenos Transact is cloud-based, scalable core banking 
service. They also support payments and a number of other ancillary 
banking services.

Brand Architecture
Master brand with branded products

Archetype
CREATOR - Change-makers disrupting and changing the landscape of 
banking through technology

What This Means For Nymbus
Temenos’s platform offer is extensive and Nymbus has quite a way to go to. Temenos has done a good job to highlight the 
impact of COVID-19 and positioning their products to meet the challenge.

Claims
Enable clients to achieve industry-leading 
cost to income ratios of 26.8% and returns on 
equity of 29%, 3X the industry average

Invest over 50% of IT budget on growth  
and innovation vs maintenance, 2X the 
industry average

The richest end-to-end packaged country 
model bank functionality

The most advanced cloud-native,  
cloud-agnostic, AI and API technology

An industry leader according to the latest 
Forrester Wave report on Digital Banking 
Processing Platforms

Offers
Digital Front Office - Drive outstanding 
experiences across customer journeys

Core Banking - Combining cutting-edge 
banking technology with flexible and 
extensive business support

Payments - A universal end-to-end 
payments solution based on ISO 20022 
standards and support for all payment types
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WEBSITE IMAGERY & MESSAGING: FINXACT

https://finxact.com/
Look: contemporary/clean/bright

Finxact

FEATURES

HOME HERO

TESTIMONIALS

ICONOGRAPHY
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WEBSITE IMAGERY & MESSAGING: FINXACT

Perceived Positioning
CORE SPECIALIST - Leader in redefining the core for the  
future of banking

What They Say
TAGLINE - Core as a service

PROMISE - To be the best at what we do

PURPOSE - Innovation – a new vision for banking

MISSION - Redefining core processing, how it is delivered, 
consumed and the value it drives for banks

DO - A flexible core platform empowering banks to customize 
their own product ecosystem. Banks can use APIs to seamlessly 
connect vendor solutions with their platform.

Brand Architecture
Master brand with descriptive product names

Archetype
EXPLORER - Setting a path for banks to continuously innovate 
with cloud

What This Means For Nymbus
Finxact has a similar core proposition to Nymbus with promises of speed to market and mitigating risk. Finxact shows  
how their platform can enhance the consumer experience through creating products on demand and integrating new  
services as needed.

Claims
Future-proof your bank with a lean, agile core

Enabling real-time, customer-centric banking

API first - 100% accessible open API endpoints 
for flexibility and customization puts the bank in 
charge of its own ecosystem

Faster time to market and integration to 3rd party 
products and services

Core as a service - A modern approach to  
core banking

Delivers a cloud-native Core as a Service, enabling 
banks to quickly innovate without technology 
upheaval

Offers
Launch a digital-only bank - For customer 
acquisition and innovation lab for next-gen core

Launch a new product or product suite - 
Application based to test a new value proposition

Hollow-out the legacy core (and innovate in 
tandem) reducing risk and costs

Marketplace brings together a network of providers
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WEBSITE IMAGERY & MESSAGING: GREEN DOT

https://www.greendot.com/
Look: clean/clichéd/dated

Green Dot

SOLUTIONS

HOME HERO

TESTIMONIALS

ROI CALLOUTS
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WEBSITE IMAGERY & MESSAGING: GREEN DOT

Perceived Positioning
FULL-SERVICE BANKING - Trusted banking solutions provider who is innovative, 
comprehensive and proven

What They Say
TAGLINE - Join the revolution 

PROMISE - Custom banking solutions with proven scale for disruptive and visionary 
brands

PURPOSE - Changing the way people interact with money, and challenging 
conventional thinking on what a bank can be

MISSION - Reinventing banking, providing simple financial products for the masses, 
powering the banking industry’s branchless future

DO - Wholly owned integrated bank with branded cards, cash solutions (e.g., Uber 
Visa debit account powered by BaaS), payments, payroll and tax services

Brand Architecture
Master brand with descriptive product names. Use “rapid!” sub-branding for payroll 
and tax services, e.g., rapid! PayCard

Archetype
EVERYMAN - Making banking and payments accessible to brands and fintechs

What This Means For Nymbus
Having an integrated bank helps set Green Dot apart from the competition.  This is certainly appealing to fintechs and other 
verticals wanting to enter the digital banking industry.

Claims
Only platform that provides 
an integrated bank, program 
management and enterprise-
grade APIs all in one

Custom banking solution

Country’s largest retail cash in 
network with 90,000+ locations

Powerful APIs - Industry’s leading 
technology stack

Proven scale - Comprehensive 
capabilities

Offers
Deliver full-service, mobile-first, 
online banking experience that 
integrates seamlessly with your 
existing platforms

Keep your brand top of mind 
with white label credit, debit and 
prepaid cards

Enable retail cash deposits 
and withdrawals at retailers 
nationwide
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WEBSITE IMAGERY & MESSAGING: GALILEO

https://www.galileo-ft.com/
Look: corporate/clinical/bland

Galileo

SOLUTIONS

FEATURES

HOME HERO

INDUSTRY SUCCESS
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WEBSITE IMAGERY & MESSAGING: GALILEO

Perceived Positioning
COLLABORATIVE PARTNER - Powering the world’s most innovative fintechs

What They Say
TAGLINE - Let’s simplify fintech / Processing together

PROMISE - The API standard for card issuing and digital banking. Galileo removes 
the complexities of payments, so you can focus on creating great card issuing 
and digital banking experiences.

PURPOSE - Our passion for innovation lets us accomplish what others say is 
impossible to accelerate our clients’ success

MISSION - Focusing our no-limits approach to opportunities in fintech and 
payments to create innovative solutions that drive our clients’ success

DO - Powerful payment processing platform offers easiest way to create 
sophisticated payment card programs and digital banking solutions

Brand Architecture
Master brand with branded solutions Galileo Instant and Galileo Pro

Archetype
RULER - Prevents chaos by taking control. Leading digital banking solutions for 
fintechs with meticulous and precise  execution.

What This Means For Nymbus
Galileo has a techy feel, but it also loses any human connection despite images of people. They have an impressive portfolio of 
renowned clients. In their solutions pages, they clearly articulate client challenges and their solution, reinforcing this by ‘name-
dropping’ the clients they served.

Claims
Galileo’s open APIs connect you 
to the most advanced capabilities 
in fintech and payments – with 
power, speed and simplicity

Platform - Fully integrated 
platform to handle the flow of 
funds with speed and precision

Offers
Galileo Pro - Total control over  
payment card or digital banking 
solution, with maximum flexibility 
and customization

Galileo Instant - Spin up your own 
digital banking product
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WEBSITE IMAGERY & MESSAGING: TECHNISYS

https://technisys.com/
Look: clean/corporate/dated

Technisys

SOLUTIONS

HOME HERO

TESTIMONIALS

INDUSTRY SUCCESS
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WEBSITE IMAGERY & MESSAGING: TECHNISYS

Perceived Positioning
GLOBAL PIONEERS - Digital banking for established banks to transform to digital 
and challenger, neo-banks and fintechs to jump-start

What They Say
TAGLINE - Ready to differentiate

PROMISE - Delivering exceptional digital banking experiences to help you go 
beyond digital banking and become an integral part of your customers’ lives

PURPOSE - A digital ally for clients in the financial industry who need to compete 
in a new digital age. Bring value to the market, value to customers, help them be 
more competitive and differentiate from the competition.

MISSION - To simplify life for individuals through the best digital experiences in 
financial services

DO - A digital engagement accelerator and next-gen core banking platform

Brand Architecture
Master brand with “cyberbank” prefix product branding

Archetype
EXPLORER - Pioneering and disrupting

What This Means For Nymbus
Technisys has a more contemporary and approachable feel with an end-consumer focus and more of an emotional connection 
to the why behind their technology. Technisys claims the same time frame to spin-up a digital bank.

Claims
One of the leading global providers 
of next-generation digital banking 
platforms

Cyberbank product can spin up 
digital banking transformation or 
startup project in three months

Offers
Cyberbank Core - Create and refine 
products and services dynamically 
based on your customers’ needs 
and behaviors

Cyberbank Digital - Create digital 
ecosystems and experiences



Competition at a Glance
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BRAND TAKEAWAYS

Brand Voice:

CLINICAL

INSIGHTFUL

CONFIDENT

Messaging Strategy:
Communicating a breadth of 
services to meet every need. 
Connecting with an understanding 
of issues at play and solving with 
solutions. This is backed up with 
thought-leadership supported 
with client success stories.

Brand Voice:

CONFIDENT

COLLABORATIVE

PASSIONATE

Messaging Strategy:
Promoting global reach and scale. 
Highlighting breadth of banking 
functionality and industry solutions. 
Benefit-led statements aimed at a 
CIO audience with technical terms 
and acronyms. Celebrating their 
clients as “change makers disrupting 
the industry using their solutions.”

Brand Voice:

CONTEMPORARY

EMPOWERING

DRIVEN

Messaging Strategy:
Experts on core as a service specialty.  
Marketing-led, conversational tone 
using simple language and limited 
jargon. Supporting imagery, icons 
and illustrations to help convey the 
message.

Brand Voice:

DIRECT

PERSONABLE

INFORMATIVE

Messaging Strategy:
Benefit-led messages focusing on 
solving problems and delivering 
client outcomes. Demonstrates 
how payment platform can be used 
in real-life applications. Caters to 
developer community too. 

Brand Voice:

CONFIDENT

CURIOUS

CONVERSATIONAL

Messaging Strategy:
Confident messaging on proven 
success with existing clients.  
Product is positioned as the hero to 
help banks, neo-banks and fintechs 
to differentiate. Strong on product 
benefits and business outcomes.

Brand Voice:

FRIENDLY

PUNCHY

SIMPLISTIC

Messaging Strategy:
Teaser copy to drive a call to action 
to get in touch or learn more. 
Creative use of case studies to 
establish credibility. Caters to both 
consumer and business benefits.  
Uses illustrations to call out 
important copy.

Brand Voice:

HONEST

SMART

FUN

Messaging Strategy:
Focused on ease, low-risk and 
affordability. Nymbus will do  
the heavy lifting and provides  
end-to-end solutions. Helpful 
content to convey product 
benefits. Supports with  
thought-leadership and  
client successes.

 “THE ESTABLISHED ONE” “THE PASSIONATE ONE” “THE FOCUSED ONE”

“THE DRIVEN ONE” “THE PIONEERING ONE”“THE SIMPLISTIC ONE”

“THE COLLABORATIVE ONE”
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SWOT ANALYSIS

Brand Strengths

Nymbus has established cut-through with its messaging on spinning up a digital bank 
within 90 days. There is certainly equity to build upon and retain this strong point of 
view. Nymbus is a helpful brand and messaging is clear on how their solutions solve 
problems – it probably doesn’t go far enough to make more of a human connection.  
There is also good communication of the breadth of services offered, but there’s 
certainly an opportunity to elevate this to how the solutions work in concert together 
and to build in messages around flexibility and customization.

Brand Weaknesses

The “zero-risk” message may not resonate with bankers as they are risk-averse by nature.  
The “Smart” prefix in product names feels too salesy and lacks an emotional connection 
focusing on Nymbus rather than the client challenge. De-risk or risk mitigation may 
have better cut-through. Nymbus does a lot of the heavy-lifting in the background for 
clients, ensuring a favorable experience. This is unfortunately unclear in the messaging 
and could be positioned as a differentiator. A number of Nymbus’s competitors lead 
with their client successes and brands they work with. Nymbus may be limiting their 
credibility in the space by not giving their client successes more weight.
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SWOT ANALYSIS

Brand Opportunities

There’s an opportunity to build upon the strong messaging about spinning up a 
digital bank in 90 days to creating a successful one, positioning it as a competitive 
advantage (emphasizing Time to Value) and building lifetime value for end customers. 
With the COVID-19 pandemic, banks are needing to raise their digital game. There’s an 
opportunity to empathize with their situation and position Nymbus as a partner who 
can help them seize this opportunity. The messaging should go further than helping 
banks ‘catch-up’ to consumer needs, but also staying ahead of the curve. There’s huge 
potential in winning in the Digital Bank and Banking as a Service spaces but Nymbus 
should also be clear on positioning themselves as a collaborative partner, who makes 
digital transformation simple and is accountable for delivering the work. Nymbus has 
the opportunity to truly set itself apart through niche and novel approaches versus ‘ 
full-service’ competitors.

Brand Threats

The most immediate threat is Nymbus’s competitors crowding the space. Finxact 
has a compelling offer very similar to Nymbus. Whereas, Temenos and others have 
recognized and admired brands in their portfolio. Nymbus should look to defend 
and improve on the digital bank offer (SmartLaunch) to lead this space. There is a lot 
of noise around platforms, componentization, microservices and APIs  with a lot of 
competitors promoting their platform functionality. There’s an opportunity to include 
the SmartPlatform product as part of an integrated message to help clients win.
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Next Steps
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COMPETITIVE SUMMARY

So, what is Nymbus’s key point of difference? 

In a crowded space that is shifting rapidly, Nymbus has a strong, clearly communicated  
brand position on spinning up a digital bank in 90 days. 

A lot of competitors are competing with platform plays and espousing technology benefits.  
Only Finxact seems to be pushing launching a digital bank in their messaging.

A key opportunity is to evolve their offer from launching a digital bank to creating a successful 
digital bank, one that empowers banks and fintechs to reach new audiences with innovative 
products and services (e.g., BankMD). By delivering on time-to-value, speed and being 
accountable and collaborative partners, Nymbus will help their clients build a lifetime of  
value for their customers. 

ACTION ITEM

More discussion is needed on the future of the platform, how solutions are positioned  
and how Nymbus converts clients to transform their core operations.  
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RECOMMENDED ACTIONS

Refine overall brand position
Nymbus needs to be clear on all their points of difference and how they are going to position them for  
future growth. This needs to be more compelling, starting with a clear understanding of their clients’ 
challenges and opportunities they’re facing – and how Nymbus’s collaborative approach and technology can 
help them win. 

Revamp the messaging to elevate missed opportunities
The primary message may be about launching a successful digital bank, but supporting messaging is 
needed to promote the Nymbus difference to help banks and fintechs be nimble and stay ahead of the 
curve, being accountable for the success of a transformation and delivering measurable value. We also 
recommend changing “zero-risk” sentiment to align more with a risk mitigation or acceptable risk message.

Establish Nymbus as a leader in the Digital Bank and Banking as a Service spaces  
A missed opportunity is to better connect the breadth and depth of services Nymbus offers under their  
Digital Bank and Banking as a Service banners. It’s vitally important to package their offering as a vehicle to 
help banks and fintechs on their journey to digital becoming default.

Revisit the brand architecture
The “Smart” prefix in front of the product names is not client-centric nor does it focus on the  
business challenge. The recommendation is to explore a new brand architecture that leverages  
more solution-focused terms and also aligns better under the Banking as a Service umbrella.

1

2

3

4

Reassess, refine, strengthen. 




