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VAR U N MAT HUR

Banking for the 
Visually Impaired  
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With the advent of digital banking and rise of online financial  
institutions, many think of the most basic banking transactions —
from checking account balances to paying bills and even sending 
money to friends — as tasks that no longer require assistance.

However, around 285 million 
visually impaired people globally 
do not have the privilege of  
such independence. 

A survey from the UK’s Royal National 
Institute of Blind reminds us that the 
majority (69%) of blind and partially 
sighted people rely on the assistance 
of family, friends and others to manage 
their financial affairs. 

The rise of smartphone adoption and its 
extensive usage by consumers univer-
sally has provided ample opportunity 
for banks (both traditional and digital) 
to come up with targeted solutions for 
people with visual impairments, in order 
to make banking more accessible for 

them. Currently, few banks have intro-
duced significant initiatives for these 
customers. But in order to create truly 
customer-centric brand experiences, 
organizations must consider accessi-
bility for all types of consumers.

It doesn’t have to be difficult. Some 
notable technologies already in the 
marketplace today include braille-lan-
guage signage, special display keys, 
and talking ATMs, which are equipped 
with voice guides and earphone jacks.

Other banks have made their websites 
conform to accessibility guidelines, 
or provided specially designed credit 
cards featuring braille markings to 
differentiate a savings card from a  
debit card.

USAA (a financial services provider to 
current and past members of the US 
Armed Forces) now offers a standout 
accessibility feature: voice-guided assis-
tance for remotely depositing checks. 
There are also talking card readers 
available that enable users to hear both 
the numbers they enter and those the 
bank asks them to type during online 
authentication.
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D I G I TA L  T E C H N O L O G Y 
W I L L  C R E AT E  N E W 
P O S S I B I L I T I E S

With all the advancements 
in biometrics, voice-enabled 
technologies, and other inno-
vations, banks now have the 
option of leveraging new-age 
technologies to benefit 
visually impaired consumers. 
Text-to-speech technology 
has become quite popular, 
along with digital assistants 
such as Apple’s Siri, Google 
Voice, Microsoft’s Cortana, 
Amazon’s Echo/Alexa and 
Facebook’s M, to name a few.

Voice technology in 
particular is beginning to 
have a significant impact 
on banking operations, with 
applications in authentica-
tion, checking balances, and 
transferring money. Several 
leading financial institutions 
have already deployed voice 
biometrics for authentica-
tion in mobile apps and call 
centers.

Santander Bank customers, 
for example, can now talk to 
their SmartBank mobile app 
and get answers regarding 
their recent transactions. 
Capital One is experimenting 
with Amazon Echo, which 
answers voice queries on 
account balance and recent 
transactions, and facilitates 
bill payments.

While these solutions will be 
add-ons for general users, 
for the visually impaired 
audience, voice solutions and 
further advancements in arti-
ficial intelligence can actually 
accelerate their entry into 
mainstream banking. Banks 
will also need to consider 
deploying other technologies 
when voice technology is 
not feasible—such as when 
privacy or noise is an issue.

Additionally, several inde-
pendent applications cater 
to specific needs of the 
visually impaired, and banks 
can consider embedding 
relevant features into their 
own customer experience. 

“Voice solutions and 
further advancements 

in artificial intelligence 
can actually accelerate 
(the visually impaired 
audience’s) entry into 
mainstream banking.”

For instance, embedding a 
special money reader feature 
in the mobile banking apps 
helps identiy the denomina-
tion of a paper bill, making 
for more confident cash 
transactions.
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Everyone enjoys the  
independence of managing  
their financial affairs,  
including partially sighted  
and blind people.

Today, technology is robust enough to 
help the visually impaired with their 
banking needs and facilitate their 
financial independence and inclusion. 
By offering specific solutions for the 
visually impaired, banks will not only 
attract new customers to the mix, but 
will also be more socially responsible. 

WH ER E TO BEG IN?

The following 5-step framework  
will help banks make their services  
more accessible:

1  
AU D IT

Check the banking services and digital 
assets that are already in place to ensure 
inclusion of all required accessibility 
guidelines on websites and mobile apps.

2  
EN VIS ION

Explore relevant technologies, espe-
cially voice technology, and explore  
how they can be incorporated into 
existing systems to benefit the visually 
impaired. Customer journey maps are 
key to a better understanding of the 
problems faced by this segment of the 
target audience, which will in turn help 
identify the right technologies.

3  
IMPLEMENT

Collaborate with user experience and 
technology partners to create relevant 
solutions. The pace of development can 
be further accelerated by following a 
platform approach and allowing third 
parties to develop solutions through 
open APIs (Application Programing 
Interfaces).

4  
TRAIN

Educate the visually impaired about the 
existing and new accessibility features. 
For example, NatWest partnered with 
the Royal National Institute of Blind 
People when it updated its mobile 
banking app to support those with 

STRATEGY FOR 
ACCESSIBLE BANKING

ENVISION

2

AUDIT

1

FEED-
FORWARD

5
TRAIN

4

IMPLEMENT

3

visual impairment. Similarly, State Bank 
of India worked with Atmadeepam, a 
social organization working towards the 
holistic development of the disabled, 
to train visually impaired people to 
operate an ATM.

5  
FEED-FORWARD

Capture and consider feedback from 
customers to analyze the challenges 
they face with existing solutions, and 
gather input on what needs to change 
in order to make them become more 
independent in their day-to-day 
banking.

B A N K S  N E E D  T O  R E - E X A M I N E 
E X I S T I N G  O F F E R I N G S  A N D 
I N V E N T  N E W  O N E S
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SapientRazorfish is a new breed of transformation partner designed to help 
companies reimagine their businesses for the connected world. SapientRazorfish 
partners with financial services organizations to strategize, design and build 
differentiated, flexible, and compliant digital experiences that inspire customers 
to reimagine their personal financial stories. With more than 12,000 people and 
70 offices around the globe, our capabilities span growth and business model 
strategy, new product and service innovation, customer experience, enterprise 
digital transformation, IT modernization, omni-channel commerce, precision 
marketing, change management, digital operations, digital innovation, data 
strategy and advanced analytics.

About  
SapientRazorfish

sapientrazorfish.com 
Copyright 2017 Sapient Corporation

Commit to Customers First

As with any other new initiative, when implementing 
solutions for the visually impaired (90% of whom live in 
low-income settings), banks must consider ROI, brand 
benefits, and even altruistic factors. But more importantly, 
they must focus on their commitment to putting the 
customer first. 

SapientRazorfish believes that the path to results-oriented 
business transformation demands radical customer-cen-
tricity—a commitment to creating valuable, insight-driven 
brand experiences for all customers.

GET  IN  TOU CH

To learn more about how financial services 
institutions can engage audiences of all 
kinds, contact Alec Coughlin at 
alec.coughlin@sapientrazorfish.com.
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