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Building the case for modern  
card issuing 

In June 2019, Bank of America debuted its digital debit card in the  
United States, allowing customers to apply for a new or replacement 
card in its mobile banking app—getting it issued instantly in the  
app itself.1 Digitally issued cards gave customers instant access 
to their funds for digital and contactless in-person payments and 
allowed the issuer to address fraud associated with in-branch card 
issuance.2

Nearly three years later, the COVID-19 pandemic has only 
strengthened the case for digital issuance across the industry. 
Consumers in all age cohorts have become more comfortable with 
digital-first experiences, whether it’s digital health, digital commerce, 
or digital payments. So why would they want to visit a branch or 
wait for days for their new debit or credit card to arrive in the mail? 
Digital card issuance is a natural extension of the convenient and 
instant access to funds that consumers have begun to expect. And 
according to Mastercard’s COVID Consumer Impact Tracker, 57% of 
respondents believe receiving and using digital cards over physical 
cards is a change that’s here to stay.3  

About the survey
Deloitte conducted a consumer payments survey between August and September 2021 to gauge consumers’ interest in the 
experiences powered by a modern card issuing platform. 

The survey was fielded to 1,947 US banked or underbanked consumers by an independent research firm. In this report, we 
focus on four generations of consumers: Generation Z: ages 18–23; millennials: ages 24–39; Generation X: ages 40–55;  
baby boomers+: ages 56 and above.4 Younger respondents (Gen Z and millennials) comprised 60% of the sample. All data 
presented in this report are unweighted.

The survey and resulting report have been prepared in collaboration with Marqeta.
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But digital issuance is only the first step. Modern card issuing is 
an open application programming interface (API) based approach 
to reimagining the card payments experience that not only 
supports instant digital issuance but can also facilitate smoother 
card integration with third-party programs. This integration can 
allow issuers to offer greater personalization and tighter spend 
controls to customers. In essence, modern management can lay 
the groundwork for issuers to give consumers what they expect 
today while also positioning them to meet consumers’ latent 
needs, whether it’s their interest to buy now, pay later (BNPL) in 
installments, or earn crypto or stock rewards.  

To test this hypothesis, we conducted a survey to explore 
consumers’ interest in payment features that can be powered 
by modern card issuing and its impact on their overall financial 
relationships. Our survey indicates that two-thirds of surveyed 
cardholders would expand their relationship with an institution that 
invests in elevating their payments experience and their preferred 
features and functions.



Elevating the payments experience 

The COVID-19 pandemic accelerated the use of digital payments in 
Americans’ day-to-day lives. When shopping in stores, consumers have 
been quick to use tap-and-go contactless payments. And the number 
of American using contactless mobile payment is expected to reach 
125 million in 2025, up from 101.2 million in 2021.5  According to our 
survey, 70% of cardholders used their smartphones to transfer money 
to another person and to shop at e-commerce websites or apps in the 
past year, and 60% of consumers used them to buy groceries. 

Interestingly, many of these e-commerce platforms have embedded 
payments in their overall customer experience, where a default 
payment method—either a card, an account, or a digital wallet—is 
stored on the platform for quicker one-click checkouts. For instance, 
Toast allows diners at its partnering restaurants to scan a QR code to 
order and pay directly from their smartphones, offering 75% faster 
checkout times.6  Some of the in-store experiences, such as those at 
Amazon Go, have eliminated checkout from consumers’ experience  
all together.7 

The growth of digital and embedded payments suggests that the 
status of a customer’s primary card (i.e., the card they use most 
often for their payments) has become more coveted. After all, how 
many times do consumers change their top-of-wallet payment card 

stored on a food ordering or ride-hailing app? To win the primary card 
position, many issuers are competing on economic value by doling 
out unsolicited credit line increases and providing attractive pricing 
structures and rewards.8  While this strategy has been effective,9   
issuers can do more to create a differentiated value for their 
cardholders. 

Changing their lens from product to consumer can uncover several 
differentiation opportunities. Consumers have multiple touchpoints 
in their card payments experience, including application, onboarding, 
payment transactions, rewards accumulation and redemption, debt 
management, and chargebacks. While smartphones have digitized 
the way we pay, the touchpoints before and after the core payment 
transaction are prime for a digital makeover by modern card issuing. 

Using these touchpoints as prompts, we asked cardholders in our 
survey to choose their top three preferred functionalities that would 
elevate their overall payments experience (figure 1). While the list is not 
meant to be comprehensive, it is indicative of the desires of consumers 
that modern card issuing can fulfill. In this section, we will focus on five 
such functionalities.
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Figure 1. Modern card issuing can elevate cardholders’ satisfaction with the overall payments experience
Rank the top three most important features that would elevate your satisfaction with your payments experience 
(Percentages indicate respondents who selected a feature as one of their top three preferences)

51%Easy card integration: Ease of pushing and saving the card  
directly in a digital wallet or any e-commerce website or app

Instant  card issuance: Instant access to an issued 
card, in-person or digitally

Personalized rewards: Personalized rewards aligned with 
your spending behavior in place of fixed rewards

Auto-redemption of rewards: Automatic application of  your 
reward points to purchases, e.g., airline miles automatically 

lowering the price of a plane ticket at time of purchase

Flexibilty in payments: Ability to select transactions to pay using 
BNPL, the ones to roll over, and the ones to pay off

Budgeting: Insights on spending and dynamic  
spend controls  to help manage finances

Superstore app: Ability to conduct multiple day-to-day 
transactions, such as manage investments, transfer money,  

shop for groceries, book a cab, in a single app

Daily accumulation: Daily crediting of reward points or 
cashbacks, in place of end-of-period crediting

Crypto rewards: Ability to earn crypto-based rewards

Digital assets: Ability to buy cryptocurrencies

Advice: Advice to invest and grow savings

44%

44%

25%
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Source: Deloitte 2021 Consumer Payments Survey

Giving a modern makeover to consumers’ 
card payments journey 
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 Digital issuance: Eliminate the waiting time

Applying for a new or replacement card can be a painful experience 
if the issuer’s infrastructure is burdened by legacy processes, paper-
based applications, and manual delays. A new credit card from a large 
issuer typically takes about 7–10 business days, while a replacement 
card takes anywhere from 3–7 days.10  This waiting time doesn’t bode 
well for younger consumers who prefer speed in service and delivery.

In this regard, digital card issuance is a meaningful solution, wherein 
a card is instantly issued in a mobile wallet or an app; of course, 
customers can also request for a physical card if they’d prefer one in 
their tangible wallets. Consumers see value in instant digital issuance, 
with 44% of those surveyed selecting it as one of their top three 
functionalities. In addition, one-in-six consumers in our survey got a 
digital card issued in the past year, and the majority of them agreed 
that: 1) the card application and receiving process was very convenient; 
2) it improved their overall impression of the card issuer and its 
security; and 3) they would recommend the issuer to their family and 
friends for this feature. 

  Easy card integration: Break free from the days of 
manually adding card details

Easy card integration goes hand in hand with digital issuance. Imagine 
consumers getting a digital card issued instantly but having to 
manually save their card details on all their go-to shopping apps, media 
streaming apps, yoga and meditation apps, food ordering apps, and 
mobile wallets—one at a time. Why can’t integration to third-party apps 
be more intuitive? 

One-half of our surveyed customers would prefer the ease of 
automatically saving their cards on third-party apps and wallets  
(figure 1) over manually entering their payment details, even if it’s only 
for the first time. The ability to push the card directly to a wallet could 
provide immediate access and ability to spend funds, whether digitally 
or in person. 

Issuers are taking note and starting with one-to-one integrations. 
American Express launched an app-to-app integration with PayPal 
in October 2021, which allows customers to directly save their Amex 
cards on PayPal with the click of a button.11  Modern card issuing 
expedites this process and uses integration into APIs to allow issuers 
to connect with multiple third-party apps and wallets at scale.12  
Unquestionably, data security is a baseline requirement underpinning 
such integrations.

  Personalization: Impress customers with  
smarter rewards

Who doesn’t like to be rewarded for loyalty? But while rewards have 
always played a significant role in the value proposition of credit 
cards—and more recently debit cards—adding a personalized touch 
can make customers feel special. Two-in-five surveyed customers 
would prefer personalized rewards that account for their spending 
behavior over fixed rewards. 

Legacy infrastructure can impede issuers’ ability to deliver on 
customers’ expectations on personalization. However, modern card 
issuing can allow customers to choose the rewards of their choice, 
whether it’s in the form of cashbacks, statement credits, shares, or 
cryptocurrency. Moreover, the technology underpinning modern 
card issuing can enable incumbent issuers to automate the process 
of identifying customers’ favorite spending categories based on 
their shopping transactions (which can reset every month). This 
way cardholders don’t have to worry about manually selecting their 
preferred rewards categories and can trust they will get rewarded for 
spending on categories most relevant to them. While some issuers 
have launched automated personalized rewards,13 they are largely 
exceptions to the rule. 

  Budgeting: Help them get better control over  
their finances

In our survey, one-in-five cardholders would prefer to have more 
control over their finances. In a digital world, the ability to dynamically 
set limits and alerts on transaction types, geolocations, and amounts 
could mitigate the risk of fraudulent card activity and make consumers 
feel in control over their spending and card debt. In addition, giving 
customers a clearer view of their spending could empower them to 
make better budgeting decisions and allow issuers to push more 
relevant insights on money management.14

The entry of leading payment networks with their digital card programs 
is an encouraging validation to the trend. When Mastercard launched 
its Digital-First Card Program in 2019, it embarked on a journey to 
position digital credit cards from just a payment instrument to a means 
to better money management.15  To achieve its goal, the payment 
network has been onboarding several payment processors on its 
guidelines to digitize cardholders’ life cycle, from application and 
issuance to data reporting and controls. These processors, in turn, 
would work with interested card issuers to enable near-instant digital 
card issuance integrated with built-in controls on transaction limits  
and spending. 
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 Flexible payments: Give them more choice to pay as  
 they wish

US cardholders, especially younger consumers, are looking for choice 
and flexibility as the core tenets of their payments experience. The 
growth of the BNPL industry is a testament to this expectation.   

Over one-half of Gen Z and millennial cardholders in our survey 
used at least one BNPL product in the past year, more than double 
compared to Gen X and boomer BNPL users. Moreover, the use of 
BNPL options is not limited to consumers who don’t have access to 
credit or who don’t prefer to use credit cards. In our survey, 40% of 
customers who consider credit cards as their primary card have also 
used BNPL financing in the past year. 

While many card issuers are entering the BNPL space by launching 
their separate offerings,16 some customers can find a bundled 
product more appealing. One-fifth of our surveyed consumers 
would like the optionality to BNPL, pay instantly, or roll over the 
balance at a transaction level, and a card that bundles these funding 
options together in an integrated offering can give customers that 
choice. With its flexible APIs, modern card issuing can allow issuers 
to layer BNPL offering on a digital card solution with ease.

Delivering value: The whole is greater than the sum of its parts

A careful look at these functionalities indicates that while all of them 
add value to the consumer payments journey individually, they can 
create much more powerful experiences when used together. This 
is especially true for Amanda, a fictitious 22-year-old student who is 
applying for her first credit card (figure 2).

Figure 2. Creating powerful experiences with modern card issuing

Amanda is a 22-year-old 
law graduate

1

2 3

4 5

EASY INTEGRATION
She embeds the card with her mobile 
wallet and preferred apps with a click 
of a button and starts shopping at her 
favorite e-commerce app right away

CONTROL
She sets limits to manage her 
spending and receives advice 
on managing her card debt to 
minimize interest

She applies for her first credit card, which 
she gets issued (near) instantly digitally in 
her bank’s mobile app

DIGITAL ISSUANCE

She is a fitness enthusiast and earns cash 
back to stay on top of her physical well-being 
goals and crypto rewards when she pays for 
her yoga and gym subscriptions

REWARDS

She frequently uses BNPL optionality 
on her card to break out her monthly 
grocery expenses and plans to roll 
over travel expenses

FLEXIBILITY

Source: Deloitte analysis
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The core value of modern card issuing is to build payment experiences 
that are simpler and more convenient. And institutions that ace this 
experience design and delivery can not only win customers’ trust but 
also strengthen loyalty (figure 3). While the overarching ambition for 
issuers to expand their customer relationship beyond cards is not new, 
modern card issuing perhaps lends a fresh perspective to achieve the 
goal. In our survey, about two-thirds of customers agree17  that they 
will expand product holding with the institution that elevates their 
overall experience by offering their preferred payments functionalities 
(covered in figure 1). 

Creating value beyond cards can  
unlock a deeper financial relationship

Among those interested in a broader financial relationship, two-thirds 
of customers surveyed indicated they would have a checking and a 
savings account with that institution. And more than one-fifth of these 
interested customers will also be open to that institution’s personal 
finance, lending, and insurance offerings (figure 3).

Issuers have an exciting opportunity to elevate their role and 
meet customers’ broader financial needs. What key strategic 
considerations can help them seize it?

Figure 3. Customers are likely to expand financial relationship with an institution that 
provides them with their preferred functionalities and payment experiences 

68%

64%

24%

23%

22%

21%

Checking account

Savings account

Personal financial 
management

Personal loan

Life insurance

Health insurance

Wealth management

Crypto wallet

Property and  
casualty insurance

16%

15%

10%

(Of those agreeing that they will expand their 
relationship, percentages indicate cardholders 

who indicate they would use the following 
financial products)

Which of these financial products would 
you use with this financial institution?

To what degree would you agree that “I will 
significantly expand my financial relationship 
with an institution that provides me with my 

preferred features” from figure 1?

Agree1 that they will significantly expand 
their relationship

64%

Note:
1. Includes respondents who “strongly agree,” “agree,” or “somewhat agree” that they will expand their product relationships. 
Source: Deloitte 2021 Consumer Payments Survey
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The first consideration would be to strengthen customer-centricity 
to build seamless and intuitive experiences. Issuers should 
reimagine their operating model into one that breaks product 
silos; reorganizes data collection and integration; and binds their 
organization structure, leadership, talent, and processes with a 
single thread of doing what’s best for the customer. 

Issuers should also consider creative marketing campaigns to 
educate customers on these modern functionalities and how 
they can make it easier for customers to manage money. Younger 
consumers generally prefer a more social and interactive approach 
to learn financial principles and money management. For instance, 
many Gen Z consumers starting with investments watch YouTube 
videos to learn the basics of investing, follow other investors on 
trading and social media platforms, and virtually engage with them 
and other enthusiasts in their community. But seldom do they call 
their bankers or card issuers for advice.18  Tapping social media 
influencers should help issuers to build authentic engagement with 
this cohort.

A laser-focused execution on top of existing technology stacks will 
be another important consideration to design customer-centric 
experiences, as most card issuers’ legacy systems are reliant on their 
mainframe provider’s data and reporting.19  Issuers can go through 
a modernization initiative in-house to overhaul their technology 
architecture, but this could be a long-winded process, and the 
costs of developing modern issuing capabilities can be prohibitive. 
Moreover, if not perfectly executed, payment integrations can 
become complex, inefficient, and vulnerable to security risks. 

Alternatively, issuers can consider partnering with payment 
processors in the ecosystem who share the same overall goals. 
These processors with open API-based technology can make it 
simpler, faster, and more efficient to connect new capabilities to 
issuers’ legacy systems. Issuers should, however, carefully assess the 
resilience of these processors’ technology stacks against small- and 
large-scale disruptions. They should ensure that the processors not 
only bring digital card issuance capabilities but also the ability to 
rapidly develop and roll out new functionalities at scale. 

Moreover, the ability to easily integrate with different players in the 
ecosystem, including new merchants, should be a prerequisite. 
Merchant acceptance has been one of the primary drivers of success 
for any innovation in the consumer payments world—whether we 
consider the acceptance of cards several decades ago, contactless 
technology over the past few years, or BNPL offerings more recently. 
Issuers should therefore ensure that they are listening to merchants 
and accounting for their interests while modernizing experiences for 
consumers. 

For instance, one such area is faster card program rollouts. In typical 
co-branded partnerships, merchants and issuers indulge in lengthy 
card negotiations20 spanning over several months, sometimes even 
years, before they launch new card programs.21 But digitally native 
companies expect agile execution in everything they do. By working 
with open API-based processors, issuers can provide a self-service 
experience to merchants to customize and test cards in a private 
sandbox and launch new programs with a faster time to market.22  

To learn more about reimagining a 
customer-centric operating model,  
read Deloitte’s 2020 report 
Getting ahead of the curve.

https://www2.deloitte.com/us/en/insights/industry/financial-services/consumer-payment-survey.html
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Modern card issuing presents an opportunity for issuers to reimagine 
their roles in consumers’ lives. A card that has traditionally been a 
payment product and a financing tool can open doors for better 
money management and unlock deeper financial relationships. 

Issuers should strategically assess modern card issuing features that 
are of interest to consumers and collaborate with the right partners 
to bring those to market, both with agility and at scale. While some 
issuers may adopt a wait-and-watch approach, those with strategic 
acumen, technology foresight, and an execution mindset can seize the 
opportunity to empower their customers and strengthen loyalty.

The time to act is now 
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provides instant access to highly scalable, cloud-based payment infrastructure that enables 
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settle transactions. Marqeta is headquartered in Oakland, California, and is enabled in 39 
countries globally. For more information, visit www.marqeta.com, Twitter and LinkedIn.
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