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Accelerating the 
marketing efforts of 
B2B fintechs
Hello everyone! Our Spotlight series is here not just to showcase our  
skills but also to ignite some creative thinking. 

This month, we’re happy to share three standout projects from our  
recent work. To start, we have an engaging animated video designed  
to simplify decision-making at critical moments. 

Following that, we highlight an innovative branding project for a local,  
new music metaverse. It’s a bit different from our usual fintech focus,  
but it’s still loaded with advanced technology. 

Finally, we take a look at a case study that demonstrates how our  
design and technical expertise have helped enhance our client’s  
brand presence in a competitive market.

Sally Baker
Founder, Wondrous
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Ready-made 
onboarding 
flows explained

Key takeaways:

Branded 
animation

Social first 
thinking

Founded in 2020, TransactionLink helps companies to build tailored 

business onboarding processes in minutes, all with no code, saving 

huge amounts of time and money. 

To illustrate the simplicity and versatility of their onboarding product, 

Wondrous created an animated product explainer video. The use of 

animation in this explainer meant that the platform was broken down 

into easy digestible chunks, perfect for time-strapped viewers.

TransactionLink Video



Watch video

Image

Checkbox

Forum

Introduction    |    TransactionLink Video    |    BrykWorks Branding   |    Zero Hash Campaign   |    NewsTransactionLink Video

https://vimeo.com/manage/videos/882161576


A metaverse 
for musicians
BrykWorks is a virtual platform that aims to grow the music 
community faster, while offering an improved service. The 
metaverse allows users to meet, collaborate, perform, sell 
music and merch, attend gigs and much more.

Wondrous was tasked with creating a brand that not only 
enhanced elements of the modern metaverse but also 
retained the industrial accents, and the urban surroundings 
of Digbeth, Birmingham.

Key takeaways:

Brand  
creation

Brand 
guidelines

Supporting  
assets
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Please ensure you use one of our approved colours (see Section 4)

Always ensure the logo is visible and uses appropriate contrast to 

comply with accessibility requirements.

01 The Logo
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When space is limited, such as a social media profile 

image or email user icon, the logo may be abbreviated to 

the ‘B Tag’, our most recognisable symbol.

The same rules apply for this when using primary and 

secondary colour palettes. Ensure there is enough 

contrast to uphold accessibility standards.

01 The Logo
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This page details our colour hierarchy. Tiger Orange 

is our primary colour. It represents our logotype and 

brand and should be included in any materials either 

as a content or background colour.

Spark Yellow is our secondary colour - it can be used 

for the same purposes as Tiger Orange but can only 

be used if Tiger Orange is already present in the 

material in some manner. Examples of uses for Spark 

Yellow would include highlight text, bar and pie charts.

Our tertiary colours are Full Black, Pure White and 

Smooth Blue. These colours are intended to support 

our primary and secondary palette by being used for 

text colours, icons and backgrounds.

02 Colour Palette

R  255 
G  138 
B  30

R  0 
G   0 
B  0

R  255 
G   255 
B  255

R  202 
G   233 
B  236

R  251 
G   212 
B  57

Hex code 
#FF8A1E

Hex code 
#000000

Hex code 
#FFFFFF

Hex code 
#CAE9EC

Hex code 
#FBD439

Tiger Orange

Full Black

Spark Yellow

Pure White Smooth Blue

C  0 
M  55 
Y   89 
K   0

C   91 
M  79 
Y   62 
K   97

C   0 
M  0 
Y   0 
K   0

C   25 
M  0 
Y   10 
K   0

C  3 
M  15 
Y   83 
K   0

‘Eurostile’ is our brand typeface. We utilise three 

weights to give our brand a consistent and dynamic 

application across multiple mediums. 

‘Eurostile Regular’ is the font we use for body copy 

and small text. It is clear, modern and has design 

ties to our Logotype. 

‘Eurostile Extended’ is our highlight font. It should 

be used for large text, subheaders and headers. 

‘Eurostile Extended Medium’ should always be used 

for the highest hierarchy items on the material, 

with ‘Eurostile Extended Regular’ being an optional 

inclusion to differentiate subheadings and large text. 

Eurostile Regular

abcdefghijklmnopqrstuvwxyz 

ABCDEFGHIJKLMNOPQRSTUVWXYZ 

0123456789 &@$%[]!?*

Eurostile Extended Regular

abcdefghijklmnopqrstuvwxyz 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
0123456789 &@$%[]!?*

Eurostile Extended Medium

abcdefghijklmnopqrstuvwxyz 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
0123456789 &@$%[]!?*

Aa
Aa
Aa
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03 Typography

Introduction 

Dolorum repel illaut ratiunti 
quasperum as aut reressum qui 
voleseq uiditior sitaqui beruptas 
dusandiant peria non eum.
Dolorum repel illaut ratiunti quasperum as aut reressum 
qui voleseq uiditior sitaqui beruptas dusandiant peria non 
eum et aperibus quatur as non nonsent.

Dolorum repel illaut ratiunti quasperum as aut reressum qui voleseq uiditior sitaqui beruptas dusandiant 

peria non eum et aperibus quatur as non nonsent dolum volupti rerenih icilit, sum venisse quaerum res 

ressim voluptur re eiunt eos apeliquunt laboresequam sunt qui ut ex enimus, ex entet que seque nis vel il 

maiosam num am nosam dent.

Explained:

• Dolorum repel illaut ratiunti quasperum as aut reressum qui voleseq uiditior sitaqui beruptas 

dusandiant peria non eum et aperibus quatur as non nonsent dolum volupti rerenih icilit, sum venisse 

quaerum res ressim voluptur re eiunt eos apeliquunt laboresequam sunt qui ut ex enimus, ex entet 

que seque nis vel il maiosam num am nosam dent.

• El eos mi, core reris eniscidi tem venduci pisciisquam incilig enimporia nihilla nectios expliquat qui 

autemodio. Ut eaturibus, quo cum a ariandebit exeruntem. Neque dolupti oratemodi offic tem harios 

dolor aut quatquiat arum, omnimagni imus.

• Bus resequi digenda eperum aciendias abo. Ucit voloris ipicturi tempell upturer itatiam, eari di qui 

doluptio venis aut veleces corumquunt ut maximus.

• Arumquatur sit as audam dolupta quis derum et abo

Introductory heading 
Eurostile Extended Regular

Main heading 
Eurostile Extended Medium

Subheading 
Eurostile Extended Regular

Copy 
Eurostile Regular

Inner subheading 
Eurostile Extended Medium

Lists / features 
Eurostile Regular
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04 Hierarchy
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‘Trust Matters’ 
campaign  
Zero Hash is a B2B2C embedded infrastructure platform that 
allows any platform to integrate digital assets natively into their 
own customer experience quickly and easily.

Zero Hash recently conducted a survey of 3,000 consumers in the 
US, UK, Brazil and Australia to evaluate their engagement and 
confidence levels in crypto and why ‘trust matters’.  

To communicate the findings, Wondrous supported by creating a 
number of assets to work across different media. 

Following its successful launch the campaign has been picked up 
by Bloomberg!

Key takeaways:
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Survey  
design

Supporting  
infographics

Landing  
page

Zero Hash Campaign
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Based on a study commissioned by 
Zero Hash with 3,000 consumers 

across the US, U.K, Australia and Brazil

What are the key factors you consider when choosing a 
company to engage in crypto?

How would you describe your 
trust in crypto exchanges 

right now?

Has the frequency of your 
engagement in crypto changed? 

How have the events of 2022 
changed your perspective about 

the companies you use to 
access crypto?

Which companies do you now use to access crypto?

Real market example: PayPal now holds $1 billion 
of customers crypto assets and Cash App 
generated $2.16b in Bitcoin revenue in Q1 2023

If you could choose any brand to engage in 
crypto, which brands would you trust the most?

71%

of consumers use 
financial services 

companies like PayPal 
to engage in crypto

40%

of consumers use 
investment platforms 

like tastytrade to 
engage in crypto

38%

of consumers use 
fintech companies 

like Cash App to 
engage in crypto

Reputation

Has the company had 
any negative press or 

bad publicity?

Regulation

Are they regulated by 
bona fide regulators 

in my country?

Fees

How much does it 
cost to transact?

3

15%
completely 
trust crypto 
exchanges

25.1%
 significantly 

increased the 
frequency of 
engagement

22.1%
 increased the 
frequency of 
engagement

26.4%
maintained the 
same frequency 
of engagement

13.6%
I have slightly 
reduced the 

frequency of my 
engagement

12.7%
I have significantly 

reduced the frequency 
of my engagement

41%
still have trust, 
but cautious

25%
don’t trust 
them at all

19%
are less 

trusting now

34%
do a lot more 

research

25%
hasn’t impacted 

which companies 
or assets 
choosen

41%
more wary 

of companies 
I have no 

experience 
with

43%
would trust a 

consumer brand like 
Nike the most to 
engage in crypto

63%
would trust a 

tech brand like Amazon 
to engage in crypto

67%
would trust a 

financial services 
brand to engage

in crypto

1st 2nd 3rd

Real market example: Reddit, as a trusted brand, now has more 
NFT wallets than Opensea. They have onboarded over 3 million 
non-crypto-native users to Web3 with their NFT launch.

Real market example: Nike is using the metaverse 
and NFTs as a loyalty and personalization play. 
7 million visitors have spent time in Nikeland and 
have enjoyed access to one-of-a-kind items and 
engaging with celebrities, including LeBron James

Trusted consumer apps
65%

said they use financial 
services companies like 

PayPal to ‘engage’ in 
crypto because they 
use them for other 

financial services and 
66% believe they 

get better protection

Cash App

Money Lion

Citi

PayPay

Real market example: Nubank has issued their own 
cryptocurrency as a tool to build loyalty with their 
users, and to provide a safe and secure gateway in 
to crypto for its 70 million users

Crypto is here to stay - but what’s evolved is how it’s being accessed, 
with the movement to mainstream trusted brands

Crypto exchanges suffered 
the greatest trust setback 

during 2022

Engagement with Crypto is 
increasing

Reputation now matters more than cost 

Consumers are shifting to brands they are familiar with and trust

Convergence between Traditional brands and 
Crypto is accelerating

Consumers are more wary 
of companies they have 

no experience with

Unlocking 
the next wave 
of adoption 
in Crypto 
through Trust

Why do consumers trust financial services companies?

C

Global innovators including Stripe, tastytrade and Shift4 have 
embedded crypto into their offerings.

Operate with complete 
transparency

Embed crypto in to 
trusted web2 brands

Focus on utility and 
real-world use cases

Infrastructure for the future

What is the path forward for the industry?

Voice of the industry
Read our industry report, Unlocking the next wave of adoption in 

Crypto through Trust, to discover what consumer shifts mean for the 
industry and how these leading companies are adapting

“Established brands leveraging crypto technology to power 
novel use cases will be a driver for progress across the whole 
crypto ecosystem.” 

– John Egan, Head of Product (Crypto), Stripe

Interested to learn more?
Get in touch to get your copy of  ‘Unlocking the next wave of adoption in Crypto through Trust’

Our mission is to empower access to crypto and web3

www.zerohash.com marketing@zerohash.com

INDUSTRY REPORT A STUDY WITH 3,000 GLOBAL CONSUMERS

Unlocking the next 
wave of adoption in 
Crypto through Trust

INDUSTRY REPORT A STUDY WITH 3,000 GLOBAL CONSUMERS

Unlocking the next 
wave of adoption in 
Crypto through Trust

Introduction

The evolution of crypto is movement to mainstream  
trusted brands
We conducted this global study to evaluate exactly how 
consumer perceptions of trust, engagement, and utility 
have shifted over the past 12 months. What we learned is 
that consumers resoundingly want to engage in crypto and 
digital assets, but ‘Trust Matters’.

This study – the first of its kind – provides definitive data on 
consumer behavior in relation to crypto. The data clearly 
shows that, despite some of the challenges of the past 
year, crypto is here to stay: consumers are maintaining 
or increasing their engagement, they are holding their 
providers to higher standards, and traditional brands are 
seeing upside from integrating crypto into their offering.  
A tangible illustration of this is how Zero Hash powers  
Stripe’s crypto payments experience, making it easier to 
interact with web3 merchants and apps, through a  
checkout flow as simple as making a purchase on Amazon.

The most impactful conclusion from the study is the 
fundamental shift in how consumers want to access crypto. 
Consumers resoundingly want to engage with brands they 
know and trust. The boundaries between traditional finance 
and crypto are blurring, as consumers look to traditional 
companies to access Web3 products that offer greater 
speed, security, and flexibility.

There is a trend of convergence of companies building and 
launching crypto offerings to their large customer bases. 
PayPal and Cash App’s recent revenue announcements 

have demonstrated continued appetite from consumers to 
engage in crypto. More fundamentally around cryptograph 
technology, the aggregate transaction value of fiat-backed 
stablecoins surpassed the transaction volume of Mastercard 
and PayPal combined1. By the end of 2023, it’s expected that 
on-chain stablecoin volumes will surpass Visa volumes2. Or 
take cross border payments, a $190tr global industry. 25% of 
US cross-border remittance senders use crypto3 to benefit 
from faster, cheaper, and more secure payments. 

Another burgeoning use case where we expect the 
convergence of traditional companies is in the use case 
of cross border payments, specifically, payroll. Crypto 
payments are attractive to people who use cryptocurrencies 
as a hedge against local currency instability, those  
whose outdated local banking systems slow down payroll, 
and people who are adding cryptocurrencies to their 
investment portfolio.

In this report we sought insight and expertise from 
companies including Stripe, tastytrade, Circle, Plaid, 
WorldPay, Shift4, Tap Global and Brazil Crypto Report, who 
believe as we do that trust, simplicity and utility are the 
essential keys to driving the next wave of adoption and 
unlocking the potential of crypto and blockchain technology.

Edward Woodford 
Founder & CEO
Zero Hash

Sources:

1. Cryptoslate: Stablecoin volume outpaces Mastercard, PayPal as digital payments wars loom

2. Cointelegraph: Stablecoin settlements can surpass all major card networks in 2023: Data

3. Pymnts: Almost 25% of US Cross-Border Remittance Senders Use Crypto
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15%
I completely trust 
Crypto exchanges

How would you describe your trust in crypto exchanges right now?

41% 
I still have trust,  

but I am cautious

19%
I am less trusting now

25%
I don’t trust them at all

Consumers are showing resilience

Crypto users felt the biggest trust setback, following a general trend:  Consumers that were the 
most engaged had the strongest trust in crypto exchanges before 2022; since their trust began at a 
higher point than all other groups.

Crypto users and non-users are less trusting of exchanges

Said their trust  
was diminished

Would never use a crypto 
exchange again

Do not believe information  
that comes from a  
crypto exchange

44% 25% 63%
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Gen Z Millennial Gen X Boomer

18-24 25-34 35-44 45-54 55-64 65+

1st Tech business
(e.g. Amazon)

Financial services 
company

Financial services 
company

Financial services 
company

Financial services 
company

Financial services 
company

2nd
Consumer 
Company
(e.g. Nike)

Tech business
(e.g. Amazon)

Tech business
(e.g. Amazon)

Tech business
(e.g. Amazon)

Tech business
(e.g. Amazon)

Tech business
(e.g. Amazon)

3rd Financial services 
company

Crypto
Exchange

Crypto
Exchange

Fintech company
(non-crypto)

Consumer brand 
(e.g. Walmart)

Consumer brand 
(e.g. Walmart)

Use a financial services company (e.g., Paypal) Would never trust a crypto exchange again

%
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o 
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100

75

50

25

0

25-34 45-54 55-64 65+18-24 35-44

66%
64% 64%

72%

80%
84%

14% 16% 16% 21%

32%
43%

Gen Z stands out most prominently from other generations: 66% would most trust a tech business 
like Amazon to engage with crypto, while others prefer traditional financial services companies. 

If you could choose any brand to engage in crypto, which brands would you trust the most?

Age group
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Australia
Australia is a unique opportunity: with all of the requisite fundamentals 

to support a thriving crypto ecosystem, it has great potential for 

adoption growth. However, the series of crashes pose a new challenge 

that will require the crypto industry to be intentional and diligent with 

their trust-building efforts.
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Have doubts that 
crypto is here to stay, 
the highest amongst 
countries surveyed

Australians have begun the crypto adoption journey, but many are still on the fence.

44% 52% 
Crypto penetration, 
the lowest amongst 
countries surveyed

Australians were the most affected by the crash, with nearly half of 
consumers reducing their engagement.

How has your engagement in crypto changes since the 2022 crash?

50%

40%

30%

20%

10%

0%
6%

14%

4% 4% 4%

8% 7%
4%

23%

15%

10%

35%

26%

18%

24%

44%

Still engaged, but less than before Have not engaged Sold all my crypto

UK BrazilAustralia U.S.

In the future, we believe that blockchain will become so embedded in financial and non-financial 
worlds that users may not even need to know that they’re interacting with it. The next wave will see 
crypto make this transition, where crypto moves from being in the foreground into the background. 
This is simply a reflection that blockchain technologies, with their potential for faster, frictionless, 
and more secure transactions, will become normalized. For example, in the payments use case, 
when a  blockchain can provide a cheaper, faster, and more reliable vehicle to do that, then 
customers will use it. Ultimately, businesses and their consumers will focus more on functionality 
and benefits rather than the underlying technologies powering these products.

Real-world utility examples

Stablecoins: Moving Dollars at the Speed of the Internet

Some use cases of Stablecoins are “crypto-native,” like decentralized services 
that don’t support conventional bank accounts but want to utilize U.S. dollars. 
Some are “crypto-adjacent,” like the growing list of venture capital firms that fund 
investments with stablecoins rather than dollars. And some are more traditional: 
For instance, more than 500,000 users in Latin America (principally Venezuela) 
have signed up to use a stablecoin service called Reserve, helping them access 
dollar stability as a shield against political and economic uncertainty

International Payroll: Using Bitcoin to Activate the Global Gig Economy

One survey found that more than two-fifths of people across 76 different 
countries regarded bitcoin as more trustworthy than their local currency. Also, 
any business looking to engage a workforce across different countries—each 
with their own currencies, banks, laws, and infrastructure—can either try to deal 
with all the complexities, or pay everyone via crypto.

Music NFTs: Artists Sharing Royalties With Fans

One of Rihanna’s producers partnered with Web3 startup Another Block to sell 
300 non-fungible tokens, or NFTs, that entitled their owners to a percentage of the 
royalties generated by one of her most popular songs.

Source: Crypto use cases: 12 real-world stories of how millions of people are using crypto services today

Source: Crypto use cases: 12 real-world stories of how millions of people are using crypto services today

Source: Crypto use cases: 12 real-world stories of how millions of people are using crypto services today
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Unlocking the next 
wave of adoption  
in Crypto through

63% 
would trust 
a tech brand 
like Amazon 
to engage in 
crypto

43% 
would trust 
a consumer 
brand like Nike 
to engage in 
crypto

40% 
would trust a 
consumer  
brand like 
Walmart to 
engage in 
crypto

Zero Hash Campaign



Wondrous attends European 
Web Summit 2023

In November, Sally and Alison joined 80,000 attendees 
at the European Web Summit event in Lisbon. 

With no less than five pavilion halls as well as a  
main stage, it was the place to be for startups  
and investors. 

A jam packed agenda included a series of  
marketing talks, offering an opportunity to hear 
about some of the latest trends as well as a  
reminder of some fundamentals. 

A mix of friendly plus plenty of new faces made  
for a great week of conversation.
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About Wondrous.

Specialists in helping fintech marketers and founders to craft 
irresistible value propositions, strategic go-to-market plans, 
captivating campaign ideas, branding, content design and more.

Wondrous have been working with tech based companies since 
our start, it’s what we do and know. From Fintech Unicorns to new 
startups we have experience and knowledge to help you grow. 

Go-to-Market

Campaign ideation

Content design

Branding

Animation

Digital

For any enquiries, speak to sally.baker@thisiswondrous.co.uk thisiswondrous.co.uk




