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“How close the branch 
is to the customer’s 

home is the number 
one choice factor

As customer adoption of digital channels 
increases, the role the branch plays in servicing 
basic transactions decreases. This basic tenet of 
the omni-channel debate appears irrefutable but 
it only tells half the story.

Data from a national research study conducted 
by Galapagos shows that 93% of new customer 
growth is dependent on the branch network. 

At a recent strategy forum on Omni-Channel 
Banking facilitated by Galapagos, community bank 
executives from across the country confronted 
their options for continuing to meet customer 
demands for access, convenience, and service as 
the adoption and use of digital channels increases.

As a platform for the discussions, Galapagos 
presented findings from its October, 2014, research 
into the current channel usage and preferences 
of community bank customers. While the data 

Where does 93% of your growth come from?

confirm the continued migration of transactional 
business to non-branch channels, they also 
highlighted two hugely important considerations 
as executives strive to redefine the branch’s role in 
an omni-channel strategy:

1. Branches are central to sales and growth

According to the research, 77% of customers chose 
their current bank based on the convenience of 
the branch network. How close the branch is to the 
customer’s home is the number one choice factor 
(and has been for the 20+ years that we’ve been 
measuring these factors.) (Table 1)

Furthermore, 81% of all new checking accounts 
opened by community banks in 2014 came from 
households within a 10-minute drive time of 
a branch. In spite of the functionality of those 
convenience services most banks cross-sell with 
the checking account – debit cards, online and 
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Table 1 | Source: Galapagos LLC, 2014
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Customer Channel Preference 

The successful resolution of service issues boosts 
overall customer satisfaction and commitment. 
It is not surprising, then, to see that customer 
retention is linked to branch proximity. Galapagos 
research shows that customers who live within 10 
minutes of the branch are almost 20% less likely to 
attrite than customers who live farther away. They 
also have a higher cross-sell ratio, and have higher 
customer satisfaction scores.

As banks evaluate the role of branches in their 
future delivery strategy, they must look at more 
than just the cost of servicing a declining volume 
of transactions. Closing branches, without an 
effective customer acquisition strategy that is 
engaged concurrently, will only accelerate the very 
decline that they are working to avoid.

For more information on the Galapagos 
Channel Usage Research Study, 
contact us at 616-608-7359 or visit 
www.galapagosmarketing.com.

Drive Time New Accounts Account Account
to Branch Opened Attrition Rate Acquisition Rate

0-5 Minutes 56% 4.9 5.6

6-10 Minutes 25% 5.0 5.4

11-60 Minutes 19% 5.9 4.6
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Channel Preference by Activity and Age 
(Please indicate your preferred method of interaction when doing each of the following activities) 

•  Preference	  by	  age	  is	  varied	  and	  s;ll	  strongly	  defined	  by	  age	  

•  Likelihood	  of	  using	  F2F	  channels	  for	  consulta;ve	  items	  significantly	  increases	  with	  age	  but	  is	  s;ll	  high	  in	  the	  
younger	  age	  segments	  

•  The	  preference	  of	  making	  payments	  online	  decreases	  with	  age	  

Channel Preference by Activity and Age

Proximity to a Branch Affects Retention

Table 2 | Source: Galapagos LLC, 2014

Table 3 | Source: Galapagos Community Bank Peer Database, 10/2014

mobile banking – and customers’ willingness to 
use these tools in place of branch visits, they are 
seen as secondary by the majority of customers in 
their initial definition of convenience.

2. The branch still defines service and 
convenience

Customers of all ages and income levels still 
demand branch access, particularly for resolution 
of more complex service issues that require the 
involvement of a person. 


