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“According to the study, 
46% of millennials would 
consider swapping Apple 

or Google for their current 
financial services provider

The 2015 Makovsky Wall Street Reputation Study 
came out last week. Wait! What? 

I hadn’t heard of it either but it’s a well-done 
annual study designed to determine the state of 
reputation of the financial industry.

What I found most interesting was its findings 
regarding the banking habits and preferences 
of millennials. According to the study, 46% of 
millennials would consider swapping Apple or 
Google for their current financial services provider. 
(Interestingly, 77% of financial services marketing 
and communications executives surveyed said they 
are concerned that millennials would abandon 
traditional financial services companies. Only 77%?!)

It’s an interesting, perhaps alarming stat, but only 
one of many that we all see concerning the next 
generation of customers. What it doesn’t reveal is 
the reason why almost half of millennials would 
consider leaving their current financial institution.

For that answer, turn to the folks at Accenture and 
their 2015 North American Consumer Banking 
Survey, published in April. But be warned: The 
findings aren’t pretty.

According to Accenture, 79% of banking consumers 
described their relationship with their financial 
institution as “purely transactional.” This is a sad 
truth and the result, in large part, of decades of 
lazy brand positioning, competing on price, and 
resulting commoditization. The industry has trained 
customers to expect everything for nothing.

As more customers perceive banking products 
and services as commodities, there are two 
inevitable outcomes: First, customers see less 
value in what financial institutions offer and can 
do for them. Second, when they have real financial 
needs, customers seek out other providers who 
they perceive to be better suited to deliver the 
advice and solutions they need. 

As we know all too well, there is no end to the 
competitors lining up to steal market share 
from traditional institutions by targeting and 
cream-skimming profitable niche opportunities. 
Kabbage and others in the small business lending 
space, Quicken in mortgages, BankMobile in 
mobile banking, Bluebird with the unbanked 
segment, and even SoFi and CommonBond Inc. 
in the newest segment of interest for non-banks: 
Student loan refinancing.

It’s time for community banks to take a page from 
the playbook of these start-ups and reassert their 
position as providers of valuable solutions to the 
meatier financial questions customers face. It 
begins by asking the tough questions: Where will 
future growth come from and which segment and 
market opportunities will we target? What kind 
of experience do these customers demand? What 
do we have to do to deliver it? And how do we 
compete more effectively for their business? 
Yes, this is a challenging undertaking but what’s 
the alternative: Continue to shrink into irrelevance? 
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Percent of Customers who Choose a Provider Other Than Their Primary Institution

Source:  Accenture 2015 North American Consumer Banking Survey, April, 2015.
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Given the possibility that community banks could 
lose almost half the next generation of customers 
to competitors, it’s time to take action and create 
value propositions that change perceptions of 
their relevance and value. The opportunity to do 
so is there. 

If you have questions about how to 
quantify your market opportunity or 
how to develop go-to-market plans 
for specific business segments, please 
contact Jeremy Kane at (616) 608-7359 or 
jkane@galapagosmarketing.com.

The good news is that opportunity abounds; 
customers are prepared to pay for services they 
perceive are valuable to them. Research that 
Galapagos conducted in 2014 shows that 39% of 
small business owners, for example, would pay a 
fee to have a banker serve as an “outsourced CFO.” 
48% would pay for a retirement plan, while 64% 
would pay for a banker to help them maximize 
their Social Security benefits. The Accenture study 
found similar opportunity: 44% of bank customers 
would pay a fee to their bank for an end-to-end 
car buying service, 43% for an end-to-end home 
buying experience, 53% for a proactive bill 
paying service, and 26% to work with a banker on 
developing and managing a personal financial 
budget. Consumers have never had an issue 
paying for something they want or find valuable.

“It’s time for community 
banks to take a page from 

the playbook of these 
start-ups and reassert their 

position as providers of 
valuable solutions to the 

meatier financial questions 
customers face.”


