
Spotlight

“The problem is, not 
many community 
banks have forged 
close relationships 

with their small 
business customers

Would you pay $1,000 to acquire a new small 
business checking account? Huntington Bank will. 
Their latest small business checking offer promises 
a $1,000 bonus when a Fast Track Business Checking 
account is opened. What’s the catch? There really 
isn’t one. Just make a cumulative deposit of $2,000+ 
within 60 days of account opening.

Seems like a very generous offer to me. And it 
should make every community bank squirm 
just a little bit. After all, aren’t small businesses 
the purview of community banks? Aren’t they 
supposed to want to work with local bankers who 
know their business and provide great service? 
Shouldn’t they value “relationships” over price? 

What’s a New Small Business Customer Worth?
Working recently with a community bank client 
in the Midwest, we took a fresh look at their 
small business marketing efforts. Beginning 
with research, we shared with management the 
frustrations that small business owners in their 
market experienced. Business owners felt their 
business wasn’t valued, that their banks paid very 
little attention to them, didn’t understand their 
business or their needs, and only spoke about 
relevant products and services when asked. They 
also believed, still, that credit was not readily 
available to them in the aftermath of the recession.

Next, the entire marketing approach was changed 
to reposition the bank. Customer profitability and 
potential were analyzed to identify high value 
customers for relationship management efforts and 
to target attractive businesses within the market. 
Competitive positioning stressed the advantage 
of local market knowledge and responsive, local 
business bankers. An integrated marketing and 
sales program engaged prospects with targeted 
offers based on propensity profiles built from 
current customer data. Simple promotions 
highlighted the availability of key financial solutions 
available at the bank, including business loans.

The results to date have been impressive: Phase 
one of the campaign targeted over 5,500 small 
businesses with specific cash management, online 
banking, credit card, and business loan offers. In 
three months, $28.8 million in business loans have 
been booked. There have also been 132 new sign-
ups for business online banking, 202 new business 
debit cards issued, and over $500,000 in business 
deposits collected. The campaign’s year-one 
marketing ROI is a healthy $29.12 per dollar spent.

So, would you spend $1,000 to acquire a new small 
business checking account? If you take a broader 
approach to your small business marketing effort, 
you may not have to.

For help developing or restructuring 
your small business marketing strategy, 
contact us at 616-608-7359 or visit 
www.galapagosmarketing.com.

.”

The problem is, not many community banks have 
forged close relationships with their small business 
customers. They haven’t done enough to understand 
their customers’ needs. They haven’t demonstrated 
the value of their products. And if they’ve reached 
out at all to demonstrate their commitment it’s 
been with infrequent and ill-informed sales calls 
that actually achieve the very opposite of what they 
are intended to deliver: A sense that the company’s 
business just isn’t a priority. 

There are many issues at play here but there’s only 
room to address two:

1. If you fail to build a relationship with me, don’t 
complain when I consider special offers from 
other providers.

2. Convince me that my business is important to you.

$500

$1,000

$1,500

$2,000

Consumer Household Small Business Relationship

Average Relationship Banking Revenue

Source: Galapagos Community Bank Peer Database, January 2015

$604

$1,926


