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“Retail banks are facing a lot of pressure right now. 
The economy, government regulators, and non-bank 
alternatives are all challenging their growth. 
However, there is a lot of opportunity out there for 
them, and they are gearing up to take advantage of 
it.”  

 – Robyn Kaiserman, Financial Services Analyst 

 

• How are banks seeking to make up revenue losses 
attributed to the costs of the Durbin Amendment? 

• What are the trends in mobile banking? 

• How are banks redefining their branch operations? 

• What is the most popular marketing strategy banks 
are currently employing?  

• How did Bank Transfer Day affect banks and credit 
unions? 

 

 The retail banking industry has experienced several very 
difficult years. The industry’s role in the financial crisis eroded 
consumer trust, especially in their relationship with the 
megabanks, and some of the ensuing business decisions—such 
as additional and increased fees—have not been well-received 
by consumers. Since then, banks have been working overtime 
to reestablish the relationships they had before the crisis and 
adjust to the landscape that now exists. In the wake of the 
Great Recession, consumers have been loud and clear about 
what they want and don’t want from their banks and banks are 
making a concerted effort to listen to them. They are hoping to 
do this by becoming more accessible and transparent in their 
pricing, and expanding their online capabilities to accommodate 
consumer demands for increased convenience.  
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Introduction continued… 

For some consumers, however, the banks haven’t moved fast enough or far enough 
and they have left their brick-and-mortar banks for alternatives such as credit unions or 
internet banks. While the brick-and-mortar banks are still the main players, it has 
helped them recognize that consumers have choices now. As a result, they are ramping 
up their technology, retooling their offerings, and developing the strategies that will 
help them successfully adjust themselves to changing consumer preferences and 
demands. 

 

For some consumers, however, the banks haven’t moved fast enough or far enough 
and they have left their brick-and-mortar 

 

For the purposes of this report, Mintel commissioned exclusive consumer research 
through Toluna USA to explore consumer attitudes toward retail banking. Mintel was 
responsible for the study design, data analysis, and reporting. Fieldwork was conducted 
in May 2012 among a sample of 2,000 adults aged 18+ with access to the internet. 

 

Mintel selects study respondents so that they are proportionally balanced to the entire 
U.S. adult population based on the key demographics of gender, age, household 
income, and region. Mintel also slightly oversamples, relative to the population, 
respondents that are Hispanic or black to ensure an adequate representation of these 
groups in our study results. Please note that Mintel’s exclusive studies are conducted 
online and in English only. Hispanics who are not online and/or do not speak English are 
not included in our study results. 

 

While race and Hispanic origin are separate demographic characteristics, Mintel often 
compares them to each other. Please note that the responses for race (white, black, 
Asian, Native American, or other race) will overlap those that also are Hispanic, 
because Hispanics can be of any race.  

 

All estimated mail volume data and consumer direct mail marketing creatives found in 
the Marketing Strategies and other sections are provided by Mintel Comperemedia. 

Mintel Comperemedia is a searchable competitive database tracking direct mail, print, 
and online advertising in the U.S. and Canada, as well as email in the U.S.  
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The market 

The number of banks continues to fall 

Figure 1: Number of FDIC-insured commercial banks and savings institutions, year- end, 2002-11 

Total assets and deposits show strong growth in the past decade 

Figure 2: Total assets of all banks, Q2 2007-Q2 2012 

The top four banks dominate the industry 

Figure 3: Assets of four largest banks, Q2 2012 

The industry is strengthening 

Where people bank 

Figure 4: Type of financial institution for primary banking relationship, all respondents, May 2012 

Figure 5: Type of financial institution for banking relationship, by race/Hispanic origin, May 2012 

Switching behavior is consistent across income groups 

Figure 6: Switching behavior and incidence of multiple accounts, by household income, May 2012 

Fees are now the main reason people switch 

Figure 7: Top reasons for switching banks, respondents who have switched in last three years, all 
respondents, any agree, May 2012 

Customers leave because of fees, but branch location is important 

Figure 8: Attitudes about banks and banking products and services, all respondents, any agree, 
May 2012 

Blacks and Hispanics most want comprehensive services 

Figure 9: Attitudes about banks and banking products and services, by race/Hispanic origin, any 
agree, May 2012 

The desirability of bank advisory services 

Figure 10: Attitudes about bank advisory services, all respondents, any agree, May 2012 

Online financial tools 

Figure 11: Usage of web-based financial management tools, by household income, May 2012 

Cluster analysis: Dissatisfied Bankers 

Opportunity 

http://oxygen.mintel.com/display/590730/


oxygen.mintel.com © 2012 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel. 

BUY THIS 
REPORT NOW 

VISIT: store.mintel.com 
CALL: EMEA: +44 (0)207 778 7151 | 
Americas: +1 (312) 943 5250 | APAC: +61 (0)2 8284 8100 
EMAIL: oxygen@mintel.com 

Retail Banking – US – October 2012 

Contents… 

Banks rethinking branch model 

Incentives are key to marketing strategies 

The bank of the future 

What we think 

ISSUES IN THE MARKET 

Pressures on the retail banking industry 

Opportunities exist 

Technology—and its management—are key 

Customer-centrism is increasingly important 

INSIGHTS AND OPPORTUNITIES 

Key points 

Conquering Big Data will increase profitability 

Mobile banking has room for growth 
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Figure 29: change in interchange revenues for top public U.S. bank holding companies, Q4 2010-Q4 
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Figure 30: Attitudes about banks and bank communications, by age, any agree, May 2012 

Figure 31: Attitudes about banks and bank communications, by household income, May 2012 

Figure 32: Attitudes about banks and bank communications, by race/Hispanic origin, May 2012 

Retail banks becoming more active in social media 

Figure 33: Percentage of users in each demographic group who use social networking sites, Jan.-
Feb., 2012 

Figure 34: Attitudes about banks and social media, by age, May 2012 

The marketing mix continues to change 
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Figure 35: Importance of channel in 2012, bank executive survey, January 2012 

Customers using branches less, self-service more 

Figure 36: Percentage of respondents who prefer to use a branch teller for transactions, 2006, 
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Economic growth slower than expected 

Figure 37: Quarter-to-quarter change in gross domestic product, Q1 2010-Q2 2012 
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Figure 40: U.S. mobile phone unit sales, by segment, 2006-12 
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Figure 42: Sales of new and existing homes, July 2011-July 2012 

Refinance application volumes are at historic highs 

Figure 43: Refinance application volume as a percentage of total mortgage application volume, 
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Figure 44: Conventional conforming 30-year fixed-rate mortgage rates, annual average, 1978–2011 

Increased fees are impacting customer loyalty 

Figure 45: Reasons for switching banks for respondents who switched in last three years, May 2012 
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JPMorgan Chase largest bank by assets 

Figure 47: Top 10 largest banks, by assets (Dec. 31, 2010; Dec. 31, 2011; June 30, 2012) 

JPMorgan Chase overtakes Bank of America in deposits 

Figure 48: Top 10 U.S. commercial banks by deposits as of March 31, 2012 

Navy Federal Credit Union is the largest in deposits 

Figure 49: Top 10 credit unions by deposits as of June 30, 2012 

JPMorgan Chase 

Bank of America 

Wells Fargo 

Citigroup 

U.S. Bank 
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Figure 51: Capital One email advertisement, 2012 
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Acru 

Figure 52: Interior of Acru Bank branch, July 2012 

State Farm Bank 

MARKETING STRATEGIES 
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Mobile banking is front and center 

Figure 53: ING email advertisement, April 2012 
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Figure 56: Capital One direct mail advertisement, June 2012 

Print advertising 

Figure 57: PNC print advertisement, August 2012 

Figure 58: TD Bank print advertisement, 2012 
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Direct mail advertising 
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Figure 60: Harris Bank direct mail advertisement, September 2012 
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Almost half bank at large banks 

Figure 68: Type of financial institution for banking relationship, by gender, May 2012 
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Figure 71: Type of financial institution for banking relationship, by household income, May 2012 
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BANKING-RELATED BEHAVIORS 
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Switching behavior and multiple accounts 

Figure 73: Switching behavior and incidence of multiple accounts, by age, May 2012 

Figure 74: Switching behavior and incidence of multiple accounts, by household income, May 2012 

Figure 75: Switching behavior, incidence of multiple accounts, and usage of advisory services, by 
race/Hispanic origin, May 2012 

REASONS FOR SWITCHING BANKS 

Key points 

Fee sensitivity has increased 

Figure 76: Reasons for switching banks, by gender, May 2012 

Figure 77: Reasons for switching banks, by age, May 2012 

ONLINE FINANCIAL TOOLS 

Key points 
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Use of web-based financial management tools 

Figure 78: Usage of web-based financial management tools, by gender, May 2012 

Figure 79: Usage of web-based financial management tools, by age, May 2012 

Figure 80: Usage of web-based financial management tools, by household income, May 2012 

Figure 81: Usage of web-based financial management tools, by race/Hispanic origin, May 2012 

Reasons for using web-based financial management tools 

Figure 82: Reasons for using web-based financial management tools, by age, May 2012 
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Figure 84: Reasons for using web-based financial management tools, by race/Hispanic origin, May 
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ATTITUDES TOWARD BANKING PRODUCTS AND SERVICES 
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Customers still think a convenient branch is important 

Figure 85: Attitudes about banks and banking products and services, by gender, any agree, May 
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Banks and bank communications 

Figure 89: Attitudes about bank advisory services, by gender, any agree, May 2012 

Figure 90: Attitudes about bank advisory services, by age, any agree, May 2012 
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Usage of advisory services 

Figure 93: Actual usage of advisory services, by age, May 2012 

Figure 94: Actual usage of advisory services, by household income, May 2012 

Figure 95: Actual usage of advisory services, by race/Hispanic origin, May 2012 

CLUSTER ANALYSIS 
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Characteristics 
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Cluster demographic tables 

Figure 104: Target clusters, by demographics, May 2012 

Cluster methodology 
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