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» American Express increases its Platinum Card’s annual fee
* PNC's Low Cash Mode helps customers avoid the burden of
overdraft fees
Figure 6: PNC's Low Cash Mode Facebook ad, 2021

COMPETITIVE STRATEGIES

* Novus teamed up with Visa to launch an app that rewards
sustainable purchasing choices
Figure 7: Novus, 2021

» Bank of America took to social media to talk about its new
security meter
Figure 8: Bank of America security meter, 2021

MARKET OPPORTUNITIES

* Fls can find more meaningful ways to innovate their loyalty
programs beyond traditional means
Figure 9: Importance of rewards program in building loyalty,
by age, 2021
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« Consumers, especially younger ones, are most likely to
switch their checking accounts to another provider
Figure 11: Switching of primary provider, by age, 2021
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* More than a third switched to commercial banks as primary
providers
Figure 12: Types of providers switched to as primary providers,
2021

» 35% of Millennials switched to online-only banks as their
primary providers
Figure 13: Types of providers switched fo as primary providers,

by generation, 2021
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SUPPLEMENTING ACCOUNTS

* Credit cards and checking accounts are the most popular
types of supplement accounts
Figure 14: Types of new accounts opened, 2021

TYPES OF PROVIDERS CONSUMERS OPENED ADDITIONAL
ACCOUNTS WITH

* Most go to commercial banks to open new accounts
Figure 15: Types of providers consumers opened an

additional account with, by generation, 2021

MOST IMPORTANT FACTORS IN CHOOSING A FINANCIAL
PROVIDER

* Customer service and transparency are the most important
factors in choosing an Fi
Figure 16: Most important factors in choosing a financial
provider, 2021

MOST IMPORTANT FACTORS IN LOYALTY TOWARD FINANCIAL
PROVIDER

* What drives choosing a financial provider differs from what
drives remaining loyal to them
Figure 1/: Factors most important for loyalty to financial
provider, 2021

» 31% value data transparency as key to building loyalty
Figure 18: Importance of data transparency in building loyalty,
by generation, 2021

» Financially struggling consumers less likely to consider
financial advice as a key loyalty factor
Figure 19: Importance of financial advice in building loyalty,
by financial situation, 2021

ATTITUDES TOWARD SWITCHING PROVIDERS

o Just 19% of consumers would consider switching Fls if were
easier
Figure 20: Attitudes toward brand loyalty to financial
providers, 2021

* Younger generations are more open to paying increased
fees to continue using their favorite financial products
Figure 21: Willingness to pay a fee to continue using financial
product, by generation, 2021

ATTITUDES TOWARD LOYALTY

» Trust and security are key pillars to building loyalty
Figure 22: Importance of trust and security on loyalty, 2021

reports.mintel.com

MINTEL

What's included

Executive Summary

Full Report PDF

Infographic Overview

Powerpoint Presentation

Interactive Databook

Previous editions

Did you know?

This report is part of a series
of reports, produced to
provide you with a more
holistic view of this market.

All Mintel 2020 reports
conftain specific COVID-19
related research and
forecasts. The world's
leading brands rely on
Mintel reports for the most
complete, objective and
actionable market
intelligence.

Buy this report now

Visit store.mintel.com

EMEA  +44 (0) 20 7606 4533

Brazil 0800 095 2094

Americas +1(312) 943 5250

China +86 (21) 6032 7300

APAC +61(0) 2 8284 8100

© 2022 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.


/reports.mintel.com//display/store/1046143/

Loyalty in Financial Services - US - 2021 M i NTEL

Report Price: £3695 | $4995 | €4400

The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.
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