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Over the past 18 months, the marketplace has
experienced huge disruptions. The world has changed,
and so have consumers. In fact, 75% of consumers have
changed their spending habits since early 2020.
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Change, however, is not necessarily a bad
thing. As Mark Cuban once observed:
“Wherever there is a change, and wherever
there is uncertainty, there is opportunity.”
Disruption can be liberating because it allows
us to make changes without fear. Consumers
expect it now. They are no longer tied to the
tried-and-true and are ready to evolve their
interaction with your brand.
The question is, then, are community banks
ready to embrace this market dynamic? Are
they ready to make the necessary shifts in
their strategy in order to stay successful in
today’s marketplace?
My answer is a resounding yes. But here are a
few things they need to consider first.

1 Loyalty drives all aspects
of consumer engagement.
To truly engage their customers, community
banks need to think beyond the traditional
loyalty model of reciprocity—where
someone gets cash back or points for card
purchases. Engagement can be as simple as
remembering a customer’s birthday. It doesn’t
have to cost money, and there doesn’t need
to be a material expense associated with each
loyalty micro strategy. There is tremendous
engagement in a simple birthday wish. And
the more engaged someone is with a brand,
the higher propensity that, over time, they are
going to become loyal to that brand.
Despite rapidly evolving payments and
banking experiences, there are still four
aspects of the consumer engagement

lifecycle: acquisition, activation, usage and
retention. Acquisition is the act of getting a
new customer. Once you acquire them, you
then need to activate them by getting them
to download an app, make a transaction or
visit a branch for the first time—whatever you
define in your strategy as a trigger for ongoing
usage of your services. Once the consumer
begins to use the app, product or service,
the main focus shifts to ensuring they attain
optimal usage velocity. Any decline in usage
activity of your service is a reason for worry
and should activate a consumer retention
campaign. Loyalty needs to be embedded
into everything that you do on a daily basis.

2 Focus on the guiding principles.
The guiding principles for brands looking
to deploy strategies that will help them
to achieve optimal level of consumer
engagement are value, convenience and
purpose. To succeed at creating a loyal and
engaged customer base, brands must master
at least one of the guiding principles. The
ideal state is to achieve two. The ultimate goal
is all three.
A company may choose to focus on value—
better pricing or free shipping, for example—
or convenience, such as next-day delivery or
multiple locations. Purpose is not necessarily
about value or convenience—it’s about what
an individual consumer is passionate about. It
may not be the best value or most convenient,
but the consumer will still be engaged
because they share the same purpose with
your brand.
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3 Digital first is a must.

4 Make it fun.

We live in a society where we are
constantly on our phones. Simply, if your
consumer reach is not designed to be
digital first, your brand is less relevant
to customers. The product roadmap for
launching new products as well as
ongoing improvements to
existing services needs
to be evaluated through
the lens of a digital first
approach, because that
is the best bet your
brand will continue to
grow in today’s market.

I believe in the concept of the positive surprise
in marketing to stay relevant across all age
groups. Consumers are expecting some of it,
and brands that do it well are thriving. It also
will have a favorable impact on your ROI. If a
coffee shop gives away a free cup of coffee
every Tuesday before 10 a.m., consumers may
get into the habit of only visiting every Tuesday
morning. If it’s too predictable, it’s no longer
fun or effective.
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5 Measure engagement.
The banking community measures
performance of any service through traditional
P&L benchmarks. In addition to this traditional
method, brands should put more emphasis on
measuring on how consumers are engaging
with your product or service. This type of
approach has two benefits for brands. Early
engagement is a strong predictor of future
performance, therefore it should give the
finance team a solid forecast of the future
financial performance. Equally beneficial, this
type of approach allows brands to see how
consumers are reacting to your offering, so
that any tweaks that may be needed can be
made in real time. Poor engagement directly
affects future profit and loss.

6 Don’t be afraid to change your 		
value proposition.
Your customers are expecting it. Banks have
historically been known for a “setting it and
then forgetting it” type of approach to loyalty.
Although there are some consumers who
prefer things as they are, for the majority,
brands don’t want to be perceived as stale or
predictable. Too much change deployed too
quickly can also be hard for people to absorb,
but the constant, regardless of how minimal
improvement, of a service should be part of
your overall strategy. Most importantly, having

the
a constant feedback loop where consumer
sentiment influences change is a powerful way
to solidify consumer relationships.

much information on a daily basis that if it’s
not memorable, it’s quickly forgotten. So, how
do you make your message and your value
proposition more memorable?

7 Pay attention to the new breed
of competitors.

Communicate and communicate often!
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In addition to other banks, fintechs are now
your competitors, and they are far more
disruptive and aggressive than your traditional
competition.
To effectively compete with fintechs, banks
must capitalize on the holistic nature of the
banker-consumer relationship. Traditional banks
have one major competitive advantage and that
is the power of the number of products utilized
by the average consumer. They need to work
hard in order to better encompass a holistic
consumer relationship in their go-to-market
strategies and contrast that value proposition
against providers that offer only a small subset
of those services.
While we live in a global society now,
community banks can underestimate the bond
they have to the local community. What your
brand means to the local community can be
very powerful and should be utilized to attract
and engage your target market.
8 Communicate and communicate often.
We live in a society that is moving fast and at
times can be overwhelming. We acquire so
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Fintechs are extremely good at helping
consumers visualize rewards. The value of
those rewards may be the same as what a
consumer could get at a community bank, but
the presentation is very different. Studies show
that the human brain processes information
differently when it’s a picture.
So, find ways to communicate visually so
people can better appreciate the value that
you’re offering.
Everything you do, day in and out, needs to be
managed and assessed through the lens of your
overarching loyalty strategy. We will continue
to see more market disruption in coming years.
Today we are seeing a rise in cryptocurrency
and buy now pay later adoption. As new
products are emerging in the market, banks
should evaluate how loyalty strategy can be
utilized to solidify optimal response to it. Let
us know how we can help. FIS stays ahead of
how the world is evolving to power businesses
across merchants, banking and capital markets,
to outpace today’s fast-changing competitive
landscape and help our clients run and grow.
We have been focusing on this for decades and
serve community banks across the country.
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