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THE STRATEGY
UNDERSTANDING

TECHNOLOGICAL, GENERATIONAL, 
AND STRATEGICAL APPROACH 

RAPID ADOPTION OF 
TECHNOLOGY

IMPACTS OF 
GEN Y & Z

BRAND POSITIONING

BRANCH OPTIMIZATION
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OF TECHNOLOGY
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OF TECHNOLOGY
RAPID ADOPTION

ELEVATED EXPECTATIONS 
FOR TECHNOLOGY
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Percentage of channel usage by type of need 
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COMPLEX IN
ROUTINE OUT;

COMPLEX TRANSACTIONS, 
EDUCATION, & CONSULTATION 
PREFER IN-BRANCH SERVICES
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SOLUTIONS
UPGRADE



PODS WITH
CASH RECYCLING
EXPIDITING SERVICES AND 
REDUCING LEAD TIMES

7



PIC OF ITM MACHINE INSTALLED –
SAME FORMAT AS DIGITAL SIGNAGE 
SLIDE

INSTALLATION
ITM

EFFECTIVE SOLUTION TO 
STREAMLINE IN-BRANCH PROCESSES 
AND INCREASE EFFICIENCY 
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SIGNAGE
DIGITAL

MAKE YOUR MESSAGING
MEMORABLE

Digital signage garners an 83% 
recall rate – that’s double than 
traditional marketing methods!
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& TOUCHSCREEN 
IPAD INTEGRATION

IMPLEMENTING CONVENIENCE & 
FAMILIARITY IN YOUR BRANCH

SOLUTIONS
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KIOSKS
INTERACTIVE 

DRIVE ENGAGEMENT AND 
INTERACTION AT THE BRANCH LEVEL
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TECHNOLOGY
CONFERENCE ROOM

BRIDGING THE VIRTUAL GAP BETWEEN 
YOUR CLIENTS AND THE BRANCH
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INTEGRATION
DRIVE THRU

EXTENDING TECHNOLOGY 
BEYOND THE BRANCH INTERIOR
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All together
bringing it

INTEGRATING UPGRADES INTO 
A SEAMLESS EXPERIENCE
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GEN Y AND Z
IMPACTS OF
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GENERATIONS
DEFINING

UNDERSTANDING THE 
DIFFERENT GENERATIONS 
WITHIN THE US WORKFORCE
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DRIVE TO 
LOCAL

PERSONALIZED 
EXPERIENCES

FACE-TO-FACE
INTERACTION

“By 2022, roughly 80% of the US workforce will be comprised of Gen Y & Z workers”
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AND NEEDS
WANTS 

UNDERSTANDING THE ETHOS 
OF THE NEXT-GEN BANKER
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THE DESIGN
DILEMA
BALANCING THE DESIGN 
NEEDS BETWEEN EXISTING 
AND NEXT-GEN BANKERS
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POSITIONING
BRAND



BRAND
POSITIONING: 
How your customers view your brand and branch in their minds 
compared to your competitive set, and how your brand 
distinguishes itself from the products of your competitors. 
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PERCEPTION
ESTABLISHING 

THE NEED FOR POSITIVE 
PERCEPTION TO DRIVE 
BUSINESS AND GROWTH
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INVESTMENT
BRAND

GIVING YOUR BRANCH THE 
COMPETITIVE ADVANTAGE
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Strong brands recover NINE TIMES faster following a crisis
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FORMULA
A WINNING

APPLYING THE CLICKS AND 
BRICKS STRATEGY
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DETERMINING
NEXT COURSE
OF ACTION
DEFINING WHAT’S BEST TO 
DO IN YOUR EXISTING 
MARKET
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optimization
BRANch



OPTIMIZATION
RETAIL

POSITIONING YOURSELF 
FOR SUCCESS
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Tiered 
APPROACH
TO RENOVATING
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SIGNAGE & MERCHANDISING

Tier 1: standard 
merchandising
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Tier 2: BRANDING
ENHANCED BRANDING & 
EXTERIOR PROJECTION
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TIER 3: COSMETIC
FURNITURE, CASEWORK, AND 
OTHER FURNISHINGS
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TIER 4: RENOVATION
ARCHITECTURAL MODIFICATIONS
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TIER 5: REMODEL
BUSINESS MODEL CHANGES
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RECAP
REVIEWING THE STRATEGIES 
THAT DRIVE SUCCESS

RAPID ADOPTION OF 
TECHNOLOGY

IMPACTS OF 
GEN Y & Z

BRAND POSITIONING

BRANCH OPTIMIZATION
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PRECONSTRUCTION & 
CONSTRUCTION

DESIGN FURNISHINGS & 
INTERIOR DESIGN

TECHNOLOGY 
SOLUTIONS

BRANDED 
ENVIRONMENTS

For over 110 years and four generations, PWCampbell has been the leading family-owned design-build firm
dedicated to taking our clients to the next level. Contact us today, or visit us online at pwcampbell.com

THANK YOU

109 Zeta Dr.
Pittsburgh, PA 15238

linkedin.com/company/pwcampbell

www.pwcampbell.com

1.800.253.7430
1.412.963.0100

Erin Campbell
Principal
412.760-4140  |  erin.campbell@pwcampbell.com
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