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time to stop reacting and start looking ahead

stop reacting and  
start looking ahead



nesting, working and  
exercising from home  
will continue

“
Read McKinsey & Company article here  https://www.mckinsey.com/industries/consumer-
packaged-goods/our-insights/the-consumer-demand-recovery-and-lasting-effects-of-
covid-19?cid=other-eml-alt-mip-mck&hdpid=52a63632-1c23-4b79-
a30c-2151d10ec40f&hctky=1685755&hlkid=61bb8de1d39b463f909b2d503c4a9060
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online grocery and  
education (or hybrids)  
continue

Read McKinsey & Company article here  https://www.mckinsey.com/industries/consumer-
packaged-goods/our-insights/the-consumer-demand-recovery-and-lasting-effects-of-
covid-19?cid=other-eml-alt-mip-mck&hdpid=52a63632-1c23-4b79-
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more to be spent 
on entertainment 
and leisure out  
of home

“
Read McKinsey & Company article here  https://www.mckinsey.com/industries/consumer-
packaged-goods/our-insights/the-consumer-demand-recovery-and-lasting-effects-of-
covid-19?cid=other-eml-alt-mip-mck&hdpid=52a63632-1c23-4b79-
a30c-2151d10ec40f&hctky=1685755&hlkid=61bb8de1d39b463f909b2d503c4a9060


http://www.apple.com
https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/the-consumer-demand-recovery-and-lasting-effects-of-covid-19?cid=other-eml-alt-mip-mck&hdpid=52a63632-1c23-4b79-a30c-2151d10ec40f&hctky=1685755&hlkid=61bb8de1d39b463f909b2d503c4a9060
https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/the-consumer-demand-recovery-and-lasting-effects-of-covid-19?cid=other-eml-alt-mip-mck&hdpid=52a63632-1c23-4b79-a30c-2151d10ec40f&hctky=1685755&hlkid=61bb8de1d39b463f909b2d503c4a9060
https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/the-consumer-demand-recovery-and-lasting-effects-of-covid-19?cid=other-eml-alt-mip-mck&hdpid=52a63632-1c23-4b79-a30c-2151d10ec40f&hctky=1685755&hlkid=61bb8de1d39b463f909b2d503c4a9060
https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/the-consumer-demand-recovery-and-lasting-effects-of-covid-19?cid=other-eml-alt-mip-mck&hdpid=52a63632-1c23-4b79-a30c-2151d10ec40f&hctky=1685755&hlkid=61bb8de1d39b463f909b2d503c4a9060
https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/the-consumer-demand-recovery-and-lasting-effects-of-covid-19?cid=other-eml-alt-mip-mck&hdpid=52a63632-1c23-4b79-a30c-2151d10ec40f&hctky=1685755&hlkid=61bb8de1d39b463f909b2d503c4a9060


pent up demand
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virtual and IRL

© Banktastic. All rights reserved.

“



social responsibility

© Banktastic. All rights reserved.

“



equity and inclusion

© Banktastic. All rights reserved.

“



competition: M&A, digital 
wallets, Wal Mart banking, 
Starbucks and online-only 
banks all giving you a run  
for your money
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your brand is more  
important than ever
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top themes: personal, 
local, customer 
advocacy, convenient, 
smart money, price 
leader, value

By Jeffry Pilcher, CEO/President and Founder, The Financial Brand 

https://thefinancialbrand.com/14608/15-common-brand-positions-for-banks-and-credit-unions/

https://thefinancialbrand.com/14608/15-common-brand-positions-for-banks-and-credit-unions/
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it is notyour brand is more than 
clean restrooms
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WHAT THIS 
MEANS FOR 
MARKETERS
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•Fast, local loan decisions and “we know your name,” are table stakes, not your brand. 

•Your brand must be centered around purpose. 

•You must differentiate from everyone else. 
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your internal brand 
must be on-point
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WHAT THIS 
MEANS FOR 
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This is not just Marketing’s job it’s everyone’s job. To build a unique, authentic brand,  

it takes every department and every person in the bank.  
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don’t assume the same  
people have the same  
needs
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Your customers have been forced to 
adopt digital services. Now that lobbies 
are opening again, they want that, too. 

“
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keep building the 
digital and bring back 
the personal: they 
want you everywhere 
all the time.



WHAT THIS 
MEANS FOR 
MARKETERS
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• You have the opportunity—and the obligation—to use technology to 

 reach people with the things they care about.  

• There’s no room for one-size-fits-all.
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customize product 
messages and 
delivery channels
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create multiple 
platforms for people 
to tell you what they 
need
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Channel

advisory boards

surveys

social media

social listening

employee focus groups

supplier surveys

calls and conversations
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financial inclusion  
and innovation



https://www.oneunited.com/

Channel
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WHAT THIS 
MEANS FOR 
MARKETERS
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• You must earn and build trust. 

• You must be digital and mobile. 

• You must innovate communications tactics (not just the usual suspects).
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millennials are more  
important than ever
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“ Forbes predicts that by 2030, millennials will 
hold five times the wealth they have today and 
become the richest generation in history. 

https://www.forbes.com/sites/jackkelly/2019/10/26/millennials-will-become-richest-generation-in-american-history-as-baby-boomers-transfer-over-their-wealth/?sh=3fd3b7a16c4b

https://www.forbes.com/sites/jackkelly/2019/10/26/millennials-will-become-richest-generation-in-american-history-as-baby-boomers-transfer-over-their-wealth/?sh=3fd3b7a16c4b


WHAT THIS 
MEANS FOR 
MARKETERS
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• If you want the benefit of the huge wealth transfer coming in a few short years,  

you must prepare NOW. 

• Rethink the products you offer and how they’re represented. 

• Always be listening. 
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“BANKTASTIC NATIONAL MILLENNIAL  
ADVISORY BOARD 

banktastic national  
millennial 
advisory board
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diversity, equity and 
inclusion
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they notice what  
you support
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they’re hungry  
for education



WHAT THIS 
MEANS FOR 
MARKETERS
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•Offer education—more than you think you need to. 

•In your social media, be sure to include people and businesses from all communities. 

•Stake a claim: be ready to talk about what you will do—and won’t do. 

•Millennials need to be in your workforce, AND be your customers. 

•Make sure all employees know the values you hold dear.
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WIN A  
COPY OF 
MY BOOK  
FOR  
BANKERS
martha@banktastic.com
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QUESTIONS 
THOUGHTS?
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GO GET 
’EM!

https://banktastic.com/

