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Chapter 1 
The Problem with Banks

“Banking is necessary, but banks are not.” A 
warning shot uttered by Bill Gates, this quote 
feels ripped from today’s headlines. 

It’s not. The quote is from 1994. 

Today, decentralized alternatives to traditional 
banking are more than a cautionary tale. 
They’re rapidly establishing themselves as 
fierce competitors to the status quo —disruptors 
causing not mere landscaping, but seismic 
shifts in how we bank. And despite decades  
of warning signs, many financial institutions 
find themselves in the uncomfortable 
predicament of realizing they’re ill-equipped 
for this new terrain. 

What gives? With so much heads-up, why 
have banks found themselves increasingly 
passed over by consumers in favor of newer 

alternatives? It may not be that banks are 
purposefully resisting adaptation. In fact, 
almost 60% of financial-services-sector 
respondents to a recent McKinsey Global 
Survey on AI said that their company 
had embedded at least one AI capability. 
Willingness aside, the transition of an analog, 
antiquated, trillion-dollar industry to digital 
and ultimate movement from centralized 
operations to a decentralized model is just 
plain hard. The historical infrastructure of 
established financial institutions raises the 
hurdle all the higher, while the dizzying rate 
of innovation adds a tilt-a-whirl atmosphere 
to strategizing as a chaotic bonus. And the 
number of fintech competitors flooding the 
market has many more than questioning the 
relevance of banks in today’s society. 

But banks exist for a reason: people wanted 
them. Trust, security, expertise—these 
attributes are deeply embedded in the value-
add of banks, and can become even more 
pronounced during a period of instability. As 
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change and disruption continue to evolve the 
financial sector, banks that anchor themselves 
in their value proposition—or ruthlessly carve 
out new ones to meet demand—can find calm 
in the storm. 

When you focus on what you bring to the table, 
the way forward becomes clear: leverage all 
this emerging technology to develop banking 
products and services that are insights driven, 
data informed, and created with purpose 
in mind. 

This process starts with understanding the 
current trajectory of finances, and it ends 
with a robust plan to communicate the value 
proposition to consumers. After all, financial 
institutions must not only possess these 
in-demand tools and resources as one-off 
products, but also ensure that the benefits 
of these tools ladder up into a strong and 
relevant branded presence and integrated 
customer experience. Brand is the most 
powerful tool financial institutions have to 
demonstrate their willingness to embrace 
the technologies reshaping the sector and to 
communicate their marketplace value.

With this positioning in mind, we’ve identified 
major trends in the financial industry that 
paint a picture of its future, and then 
used these insights to select three lenses 
for exploration and innovation of brand: 
ease, personalization, and care. Each lens 
explores how emerging technologies can 
be implemented and built upon to create an 
exciting, relevant brand identity. 

At VSA Partners, we’re problem solvers 
above all else. We keep our clients’ needs and 
challenges in focus, leveraging our signature 
hybrid approach to brand and strategy to 
unlock opportunities for growth. I’d love to 
discuss how my team at VSA Partners can 
help your company identify and capitalize on a 
unique value proposition to set you apart from 
the rapidly emerging competition. 

To start the conversation, drop me a line at 
slent@vsapartners.com. 

Stay tuned for future chapters, where we’ll 
explore brand through ease, personalization, 
and care—identifying the brands that are doing 
it well, the technologies that make it happen, 
and the opportunities that await for those bold 
enough to leapfrog into the financial future. 

In this series, we examine how banks can anchor themselves to their value proposition—or ruthlessly 
carve out new ones to meet demand—to remain relevant in this ever-evolving financial sector. Brand 
is the most powerful tool financial institutions have to demonstrate their willingness to embrace the 
technologies reshaping the sector and to communicate their marketplace value. With this positioning 
in mind, we’ve identified major trends in the financial industry that paint a picture of its future, 
and then used these insights to select three lenses for exploration and innovation of brand: ease, 
personalization, and care. Each lens explores how emerging technologies can be implemented and 
built upon to create an exciting, relevant brand identity.
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