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Chapter 2 
Ease: Democratizing Access

Consumers don’t want a product that’s  
going to make their life more difficult—
they want a product that will simplify and 
streamline. Finding where your brand can 
bring ease is key to defining your value 
proposition and relevance. 

Of course, there are all kinds of ways 
your company can provide efficiencies. We 
demonstrate ease, or democratized access, 
across the following arenas, based on 
market demand: the platforms you use, the 
information you hold, and the people you serve.

First up: the platforms you use. The 
technologies of today have made most 
geographic impediments to banking things of 
the past. Digital access to banking services 
is up across all kinds of products, from 

mortgages and investments to pensions and 
payments. A Chase study found that “99% of 
Gen Z and 98% of millennials use a mobile 
banking app for a wide range of tasks, including 
viewing account balances, checking their credit 
score and depositing a check. Gen X and 
boomers use mobile banking apps less (86.5% 
and 69.5%, respectively), but the ones who do 
are still in the majority.” Bleeding-edge ideation 
leads to mass market adoption. 

This is an exciting moment for financial 
institutions—never before have companies 
had such intimate, instantaneous opportunity 
for a brand-consumer connection. The bank 
is wherever the customer is. That means that 
the digital or mobile app experience is more 
than just an important tool; it’s the tether 
between company and customer, and should 
be treated as the lifeline with all the resources 
and attention it deserves. A 2020 survey found 
that 50% of participants chose a well-designed 
mobile app as the most important factor in 
selecting a new bank, and poor experiences 
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navigating existing mobile apps had a higher 
attrition rate than high prices or dissatisfactory 
customer service. 

We expect the demand for digital access to 
only grow as laggards shift their behavior 
to adopt the digital banking experience (and 
millennials and Gen Z continue to build their 
wealth), making it critical that brands consider 
their digital presence and ease of access to 
features for their customers. Brands that 
can offer intuitive, easy access to digital and 
mobile banking experiences, and ensure 
that this value proposition is communicated 
through proper branding, will be well-aligned 
with the current and future desires of their 
customer base. 

The ease of information transfer is also critical 
to addressing current customer demand. In an 
increasingly connected marketplace, a person 
may desire to access their finances from their 
living room, their vehicle, or their wearable 
devices—and have their finances seamlessly 
connect with their other services. Furthermore, 
a continued pain point is finding that customer 
information is not a seamless omnichannel 
experience. Redundancies create inefficiencies 
for both the customer and the bank. 
Embracing AI as an integral part of banking 
operations has been projected to “potentially 
unlock $1 trillion of incremental value for 
banks, annually.” Financial institutions that 
do not embrace AI as part of their strategy 
are leaving money on the table, as well as 
opportunities for seamless, speedy, excellent 
customer experiences. 

Lastly, future-thinking financial institutions 
have an opportunity to make real economic 
impact by examining not only the people 
they serve, but also the people they could. 
The Journal of Economic Structures notes 
the reasons financial inclusion is positively 
correlated with economic and individual 
financial growth: “access to finance can enable 
economic agents to take part in long-term 
participatory investment activities, facilitate 

efficient allocation of productive resources 
and thus reduce the cost of capital, cope with 
unexpected short-term shocks, significantly 
improve day-to-day management of finances, 
and reduce usually exploitative informal 
sources of credit.” Or more simply, financial 
inclusion offers a safety net, as well as the 
opportunity to invest and see that money grow. 

Technology is enabling the economic growth of 
consumer groups that have traditionally been 
ignored and left out. But while the number of 
unbanked people continues to drop, 1.6 billion 
adults are still unbanked globally. These 
numbers have serious economic ramifications—
Global Finance magazine notes that “access 
to financial services is a vital factor for coping 
with and escaping poverty,” and EY Global says 
that increased access to banking, savings, and 
lending could boost GDP by 14% in emerging 
countries and up to 30% in frontier economies. 
And these unbanked numbers don’t even 
reflect the number of individuals who are 
considered “underbanked”: a 2019 Federal 
Reserve report noted that in the U.S., 16% of 
the population was considered underbanked, 
with 6% considered fully unbanked. In this 
light, banks that increase ease of access to 
basic financial services are playing a critical 
role in alleviating global poverty. 

There’s an enormous opportunity for banks to 
not only win loyalty by making their existing 
customers’ lives’ easier, but to also reach an 
entire demographic that is both in need of 
and ripe for growth. Ease is the way in here, 
from the infrastructure used to the customer 
experience. Banks don’t need to scramble  
for every new technology or product. But they 
do need to home in on how they want and 
need to show up in the category of ease, and 
use this strategy to operationalize into a new 
financial era. 
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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.

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 
continue to 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.
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