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Chapter 4 
Care: Dispelling Fixed Notions  

A study performed back in the early 2010s 
by the Millennial Disruption Index showed 
that “71% of millennials would rather visit the 
dentist than listen to their banks.” Additionally, 

“73% would rather handle their financial 
services needs through Google, Amazon, Apple, 
PayPal, or Square,” and “53% don’t believe their 
bank offers them anything unique.” 

Those are damning numbers—and they speak 
to the skepticism still present a decade later 
among younger generations. In a 2021 Deloitte 
study, 28% of millenials and 20% of Gen Z said 
they were likely to switch banks, compared 
with 16% of Gen X and 6% of boomers.   

But enough with markers of dissatisfaction. 
The real question is: what would make  
them stay? 

The answer comes down to security and 
communication. In other words, show you care. 

In the same study where participants were 
asked how likely they were to switch, they were 
also asked what banks could do to earn back 
their loyalty. About one-third of respondents 
said they would stay with their primary bank if 
their identity and information was kept secure. 
And 47% of at-risk Gen Z consumers cited 
transparent and steady communication as key 
to their retention. 

Technologies that secure client information, and 
that provide transparency and accountability 
to customers, will be integral to telling a brand 
story of care and communication. 

Banks also have a unique opportunity to show 
they care by offering better access to the 
thing they do best: providing expert financial 
education and advice. Gen Z and millenials 
who are at or near the beginning of their 
professional careers are in a prime position 
to benefit from an educational partnership 
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with their banks. Leveraging mobile or digital 
platforms, data, analytics, and AI to meet their 
customers where they are at in their financial 
lives can help nurture relationships for the 
long term. 

Lastly, it’s worth noting that we’re in a cultural 
moment where people expect more from the 
companies they buy from. Customers expect 
brands to work for the social good: fighting 
against climate change, pursuing diversity and 
inclusion initiatives, and maintaining a strong 
ethical code of conduct. Banks that show they 
care—both personally and societally—can 
move the needle and secure an empathy-
based position within the marketplace. 

A Dose of Scare Tactics

We don’t believe in change for change’s 
sake. But we’d also be lying if we said 
that banks that don’t adapt to the current 
rate of innovation in the sector won’t face 
serious consequences that may lead to their 
consolidation, insolvency, or a slow and 
painful dissolve into irrelevancy. The emerging, 
decentralized financial system of fintech 
startups and bleeding-edge technology has 
real potential to completely undermine even 
companies with century-old roots. 

The time is now to find the path forward—and 
embrace it.

What VSA Brings to the Table

One of VSA’s primary offerings is helping 
financial services companies understand, 
strategize, and embrace the change that is 

hurtling toward them at a rapid pace. We take 
a hybrid approach as a brand, strategy, and 
design creative agency, bringing a rigorous 
strategy practice to the table when consulting 
with clients. It’s our goal to go deep inside a 
business, understand its operations, solve 
problems, and unlock opportunities for growth. 
Couple that academic and business thinking 
with world-class storytelling and design that 
focuses on the humanity behind a brand, and 
solutions of substance are realized that create 
significant impact for clients. 

To compete in a world with increasingly 
blurred boundaries, where the banking 
experience is powered by smart devices and 
around-the-corner tech, the time is now for 
banks to ruthlessly determine and play to  
their strengths. 

My team at VSA would love to help your 
organization achieve that target and implement 
large-scale change while creating a better 
world. To start the conversation, drop me  
a line at slent@vsapartners.com.  

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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