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Most banking customers
only go to the branch
when they have to
Article

The data: According to data collected through Temenos’ April 2021 survey, three in �ve
customers said their last visit to a branch occurred because they needed to go there, rather

than because they wanted to.

Further, consumers increasingly favor digital channels—with 65% and 51% of users preferring

mobile and online, respectively, as opposed to just 42% preferring branch visits.

https://www.temenos.com/us/news/2021/07/27/customers-prefer-to-bank-digitally-but-still-crave-a-human-connection-when-it-matters-finds-temenos-survey/
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Shutting branches—or sta�ng up? The new data provides a sobering outlook for bank

branches, and echoes the sentiments expressed by a majority of global banking executives.

Not surprisingly, the number of bank branches continues to decline across the country—not a

single one of 10 of the largest banks in the US increased its branch footprint from 2017 to

2020.

In-branch banking is near the bottom of the barrel for features that US banking customers

prefer when selecting a financial institution. But even though physical locations have fallen out

of favor, consumers still value being able to speak with a human representative: Nineteen
percent of those surveyed for Temenos’ study indicated that increasing access to people

should be the top item that banks focus on.

The big takeaway: Banks should employ a hybrid branch model that prioritizes more

complex, in-person services—which are more e�ective in building customers’ trust.

Consumers still place weight on being helped with complex, infrequently used services on

their branch visits: Just 1% said they will be less likely to purchase high-value products in

person once the coronavirus pandemic subsides.

Banks should go beyond simply facilitating basic transactions, and utilize their branch

networks to provide meaningful experiences to customers at important moments in their lives

—29% of those surveyed by Temenos found “solutions that helped them reach their life goals”

to be appealing.

O�ering high-value services in-branch would make better use of a bank’s resources and would

go a long way toward establishing trust with customers— an important need that many

consumers have cited.

https://content-na1.emarketer.com/majority-of-global-banking-executives-don-t-see-future-branch-based-model
https://chart-na1.emarketer.com/248233/number-of-us-bank-branches-by-financial-institution-2017-2020-number-of-bank-branches-change
https://chart-na1.emarketer.com/248156/preferred-banking-features-according-us-banking-customers-march-2021-of-respondents
https://content-na1.emarketer.com/u-s-bank-tests-branches-geared-digital-first-era?utm_campaign=banking+briefing+05/07/2021+u.s.+bank+concept+branches+group+a&utm_medium=email&utm_source=triggermail&utm_term=banking+briefing+-+a+test+group
https://infogram.com/temenos-infinity-how-human-is-your-bank-1h7g6k0nw950o2o?live
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