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Everyone loves an underdog story — but in banking, entrenched players might wish that the upstarts weren't quite 
so compelling. Over the last decade, the emergence of digitally-empowered fintechs has left conventional banks 
scrambling to define their competitive advantage and meet their consumers where they are. 

But banks already have an advantage over digital upstarts: empathetic service. This white paper will consider the 
state of the market and argue that if conventional banks can differentiate themselves through superior experiences, 
they can attract consumers who prefer personalized support — and even challenge fintechs on convenience. The 
paper will further examine:

• • How fintechs have shaped consumer expectations in financial servicesHow fintechs have shaped consumer expectations in financial services
• • Why service poses a differentiation opportunity for conventional institutionsWhy service poses a differentiation opportunity for conventional institutions
• • The hurdles banks will need to surmount if they plan to deliver exceptional — and exceptionally convenient The hurdles banks will need to surmount if they plan to deliver exceptional — and exceptionally convenient 

— experiences— experiences

Executive Summary
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Everyone loves an underdog story — but in banking, entrenched players might 
wish that the upstarts weren't quite so compelling. Over the last decade, 
digitally-empowered innovators have challenged banking conventions and 
sought to reimagine financial services experiences for modern consumers. 
These newcomers have made accessible convenience their motto, disdain-
ing both human service and brick-and-mortar branches in favor of digital 
apps and services. 

And make no mistake, people are interested in what these “fintechs” have 
to offer; convenience-minded consumers are increasingly opting to manage 
their finances from the comfort of their couch. Today, digital solutions ex-
ist for nearly every financial challenge a person could have, from depositing 
money to checking credit, paying bills, buying crypto, and obtaining mortgag-
es. The sheer availability raises a critical question: why should consumers 
continue to choose conventional banks?

Fintechs: Organizations that 
seek to reimagine financial ser-
vice experiences by leveraging 
innovative technology.

Conventional banks scramble to find 
their footing amid fintech disruption

Industry Perspective

Disruption in Numbers 1, 2

The global fintech market is expected to reach $332.5 billion by 2028
From 2020 to 2021, the proportion of US consumers using fintech 
grew from 52% to 88% 
Every major category of fintech (payments, investing, saving, etc.) 
surpassed 50% adoption in 2021 

Proportion of US consumers
using fintech2
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"There's an overarching theme of competitive pressure," Greg Jacobi, the VP & GM of Banking and Lending at Salesforce®, 
explained in an interview. "You see a tremendous drive to transform because fintechs as well as progressive traditional 
banks are raising the bar; they pose a real and meaningful threat to traditional banks and financial institutions. It's hard for 
conventional organizations to compete with companies that are so flexible and accessible."

This pressure is only likely to increase as younger consumers become financially independent. According to Jacobi, Millen-
nials and Gen Z are more likely to gravitate toward convenient digital tools — and will be less likely to put up with what they 
perceive to be unnecessary inconveniences. Numbers already confirm this: according to Statista, 52% of financial app users 
are between 18 and 35 years old.3

"You think about how much time it can take to accomplish a simple task like confirming your mortgage was paid," Jacobi 
hypothesized. "You might be clicking through telephony prompts for five minutes, talk to a rep for another five, then get 
transferred and explain the situation all over again before you finally get an answer. That's a good fifteen minutes of your day 
for a yes or no response." 

"People do not want to be treated that way.  Every question about money is important and those that handle it with care, 
speed and accuracy will build loyalty. The new breed of banks get that," he concluded. 

Thus, conventional banks find themselves in a quandary. How can they attract — and retain — consumers when fintechs 
have so neatly established themselves as a convenient alternative to traditional banking? 

The answer is (seemingly) simple: deliver customer experiences that fintechs can't hope to match. 

Fintech Utilization by Age Group3
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By definition, most fintechs can't provide much in the way of human support. 
Because such businesses are designed to reduce (or outright remove) the 
need for physical branches and call centers, customers may be left adrift if 
they have an unusual request or question. Digital service experiences are 
typically convenient but one-size-fits-all; unlike conventional bank mem-
bers, fintech consumers don't have an easy way to access personalized 
support when they need it most. 

"You can't just call into a company like WealthSimple and talk to someone," 
Alex Bryce, Senior Sales Director for Gerent's Financial Services practice, 
pointed out in a conversation on the matter. "Part of the appeal of a conven-
tional bank is that when you call or come into the branch, you have meaning-
ful interactions. You can connect with a real person — someone you trust to 
listen to you and provide meaningful advice." 

The value of such a relationship cannot be understated. Past research has 
demonstrated a significant and positive tie between customer trust, loyalty, 
and satisfaction in the banking sector.4 Customers who feel they can rely 
on their bank's service representatives to resolve their concerns and deliver 
top-tier experiences are likely to remain at that bank.

Conventional banks can differentiate  
via experience — but will face logistical  

hurdles along the way 

Part of the appeal of a conventional bank is 
that when you call or come into the branch, 
you have meaningful interactions. You can 
connect with a real person — someone you 
trust to listen to you and provide meaning-
ful advice."

Alex Bryce
Senior Sales Director for Financial Services at Gerent
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Moreover, it's become increasingly clear that convenience alone cannot en-
tirely offset the value of human support. A recent Capco survey of over 1,000 
US consumers found that the majority of respondents (63%) wanted to have 
the option to speak with bank representatives when necessary.5

"People still desire the ability to pick up a phone or walk into a branch to get 
questions answered," Lane Martin, the head partner for Capco's US Banking & 
Payments Practice, shared in a press release for the survey. "No matter how 
sophisticated they have become, chatbots, FAQ pages, self-guided digital plat-
forms, and other forms of non-personalized service have yet to establish the 
right level of personalization and enhanced customer experience." 

Moreover, it's worth noting that conventional banks have another, equally cru-
cial, service advantage over digital upstarts: comprehensiveness. 

Despite their accessibility, fintech services do not lend themselves to cen-
tralized convenience. Because solutions are siloed, consumers often need to 
swivel between disparate platforms to manage their finances. This pivoting 
may be tolerable for someone who uses one or two fintech services; however, 
the hassle of switching between platforms can quickly become an annoyance 
for those who maintain a constellation of accounts. The sheer inconvenience, 
as researchers at the Bank for International Settlements described in a 2021 
report, “encourage re-bundling, and confer advantages to large multi-product 
providers.”6

These findings collectively indicate an opportunity. If conventional banks can 
differentiate themselves through superior omnichannel experiences, they 
can attract consumers who prefer human support and challenge fintechs on 
self-service convenience. 

But elevating service is easier said than done. Call centers are beset by com-
munication silos, inefficiency, and turnover; banks often struggle to main-
tain their call center staff, let alone empower them to provide better service. 
According to NICE WEM's 2022 Global Survey, contact centers reported an 
alarming 42% attrition rate in 2021.7

"When I talk to banks and ask them about their pain points, most say that it 
takes four to six months to train up a new person for their contact center —and 
even then, that rep won't be prepared to tackle every phone call; there will be 
gaps in their training," Bryce noted. 

These gaps are deeply problematic, given that customers are more likely to 
ask complex questions than they have in the past. With self-service features 
becoming more advanced and universal, most consumers don't need to call in 
unless they have complicated questions that they can't answer on their own. 
If reps aren't well-trained or experienced enough to handle concerns immedi-
ately, customers may become dissatisfied or even decide to change banks. 

42%

attrition rate in 20217

Contact centers reported a
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The need for well-trained, experienced call center reps cannot be overstated. If 
conventional banks are to differentiate themselves through high-quality, peo-
ple-driven experiences, they need people. However, a hiring spree might not be 
feasible for some banks — not when ramping a single call center employee 
can cost between $10,000-$20,000 in recruiting costs, training, and lost 
productivity.8 

"From a business perspective, it's a balancing act; you don't want to hire more 
people, but you also don't want understaffing to drive customer attrition," Bryce 
said. "It's a big risk not to hire." 

What, then, can banks do but try to do more with less? It's time for convention-
al institutions to start finding new and effective ways to empower their contact 
center employees to provide better and more personalized service experienc-
es at scale. It won't be easy; banks will need to actively break down their com-
munication silos, rethink inefficient processes, and establish the digital sup-
port systems employees need to deliver personalized and timely experiences. 

"What we're talking about is finding ways to improve," Bryce concluded. "If you 
can reduce those call times so talented reps can take on more calls with con-
fidence, attrition will go down, costs will shrink, and customer experience will 
improve. That's an improvement worth investing in." 

If you can reduce those call times so tal-
ented reps can take on more calls with 
confidence, attrition will go down, costs 
will shrink, and customer experience will 
improve. That's an improvement worth in-
vesting in." 

Alex Bryce
Senior Sales Director for Financial Services at Gerent
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The time for contact center  
elevation is now. 

This paper is the first in a two-part series on the value 
contact center elevation holds for conventional banking 
institutions. In our next paper, we'll unpack how Sales-

force's industry-tailored solution, Salesforce for Financial 
Services, gives banks the integration, analytics, data, and 
communication functionalities they need to put custom-

ers at the center of everything they do.  

Don't want to wait for the next paper? Not a problem — 
Gerent's team of veteran financial services consultants 
are ready and willing to help your team start crafting a 

high-value innovation plan. We specialize in giving  
organizations the tools they need to empower their  

employees to deliver unparalleled financial experiences.  
To date, our team has completed over 200 full-cycle 

transformations for organizations in the banking, lend-
ing, capital market, and wealth management sectors. 

Will yours be next? Contact Gerent today to strike up  
a conversation.  

Salesforce and Salesforce Financial Services Cloud are trademarks of Salesforce, Inc. and are used here with permission.
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