
The evolving world  
of consumer finance  
– where are we now? 



While there’s much debate around topics like 
‘purpose driven banking’ and corporate social 
responsibility (CSR), banks are also grappling 
with issues around customer retention, 
marketing, and the growing popularity 
of new - largely unregulated, channels 
becoming a source of financial advice. 

The second round table of 2025, hosted by 
Tank, saw experts from across the financial 

services, customer communications and 
business sectors discuss some of the 
challenges currently facing the sector.

Exploring a range of topics, the following 
report summarises the discussion, touching 
on key themes such as the importance 
of understanding audiences, the benefits 
of a high street presence and the need 
for improved financial education.

The world of banking and finance is  
changing and brands can’t stand still. 
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How can financial services organisations ensure 
that they appeal to their target audiences?

Christian
It’s certainly not easy. Nottingham Building Society is 175 years old and 
we have a wide range of branch users. Some visit their local branch on 
a daily basis and are really engaged. These people tend to have a very 
traditional relationship with money, however they do tend to be of an 
older demographic. While we are absolutely committed to serving these 
individuals, we also have to think about what motivates different generations. 

To do this well, you need to understand your customer and then tailor the 
proposition and marketing activity accordingly. While we certainly don’t 
want to lose our sense of legacy, we also want to be seen to be innovative.

Jon C
We’ve been tackling exactly the same dilemma. Furness Building 
Society has been around for 160 years and, fundamentally, we’re a 
member owned business. During a recent rebranding project, we 
gathered some really interesting insight and found that we needed to 
focus more on our members. They effectively own the business and 
we’re there to serve them.

Refurbishing our eight branches across the North West was a 
significant investment, but it needed to be done. Unlike a lot of 
financial services firms, we’re committed to our high street branches 
and we’ve focused more on what those different locations want and 
need. For example, Lancaster and Preston are cities and tend to serve 
a slightly younger demographic. It’s all about tailoring the proposition.
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“You need to understand your customer and 
then tailor the proposition and marketing 

activity accordingly. While we certainly 
don’t want to lose our sense of legacy, we 

also want to be seen to be innovative.”
Christian



What factors are driving people when 
choosing a bank or building society? 

Jon C
Some people are very intentional. In our case, people know it’s the Furness and 
it means something to them. This means that the brand and everything that we 
do has to reflect that. I think another plus point for us is that not many brands 
want to be located where we are, on the peninsula. This seems like madness 
as the area is thriving. For example, BAE Systems has a significant submarine 
building program centered in Barrow-in-Furness, creating thousands of jobs.
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Christian
One of the big questions for building societies has to be around what 
it actually means to be a member of something. Because we are, 
by definition, a purpose-driven organisation. We’re there to serve 
members, we’re not there for shareholders or for faceless private equity 
companies. This is an important message to hone in on.

From a marketing perspective,  
how important is it to have a detailed 
understanding of what’s driving customers? 

Ed
Across all sectors, you’d be surprised at how many businesses think they understand who 
their customers are, maybe they have a rough idea of demographics or what motivates 
them to buy a product or service. However, this insight rarely taps into understanding 
their values, what drives them and what the pain-points are. This is something that 
we really encourage at Tank, to ensure marketing activity is making a real impact. 

You talk about how you can engage with both the older and younger generations, 
there will probably be a lot of crossover in terms of what motivates them as 
customers. Purpose-driven banking is certainly becoming more important. 



Jon R
There are some interesting parallels to 
what’s already been said and the world of 
payments we operate in at Access PaySuite. 
One of the key things a merchant wants 
from a payment provider is the ability to 
offer a variety of choices of payment types. 

So far, the discussion has been around 
giving people choice, no matter their 
demographic. People want to see payment 
options that they trust, and that they 
know are reliable. All of the things we’re 
talking about in terms of demographics 
boil down to, as an individual, what works 
for you, what’s your go-to thing? From a 
business point-of-view, being able to provide 
that flexibility and ease of use is key.

Mel
I absolutely agree, before setting-up 
Evolve Consulting, I spent most of my 
corporate career working in retail, and of 
course in retail you need to understand 
the customer. It’s fundamental. I’ve 
seen a few instances where brands 
try to force the customer proposition 
into what might work operationally, 
but this is the wrong way round. 

Gen Z appears to be far more purpose 
driven and values led. But, it’s not just Gen Z 
we have to think about, we’ve also got Gen 
Alpha joining the workforce next year and 
nobody’s even talking about that yet. We 
also make assumptions about older people. 
I actually believe that COVID changed 
older people. They probably weren’t that 
technologically savvy before, but during 
lockdown they had to adapt. They aren’t 
digital firsts, they’re not Gen Z or Gen Alpha, 
but the majority do have an understanding 
of technology and how to use it.
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Lewis 
I think all audiences want greater flexibility, 
greater choice and greater transparency. 
It’s really interesting that a lot of traditional 
banks are choosing to pull out of the 
high street. I’m a millennial but I still like 
interacting with people. I’d much rather 
go into the bank to solve a problem 
than have to submit an online form.

That may not be the norm within my 
generation, but there’s plenty of us who are 
that way inclined, yet high streets are pulling 
away. I’m constantly looking for different 
banking options and different flexibilities. 
As much as I’m glad that my bank checks 
some of my payments, it’s also incredibly 
frustrating when I then have to call them, 
even though I’ve put in my password, 
done my ID check and it’s still blocked. 

Because there’s lots of nuances to 
consider when understanding customers, 
bringing together qualitative and 
quantitative data is really important.
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“All of the things we’re 
talking about in terms of 
demographics boil down 
to, as an individual, what 

works for you, what’s 
your go-to thing?”

Jon R

CONTINUED…



Understanding your audiences shouldn’t 
be an afterthought in marketing
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Who are you talking to and what do they 
want from your product or service?

This knowledge is crucial. Not only because 
it allows marketing teams to develop 
more targeted and successful multi-
channel campaigns, but also because 
it helps to avoid issues like customer 
churn that can occur when a consumer 
feels like their values no longer align. 

According to a recent Dentsu report, Gen Z is 
significantly influenced by brand values and 
sustainability. In fact, 18% of Gen Z surveyed 
believe brand values, including things like 
commitment to diversity and inclusion, 
influence their choice of financial services 
provider - second only to millennials. 

The same report found that to win Gen 
Z’s trust, brands needed to focus on 
authenticity and social responsibility by 
offering ethical investing options and clear, 
jargon-free communication about any 
fees, risks, and benefits of their products.

While there will always be nuances 
and varying opinions, having a clear 
understanding of what each demographic 
and customer group is looking for should 
always be clarified in the very early stages 
of any brand or marketing campaign. 

Tailoring your marketing efforts 
is more important than ever 

For financial services organisations, the 
landscape is increasingly tough. Legacy 
banks are having to compete with challenger 
banks, often able to offer a more agile and 
consumer-friendly service. Meanwhile, 
so-called ‘finfluencers’ are filling social 
media platforms with advice, sometimes of 
questionable quality, free from regulatory 
scrutiny. This has - understandably, 
created a lot of noise. Consumers are 
now bombarded with choice, and if they 
feel that they aren’t getting the service 
they expect, they have no qualms about 
switching to a different provider. 

Luckily, many businesses sit on a goldmine 
of customer data. Take Monzo as an 
example. The digital-first bank is constantly 
leveraging data insights to build a more 
customer centric and user-friendly product, 
ranking as the UK’s 7th largest bank in 
2024 with over 9 million customers. 

With nearly 19 petabytes of data stored in 
its enterprise data warehouse, Monzo is 
able to constantly enhance its customer-
facing features based on data-driven 
insights, described by Suhail Patel, 
senior staff engineer at Monzo as, “like 
having a superpower”. While this insight 
might not directly lead to Monzo’s next 
big marketing campaign, it eliminates 
the guess work and ensures that time 
is being invested in the right areas. 

With so many marketing disciplines now able to offer tangible 
and concrete metrics around clicks, impressions and – hopefully, 
sales, it’s tempting to skip past the important foundations that 
should be considered as part of every marketing campaign. 

By Ed Sheldon, senior account director at Tank. 
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https://www.dentsu.com/uk/en/uk-deep-dive-emea-consumer-navigator-report?utm_source=report&utm_medium=blog
https://cloud.google.com/customers/monzo-bank
https://cloud.google.com/customers/monzo-bank
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Using the right channels 

As well as building a detailed 
understanding of customer behaviour, 
it’s important to communicate via 
the most appropriate channel. 

Instead of just using social media as an 
awareness channel, younger generations 
are increasingly expecting interesting and 
educational content, and this should be 
considered in any marketing campaign. 

That being said, in-branch experiences 
and physical marketing cannot be 
replaced altogether. Age UK found that 
despite 58% of over 65s using a digital 
banking service to manage their main 
account, a significant number remain 
unable to do so, with 27% managing their 
accounts via a branch or other physical 
location. The same research found that 
only 14% of the over 85s bank online, with 
58% relying on face-to-face banking.

This highlights that in-branch interactions 
remain an important part of the 
banking experience and should not be 
overlooked by marketing teams. 

Ultimately, banking is an essential 
service that is relied upon by millions of 
people across all demographics. When 
banks and other financial services 
organisations invest in understanding these 
audiences they can develop marketing 
campaigns that not only perform well, 
but also build trust, nurture long-term 
customer relationships and resonate. 

Tank supports clients across the 
finance sector. Read more about Tank’s 
work with Almond Financial here. 

https://www.ageuk.org.uk/siteassets/documents/reports-and-publications/reports-and-briefings/money-matters/the-impact-of-the-rise-of-online-banking-on-older-people-may-2023.pdf
https://tank.co.uk/case-studies/almond-financial/


Christian
We speak to a lot of people who say that 
they want access to a local branch, yet 
they don’t actually use it. This highlights 
the appeal and community aspect of 
being able to bank locally. It’s about 
understanding customers, and I don’t just 
mean their immediate banking needs. 
We need to understand what draws them 
in and how we can appeal to them.

Lewis
That speaks to the point about value versus 
cost, because if businesses solely focus 
on cost, in my experience, what they offer 
can become a bit soulless. With my own 
education company, STARTrading, we often 
focus on value for the customer versus 
our bottom line, which means we’re not as 
profitable as we could be, but it ensures 
our customers get a better experience.Jon C

It’s no coincidence that we’ve invested in our 
branch network post-COVID. We were seen 
as an essential service during that period of 
lockdown and needed to remain open. At the 
same time, we’ve also invested heavily in our 
digital front end and payment technology, 
to ensure that people have options. 

It would be very easy for a building society 
to look at the cold hard financial analysis 
and conclude that the branches are a 
high cost to the business, and maybe 
question if they pay for themselves. But, 
I’d argue that branches build trust and 
longer-term goodwill. They’re a hub in the 
community, they’re on the high street.

“You can improve your 
P&L in a year by doing 

some dysfunctional 
things, but if you want it 

to be sustainable, you’ve 
got to do things that 

are actually delivering 
consistent value and for 

some people that’s in-
branch experiences.”
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Mel

How important is it to offer an in-branch experience? 
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“Businesses need to know what 
customers are saying and what’s 

important to them. Currently,  
I’m not sure many really know.”
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Alex

Jon R
When payments work they should almost 
be invisible. The consumer just wants 
it to happen and both merchants and 
consumers want to know that the payment 
is being made through a reliable provider.

Alex
To do this well, businesses need to know 
what customers are saying and what’s 
important to them. Currently, I’m not sure 
many really know. You might assume 
that the over 70s are quite averse to 
technology, however 25 years ago this 
demographic were in their 50s. They 
were probably some of the innovators 
during the dot com era. We’re seeing more 
businesses investing in gathering reliable 
insights around the types of interactions 
and activity that drive conversions.

Alex
I’ve always been a Nottingham Building 
Society customer and I’ve made sure 
my son knows about going in-branch 
and that there’s a physical element 
to money management. That’s why I 
believe some organisations are thriving 
because they have a customer base that 
shows intent with their feet. They want 
branches and good quality service. 

The generational differences we’ve 
already mentioned are interesting. Gen Z, 
arguably, has the best of both worlds. They 
like digital, but when they require more 
intense or more detailed conversations, 
they want to speak to someone in-store. 
Commify is a communications business, 
and we’ve certainly seen shifts in the 
way brands communicate. Historically, 
because of red tape and legislation, the 
financial services industry had to follow 
a one cap fits all approach. The problem 
with this is that different demographics 
have different wants and needs.

The evolving world of consumer finance – where are we now? 

CONTINUED…



Are certain demographics  
more risk averse than others?

Alex
I think the challenge at the minute is that all demographics, to 
a degree, probably want to have their cake and eat it. Most don’t 
want to go to their high street bank for 90% of the interactions, 
as so much can be done online. But actually, in the rare instances 
where they want to discuss fraud or they are dealing with a 
complex application they want to be able to go in-store.

Christian
The industry has had to shift from offering face-to-face, 
to digital, then to omni-channel experiences and that’s 
been a lot to navigate. What’s clear now is that people want 
choice. They want to be able to interact on their own terms. 
To do this, organisations need to have an understanding 
of what channels appeal to their target audiences and 
how to deliver. Otherwise, it just fuels that lack of trust.
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Mel
The retail industry has already shifted to focus on in-store 
experiences, as nobody actually needs to visit the high street 
anymore, so they have to draw people in. I think financial 
institutions will have to follow a similar path and really invest 
time in understanding how they can add extra value in-branch.



Should more be done around financial education 
to ensure people know what services are on offer 
and how best to use them? 

Lewis
I’m an educator and that’s at the core of my business. There’s a lot of conversations going 
on about how a number of pretty big issues could be solved by better education. So many 
people aren’t sure which channels to use, how and when to use them, or even what services 
are available. A lot of people don’t know how to be smart with their money and some of the 
big banks are just paying lip service to education to tick a corporate responsibility box. I would 
really like to see more really good quality education to help people achieve their financial goals.

Jon R
What we tend to see in the world of 
payments is that the majority of customers 
pick their payment method because 
that’s what they trust and that’s what 
they’ve used in the past. Whether it’s 
right for them at that time might be 
questionable, but they’ve built up that 
trust over years of using the same type 
of payment method. It’s worked for them, 
it’s not gone wrong. There’s hundreds of 
different ways you can make a payment, 
but people generally stick with one 
method. That’s just human behaviour.

A big elephant in the room in the world 
of payments is AI. Theoretically, you 
could see a world where someone says, 
“I want to buy a jacket”. AI shows them 
a selection, they choose one and it’s 
done. There is a payment there, but the 
actual person making the transaction 
probably doesn’t want to know about it 
or see it, it will just happen. Obviously 
this creates some potential issues, as 
the consumer might not have visibility.
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Lewis
It’s interesting to consider where the 
responsibility falls in that scenario. Does 
it fall on the retailer, or the merchant, or 
the bank? It’s great to get a little pop-
up from the bank telling you how much 
you spent, but would this continue 
to happen? What could happen if 
someone turned off their notifications? 
Ultimately, my belief is that everybody 
is responsible for their own finances. I’m 
big on that, but there is some corporate 
responsibility in that equation too.

Christian
 I think regulators have got a role in this 
too. Consumer Duty forced a big shift 
in mindset. The industry has to ensure 
positive outcomes. It can’t continue to 
be a case of relying on a lack of decision 
making, or a situation staying the same 
because the consumer isn’t aware of other 
products or services they could be using.



What opportunities are there for brands 
to engage more with consumers? How are 
online influencers impacting perceptions 
of money and financial management? 

Christian
Personally, I think there’s a complete 
disconnect between real life and what 
younger generations see online. Deals 
like “enter this competition and win 
£10,000”. Someone needs to tap into 
this space and make content that 
actually makes an impact, although it’s 
hard as there’s relatively low interest.
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Mel
I think one of the big differences with 
Generation Alpha is that they won’t be 
digital first, they actually don’t know 
anything else. They expect everything to be 
entirely seamless and instantaneous and 
this impacts their perceptions of money 
and good financial management.

Ed
This is a big challenge for brands, how do they reach their target audience and ensure 
they’re seeing appropriate content? A quick glance at personal financial advice on TikTok 
will show you videos from all sorts of people. I saw one explaining why the 50/30/20 budget 
model is completely wrong, shortly followed by another pushing the benefits of investing in 
property via bridging loans. While high street brands might have taken on board Consumer 
Duty, I’m not sure the same can be said for financial influencers. Brands are currently 
leaving a vacuum, which they could really capitalise on and use this to add real value.

Lewis
That’s an incredibly astute observation, but 
it’s also an incredibly difficult problem to 
solve for big brands because most people 
will buy into an individual, not into the 
brand. So how does a brand occupy that 
space in the same way? They just can’t. 
Unless they have an impressive founder 
or CEO who can step into that space and 
become the voice of the company. 

Alex
I think the challenge from a financial 
education point of view is that no one 
knows where the responsibility lies. It’s 
not financial institutions and it’s not 
the schools. We don’t talk about it early 
enough. I think this goes back to your 
earlier point. A lot of businesses open 
new communication channels because 
they want to tick the box, but if you don’t 
manage them effectively, they’re pointless.



CONCLUSION 
It’s clear that different demographics want different things from financial services 
providers, and businesses need to remain open minded when it comes to weighing-up  
cost versus value. As Generation Alpha becomes financially active, this may also  
add an extra layer of complexity to the challenge of catering for different audiences. 

In-branch experiences remain key  
Despite in-branch banking becoming much 
less popular, this remains vitally important 
for some demographics. Assumptions that 
this is largely referring to older generations 
aren’t necessarily accurate, with nearly 
one in three of Gen Z planning to access 
financial services in person in 2025 – the 
highest percentage of any generation.

Data can provide vital insight  
With a wealth of customer data, 
organisations can develop their 
understanding of key audiences, the 
types of products and services they 
interact with and any potential upsell 
opportunities. This data will also help 
organisations to leverage the power of 
artificial intelligence and machine learning. 

Understanding audiences  
will only grow in importance 
As new generations become financially 
active, the industry needs to understand 
who it is they are talking to and their 
preferred communication channel. While 
it might be easy to focus entirely on a 
digital first offering, millions of customers 
still prefer in-branch interactions 
and this cannot be forgotten. 

Education must improve 
The growth of so-called ‘finfluencers’ 
may create negative assumptions around 
wealth and money management. The 
industry needs to continue making positive 
strides when it comes to offering financial 
education, to ensure that consumers 
understand which products and services 
they can access and when to access them. 

tank.co.uk
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https://www.dentsu.com/uk/en/blog/how-financial-services-marketers-can-win-gen-z-in-a-challenging-market
https://tank.co.uk

