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01Environmental Influences & 
Factors To Consider



A potential global recession
● A bank’s ability to generate income and manage costs 

will be tested in new ways. 

Multiple disruptive forces
● High interest rates with reduced core deposits and “hot 

money”, more assertive regulations, and political 
tensions which are affecting consumer and commercial 
behavior.

The exponential pace of new technologies
● The impact of AI, open data, digitization of money, 

digital identity, and fraud concerns.

Revenue models will be tested
● PA Bank ROA was down in 1Q24; 2Q24 loan and 

deposit growth were below expectations: means 
continuing pressure on banks to pursue new sources 
of revenue/gain share of customer wallet.

2024 - 2025 Outlook



Strategies
 Streamline processes

 Make data driven decisions

 Embrace technology

 Foster a culture of innovation and 
adaptability

 Align bank objectives and customer needs

 Prioritize customer centricity

 Create exceptional online and in-person 
experiences

 Develop data-driven strategic retail plan

Reimagine 
Your Retail 
Branch 
Network



Consumer Usage



Transactional Costs



Big Banks:

- Opening 500 Branches

- Opening 100 Branches





Traditional Banks:

● Designed for High Transaction Volume
● 4,000 to 6,000 Square Feet

Today’s Branch:

● Conversational vs Transactional
● Multifunctional
● High-Touch Interactions
● 1,500 to 2,500 Square Feet

Less is More



Revised Hub and Spoke Model
Change the shape of 
your network to focus on 
and support the new 
definition of 
convenience.

Deliberately closing branches in some geographies, opening “mini-branch cafes” 
in others, and streamlining branch operations with technology creates a 
perceived presence, maximum impact, and minimum spend.



HUB Branch – Floor Plan Example



Micro Branch– Floor Plan Example



LPO – Floor Plan Example



ITM Example
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Evaluating Your Existing Retail 
Branch Network02



Retail Branch Optimization
Rather than abandon the 
branch, the strategic 
demand is to optimize.



Retail Optimization
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Mitigating Risk By Using The 
Right Data For Growth 

Opportunities03



Strategy First

 What are your top 3 strategic 
goals?

 What is your top retail 
banking goal?

 What is your top 
staff/organizational goal? 

 How do these goals impact 
your strategic retail plan?

TOP MARKETING PRIORITIES

60 (66%) 24 ( 27%) 7 (8%)

26 (33%) 32 (40%) 22 (28%)

16 (23%) 31 (44%) 24(34%)

18 (35%) 18 (35%) 16 (31%)

14 (29%) 15 (31%) 19 (40%)

10 (23%) 13 (29%) 22 (49%)

9 (23%) 21 (54%)9 (23%)

10 (23%) 11 (30%) 16 (43%)

12 (43%)

12 (40%) 14 (47%)

9 (28%) 11 (34%)

4 
(13%)

Second priority Third priority

n = Number of respondents

Deposit / checking g rowth

Customer/ member
acquisition

Deepen relationships and
imp rove share-of -wallet

Build the b rand, gene rate,
brand / name awareness

Inc rease adoption
of digital channels

Customer/ member retention
(reducing attrition / churn)

Grow/inc rease business
banking relationships

Loan g rowth

Expand / grow n ew mar kets

Att ract a younger audien ce

Top priority

n=91

n=80

n=71

n=52

n=48

n=45

n=39

n=37

n=32

n=30

Source: Digital Banking Report Research © November 2023



Current Market
Data/Analysis to
• Deepen relationships/share of wallet
• Attract more customers
• Determine gaps in coverage

Analysis will inform:
• Branch optimization
• Marketing strategies and product offers
• Consideration of additional facilities

• ATM/ITM
• Drive-up
• Satellite
• LPO

New Markets (See Section 4)

Strategy Drives Opportunity

CURRENT MARKET NEW MARKET



Site Specific 
Demographic Analysis
A detailed 
comprehensive study 
allows you to get an in-
depth look at your 
market segment like 
never before.



Data to Inform Strategy
Household level data
• Age, income, homeownership 

Segment level data
• Target income, employment

Financial data
• Banking, account balance and participation
• Financial clout

Market data
• Retail and commercial
• Financial institutions
• Psychographic (lifestyle) analysis



Review
Market
Competition



Financial 
Clout



Mosaic
Summary



Data to Form Strategy in Current Market
1. Drive more revenue by understanding your customers and non-customers in the immediate community

2. Competition and Clout data informs viability of market – maintain or grow

3. Demographics and mosaic psychographic (lifestyle) data provides detail for 
marketing and sales – for positioning, outreach, promotions, and offers to 
increase current customer share of wallet and additional market 
penetration/customer acquisition
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