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Have	ques0ons?	Use	the	chat	panel								–	we’ll	field	them	as	we	go	and	
during	the	Q&A	recap	at	the	end	of	the	call.			



Presenter	
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Stephen	Nikitas	
Senior	Strategy	Director	

30	years	experience,	including	senior	execu0ve	at	financial	
ins0tu0ons	in	New	York,	California	and	MassachuseTs	



Topics	We’ll	Cover	

●  Market	snapshot	

●  Consumer	decision	process	and	pricing	

●  Rela0onship	strategies	and	product	innova0ons	
●  Key	takeaways	
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> 	> 	 > 	Market	Snapshot	
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Who	Is	Switching	Their	Primary	Financial	Ins5tu5on?	
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Checking	Drives	Revenue	

Benchmark	 Performance	

Percentage	of	profitable	accounts	 65%	

Percentage	of	unprofitable	accounts	 35%	

Average	checking	account	balance	 $6,367	

Average	deposit	balance	per	checking	account	holder	 $10,081	

Average	loan	balance	per	checking	account	holder	 $9,563	

Annual	checking	account	service	charges	 $8.92	

Annual	NSF	fees	 $81	

Annual	miscellaneous	fees	 $7.26	

Average	es0mated	debit	card	interchange	income	 $50	

Average	monthly	debit	card	swipes	 12	

Single	product	households	 32%	

Average	age	of	checking	account	holder	 51	

Percent	of	checking	account	holders	over	age	50	 51%	
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Why	the	Need	for	a	New	Checking	Account?	
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Reasons	for	Opening		a	New	Checking	Account	at	Time	of		
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How	Do	Consumers	Characterize	the	Rela5onship	
With	Their	Financial	Ins5tu5on?	
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Consumers	are	buying	low-margin	products	from	their		primary	financial	
ins5tu5ons	and	shopping	around	for	high-margin	products.	
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Mul5ple	Checking	Accounts	—	How	Many	and	Why	

Source:	Synergis0cs	Research	Corpora0on	9	 ©	2016	Harland	Clarke	Corp.	All	rights	reserved.	
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An	Opportunity	to	Expand	the	Rela5onship	
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> 	> 	 > 	Consumer	Decision	Process	and	Pricing	
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Deciding	to	Switch:	Convenience	Is	Key	

“This	is	why	I	went	to	the	financial	ins5tu5on	to	open	a	checking	account	…”	

Source:	Synergis0cs	Research	Corpora0on	12	
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Deciding	to	Switch:	Convenience	Redefined	
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Mobile	Banking	Has	Become	Increasingly	Important		

Source:	Alix	Partners	–	March	2014	14	
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Will	Consumers	Consider	You?	
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Who	Makes	the	Household	Financial	Decisions?	
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58%	of	Millennials	do	not	include	
their	spouse/partner	in	financial		
decision	making,	compared	with	46%	of	
Gen	X	and	29%	of	Boomers	
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Free	Checking?	

	

	

Source:	Synergis0cs	Research	Corpora0on	17	
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Let’s	Talk	Fees	—	How	Acceptable	Are	They?	

Source:	Synergis0cs	Research	Corpora0on	18	
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> 	> 	 > 	Rela5onship	Strategies	

©	2016	Harland	Clarke	Corp.	All	rights	reserved.	



Maximize	Cross-selling	Opportuni5es	

	

	

Source:	Synergis0cs	Research	Corpora0on	20	
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Consider	the	Economics	of	Rewards	Programs	
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> 	> 	 > 	Key	Takeaways	
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Key	Takeaways	

●  Checking	account	rela0onships	are	both	stable	and	vola0le	

●  Opportuni0es	to	acquire	mul0ple	checking	accounts	are	strong	

●  There	is	high	sa0sfac0on	with	accounts	overall	and	specific	features	

●  Consider	a	mul0channel	approach	for	marke0ng	checking	accounts,	using	the	branch	

as	focal	point	

●  Onboarding,	packaging,	and	cross-selling	are	key	rela0onship	strategies	

●  Rela0onship	rewards	have	a	posi0ve	effect	on	rela0onships	

23	 ©	2016	Harland	Clarke	Corp.	All	rights	reserved.	



Q&A	

Type	your	ques5on	in	the	chat	panel	

Stephen	Nikitas	
Senior	Strategy	Director	
	

Presenta5on	materials	and	video	replay	
will	be	provided	within	one	week.	
	
Visit	harlandclarke.com/webcasts	for	this	
and	previous	events.	

HarlandClarke.com/LinkedIn	

HarlandClarke.com/TwiTer	

www.HarlandClarke.com	



Thank	You!	
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