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Choose and execute 
a strategy that 
makes a difference

1) The “Right” Strategy
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Case Study 

• High yield deposits + mispriced lending lines = negative excess return
• Consistently ranked in the bottom 6% of bank performance



• Profitable products + profitable customers = 14% consistent excess return 
• Consistently ranked in top decile 

Case Study 
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Where The Strategic 
Horizon Is

Where the Strategic 
Horizon Should Be

Capital allocation

New product development

Strategic positioning and 
business line decisions

Pricing 

Line strategy

Strategic vs. Capital Horizon Mismatch



Strategic Priorities

Banks should flip their strategic priorities!
Allocate resources based on profitability. 

180,000%

18,000%

1,800%

180%

18%

Lifetime Value



7

Banking In One Slide
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ROE Must Be > COC



2) Target The Right Customer
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Segment Profitability
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3) Focus on Lifetime Customer Value

Managing customer 
lifetime value instead of 
transaction value. 

Better aligns with a 
service and relationship 
oriented culture. 



Bundle Products Into Solutions

• Group packages of products and 
services together to provide 
solutions. 

• De‐emphasize risk‐centered products

• More meaningful for the customer, 
higher cross‐sell for the bank. 
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4) The Right Architecture



5) Get Proactive on Technology
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Technology by Design 
(My Top 10)

1. Problem resolution
2. Data storage architecture 
3. Usable mobile/online platform

• Attractants 
4. Account opening
5. Small business lending
6. Consumer lending
7. A “customer core” 
8. Chat/chatbots/scheduling
9. Specialty 
10. Pricing engine
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Drivers of Scale



Technology Spend



How Regional Banks Spend Their Tech Budget
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Branch vs. Digital

Branch Cost 

To Build (2) $750,000

To Maintain $949,000

To Serve 2,500

Cost per Customer $390/Yr

Engagement 24/Yr

Online / Mobile (1) Cost 

To Build (2)  $650,000

To Maintain $324,000

To Serve 23,000

Cost per Customer $20/Yr

Engagement 122/Yr

(1) Online Mobile: Online banking, bill pay, geolocation, payment, alerts, specialty apps
(2) Depreciation: 30 years for building / 5 years for online/mobile
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Cost And Value Difference

Mobile 
Customers:

• 15% longer 
retention 

• 10% greater 
lifetime value 
(> balances 
and product 
per customer)



6) Manage Product Mix

20



21

Payments

• How to move to real‐time settlement (What is means 
for your core system)

• What to use for P2P and B2C
• How to support e‐commerce (merchant services)
• How to integrate into other products
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The Battle of Treasury Management

The war for the high‐value customer will be won and lost in the 
trenches of treasury management.

Why?

1. TM has better risk/reward profile than 
most other products

2. Increase retention to help lifetime value

3. Hard to build C&I loans without TM

4. Ability to generate fees
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Where To Capitalize: Merchant  

Increase payment services in cash management 
offerings: AR, AP, one to many payments, etc. 

Consider the role of arbitration , escrow agent and 
guarantor for payments

Take on the role of an educator to merchants and 
customers 

Offer some form of mobile cards to remain relevant
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7) The Future of Branches

What is the your 
roadmap and philosophy 
for digital?

How will you use your 
branches in the future? 
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Branch vs. Digital

• How do you achieve that omni‐channel 
experience; mobile‐first or true omni‐channel?

• What do you do with your “digital branch”? 
o Footprint?
o Contiguous geo areas?
o Contiguous product areas?
o Customer segment focused?
o State/Nationwide?

• What happens to your physical branch? 
o How do you drive relevancy? 



8) Build A Brand
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A Banking Vision

What would a bank have to look like so that there was a 
line of customers clamoring to do business with it?

1) Demand would have to exceed supply

2) The Bank would have to create
additive value

3) The Bank would have to make people feel
good about themselves
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Be Clear On Your Value Proposition

Culture Product Benefits 
To Relieve Pain

Service Benefits To 
Relieve Pain

Other Ways Bank 
Can Help With 
Objectives

ObjectivesPain

FearsGain

Bank
Customer

SPEED

• Use Post‐It Notes
• What are “substitutes” for your bank
• How do you get the value proposition across? 
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9) Get Serious About Sales

• CRM system
• Sales management
• Sales training
• Sales culture



Personalized Pricing
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• Deposit pricing first, then loans
• Works the same with a rewards program



Promotion Segmentation
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• Give a customer a promotion
• See how they react
• Categorize them



Data And Personalization

Content

Search 
results

Promotions CSR
interactions 

and recommendations

Live-chat 
interactions

ChatbotsAI-driven 
recommendations

POT offers

Receipt offers

Examples of data-driven personalized offerings 

Online In‐branch

AI-driven 
recommendations

In-location-
based offers

Dynamic signage



10) Modern About Marketing 

Composition of A Deposit or Loan Campaign
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Purchasing The Cheapest Attention

• Organic traffic – website & landing pages
• Referred traffic from social media
• Paid search
• Retargeting / Display ads
• Partnerships
• Email
• Referral program 
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Recent Bank Product Campaign



35

Partner Marketing Traffic
Check Credit Score Campaign to cards and accounts – 71mm visitors

71mm visitors total –
Majority paid partnerships

735k advertising traffic 
referrals (Of 7.9mm paid) from 
single source.
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YouTube, Blogs and Vlogs

• 13mm views from this campaign

• 519k referrals (estimated)

• 80k new accounts (estimated)
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Questions? 
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The current business model is 
inefficient. 

Banks need to leverage culture, 
data, process and product to 
sustain a competitive 
advantage. 

Conclusion

The future of banking looks faster, 
more mobile, and more quantitative. 
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The End

Chris Nichols
Chief Strategy Officer
CenterState Bank
925‐202‐8944
cnichols@centerstatebank.com

Want more ideas and data?

Sign up at:

http://csbcorrespondent.com/blog

Thank You!
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Disclaimer

This presentation is for general strategic information only and should 
not be relied upon as a substitute for independent research before 
making a material management decision. This presentation does not 
take into account any particular bank’s performance objectives, 
financial situation or needs. All banks should obtain advice based on 
their unique situation before making any decision based upon this 
presentation or any information contained within. In addition, any 
implied projections or views of the bank market provided by the 
authors may not prove to be accurate. While all the information 
contained herein is believed to be accurate as of the date of source or 
publication, the information is subject to change and constant revision. 


