
BANKS’ 
ROLE IN 
MODERN 
SOCIETY



Technological advancements are rapidly changing 
customer expectations of financial institutions – of 
the service they provide and the role they play in 
modern society. We know this because our recent 
research reveals that almost half (47%) of Brits 
believe it’s a bank’s duty to help them make better 
financial decisions. This begs the question – how 
important is it for banks to provide solutions that 
empower customers to make sound financial 
decisions, rather than just ‘guard’ their money?

A traditional bank, at its very core, is an  
institution to 1) store money and 2) lend money. 
But understandably, with the rise of nimble 
fintech solutions and collaborations, banks are 
now expected to be so much more. Look at the 
rising demand for ‘finance assistant’ apps that 
automatically put customers’ money aside or notify 
them when they are close to their overdraft. In all 
areas of life, consumers are relying on technology to 

THE RISE OF DIGITAL 
BANKING SERVICES 
THAT GIVE CUSTOMERS 
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WITH THEIR MONEY 
AND TAKE CHARGE OF 
THEIR FINANCES IS 
GREATER THAN  
EVER BEFORE. 
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do the nudging and notifying – whether that’s  
a reminder to book another exercise class, wish  
a friend ‘happy birthday’ or to say that their last  
coffee purchase was one too many against a  
set weekly allowance.  

At the height of competition in the industry between 
incumbents, fintechs and now pure tech players, it’s 
essential that incumbents think and act customer-
focused. However, our research shows that Brits feel 
underappreciated by their banks, which many believe 
don’t reward customers for their loyalty and prioritise 
those in better financial positions. 

What’s more, in addition to the expectation from 
service providers to operate on a ‘nudge and 
notification’ basis, customers are undoubtedly 
becoming more perceptive of the social and 
environmental impact and efforts of brands and 
companies they are connected with. Consumers’ 
attention and loyalty are increasingly linked to a 
brand’s authenticity, credibility and ethical behaviour 
which means that in order to compete, brands and 
companies across all industries need to change their 
behaviour. A prime example is retail – awareness of 
the impact fast fashion is having on the environment 
is higher than ever, with many customers increasingly 
looking to be more eco-friendly with their shopping 
and inevitably driving change in brands’ behaviour. 

While the banking industry has not been held to the 
same level of scrutiny for its environmental impact  
that retail has, it is only a question of time as we 
already know it’s an important factor to customers.  
In addition to customer expectations of banks to help 
them manage their money and make better financial 
decisions, our report shows many Brits want their 
bank to act in a more socially and environmentally 
responsible way, otherwise they’ll switch.

It’s clear that banks need to do much more than to be 
just a safe house for cash – they have a duty of care 
to customers, society and the environment. With the 
right business model and technology it’s possible, but 
it requires a fundamental switch in culture and mindset 
from within.
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Our report highlights that two thirds (67%) of Brits 
don’t feel well-equipped to make the best financial 
decisions for themselves, with 68% admitting they 
aren’t financially observant.

These figures aren’t surprising – especially considering  
a massive 9 in 10 (93%) Brits feel their school, college  
or university didn’t properly prepare them to manage  
their finances. 

This year’s Salary Finance survey found that ‘worrying 
about money’ was the biggest source of stress for British 
workers and that the average UK household debt now 
stands at a record £15,400.

In a world where access to information is at our 
fingertips, there is a clear opportunity for banks to bridge 
the knowledge gap and increase customers’ financial 
awareness. While banks don’t – and won’t – operate under 
the label of ‘financial advisors’, they are able, with the 
right solutions, to empower customers to make educated 
financial choices. What’s more, it’s in banks’ interest 
too, because satisfied, financially literate and confident 
customers are those that stick around and take on new 
services – set up savings accounts, set up mortgages, etc.

Some incumbents and digital challenger banks are already 
meeting the demand for money management solutions. 
And we know that customers welcome such initiatives, 
with almost half (47%) saying they’d value a service that 
showed them a breakdown of how and where they were 
spending their money, and over half (53%) admitting they’d 
like a service which shows them how to better manage 
their finances.

Fintechs like Cleo, Squirrel and Yolt are certainly playing 
a role in offering ‘financial assistant’ solutions but there 
is still an opportunity for banks to join in. However, many 
incumbents are bound to clunky legacy systems, making 
them unable to leverage the wealth of customer data they 
are sitting on and deliver truly valuable solutions – which is 
disappointing since almost half (49%) of Brits would trust 
their bank to provide money management information. 

However, despite the money management apps currently 
available to UK consumers and the ill-equipped feeling they 
have towards their ability to manage finances, a third (32%) 
still don’t seek financial advice at all, with 24% saying they 
feel they’ve been misled by advice given by their bank. 

With the expectation for banks to play an active, financial 
awareness-driving role to Brits, there’s a clear opportunity. 
With scalable, digital cores allowing financial institutions 
to adapt to demands – whether that’s through internal 
innovation or collaboration with other players – UK 
incumbents can build customer-focused solutions that 
empower consumers to make better financial decisions, 
just like children’s bank gohenry has done in the cashless 
era of pocket money for children.

EMPOWERING 
CUSTOMERS

1
WHEN IT COMES TO MANAGING
FINANCE, BRITS FEEL:

33%

32%

24%

Equipped

Observant

Misled

THE RESEARCH RESULTS ARE 
CLEAR – ADULTS WANT ACCESS TO A 
SIMILAR SERVICE THAT WE OFFER 
TO 6-18 YEAR-OLDS. GOOD MONEY 
MANAGEMENT IS A VITAL LIFE SKILL 
THAT, LIKE MOST LIFE SKILLS, IS 
BEST TAUGHT WHEN YOUNG. WE 
HAVE A UNIQUE OPPORTUNITY TO 
USE TECH FOR GOOD AND TEACH THE 
SKILLS THAT CAN HELP THE NEXT 
GENERATION OF ADULTS AVOID THE 
STRESS THAT COMES WITH A LACK OF 
FINANCIAL EDUCATION.

Louise Hill,  
co-founder and 
COO, gohenry, 
the pocket money 
card and app for 
families, said:
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https://www.ft.com/content/8b80df6a-dade-11e9-8f9b-77216ebe1f1
https://www.theguardian.com/business/2019/jan/07/average-uk-household-debt-now-stands-at-record-15400


SAVING FOR  
A RAINY DAY 

2

Budgeting and saving can be tricky – especially for 
people with poor financial literacy and education. 
According to Finder, one in three Brits have less than 
£1,500 worth of savings, with 15% having no savings 
at all. From a list of typical outgoings and occasions 
to save for, retirement and financial planning (36%), 
gift-giving holidays (33%) and holidays (32%) are the 
top three things Brits struggle to budget for. 

By digging into their data and utilising it, banks can help 
customers save. With such information, banks are able 
to share prompts and reminders to customers to save for 
such occasions in an easier way, taking the pain out of 
managing finances. In order to be truly customer-focused, 
banks should provide guidance on important life-planning 
aspects such as education savings, insurance, pensions 
and mortgages.  

With a flexible, scalable digital core, it is possible to 
leverage data to offer customised value propositions, such 
as extending a honeymoon loan if a customer is planning a 
wedding, or alternatively, opening a savings account after 
the occasion in order to benefit from the wedding cheques. 

Customer data can also be used to build a personalised 
news feed which includes everything that an individual 
needs to know in order to make the most of their money. 

BRITS STRUGGLE TO BUDGET FOR THE FOLLOWING:

36% 20%

33% 19%

32% 19%

29% 16%

24% 13%

Retirement and 
financial planning 

Household 
bills

Gift-giving 
holidays

Hair and beauty/
toiletries

Holidays Entertainment

Gifts Housing

Food and  
dining out

Fitness/ 
wellbeing

PEPPER FEED INCLUDES  CONSUMER 
TIPS AND INSIGHTS, REAL-TIME 
UPDATES ON EXPENSES, SUMMARY 
AND ANALYSIS OF EXPENSES 
ON A DAILY/WEEKLY/MONTHLY 
BASIS (DIVIDED INTO CATEGORIES 
SUCH AS SUPERMARKETS, 
FASHION, RESTAURANTS & BARS, 
ENTERTAINMENT), COMPARISONS OF 
YOUR SPENDING HABITS WITH YOUR 
PEERS AND INSTANT ALERTS UPON 
DUPLICATE CHARGES.

At Pepper, for example, customers 
get a notification not only when they 
are approaching their current account 
overdraft, but also when they have 
exceeded 75% of their credit facility. 
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https://www.finder.com/uk/saving-statistics


BREAKING CUSTOMER 
INVESTING BARRIERS 
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30%

4%

4%

10%58%

3%

18%

Believe investment  
is risky and would 
rather keep their 
money in cash

Believe they are  
too young to invest

Don’t know  
how to invest

Don’t want  
to invest for  
another reason

Have invested 
in property or 
something else

Would like to invest 
but don’t know 
where to start

Believe they  
don’t have  
enough money

FOR THOSE WHO DON’T 
CURRENTLY INVEST IN 
STOCKS AND SHARES OR  
AN INVESTMENT FUND:

One step further in helping Brits manage 
their money is for banks to increase 
awareness of investing. New investech 
players have started to break down the 
barriers to the investment world – but 
not enough. We know that almost three 
quarters (72%) of respondents do not 
currently invest in stocks and shares or 
in an investment fund, with a fifth (18%) 
admitting they don’t know how to.

Providing solutions to help customers 
understand that they don’t need to be rich to 
invest is key. With a lack of financial education, 
it’s understandable that Brits are cautious of 
parting with their hard-earned cash, but that 
doesn’t mean they don’t want to.

We know that the majority of young people 
(73% of 18-24 year olds) want to get on the 
investment ladder but feel like they can’t (81%). 
There’s still a long way to get them investing 
for their future, but with the right technology 
and customer-focused mindset, banks can 
help them feel empowered and educated about 
where they are putting their money. 

WE DON’T INNOVATE OR INTRODUCE 
NEW TECHNOLOGY FOR THE SAKE OF 
IT. WE OBSERVE OUR CUSTOMERS, 
CRUNCHING THE DATA AND TESTING 
THEIR USAGE IN BETA GROUPS, TO 
UNDERSTAND WHAT THEY TRULY 
NEED TO MANAGE THEIR FINANCES 
BETTER. EVEN AFTER LAUNCHING 
SOLUTIONS I CONTINUE TO CALL 
CUSTOMERS DIRECTLY TO ASK FOR 
FEEDBACK BECAUSE PEPPER  
WOULD BE NOTHING WITHOUT  
ITS CUSTOMERS.”

Michal Kissos  
Hertzog,  
CEO of Pepper

At Pepper we recognised the lack of young 
people investing and the barriers they 
face. So, we recently launched Pepper 
Invest – an app that enables our customers 
to buy fractional shares in some 100 top 
US companies (traded on the S&P 100 
index), with a minimal investment of NIS 
50 (approximately GBP 11). The app 
provides customers with easy to follow 
trading insights, including comprehensive 
information about all the stocks available 
on the app, analysis of past stock 
performances, analysts’ recommendations, 
news, hot updates, a glossary of capital 
market terms, and more. Without a digital 
core, being this ‘customer-obsessed’ and 
providing guidance to our customers would 
be impossible.
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DUTY OF  
CARE

4

In return for loyalty, customers are 
increasingly expecting the brands  
they shop with and the companies  
they buy services from to act ethically 
and responsibly.

And such demands haven’t gone unnoticed. 
Last year America’s top CEOs, such as 
Amazon’s Jeff Bezos, Apple’s Tim Cook and 
JPMorgan’s Jamie Dimon, agreed that their 
firms’ roles were to not focus solely on profits 
but to put customers, staff, suppliers, society 
and the environment first. 

This opinion is echoed by Brits when it comes 
to banks, with half (50%) saying they’d go as 
far as switching their bank if it wasn’t socially 
responsible while 44% would switch their bank  
if it wasn’t environmentally responsible. 

The key to being socially and environmentally 
responsible comes down to putting customers 
and their needs at the heart of all decisions. 
But this also means their individual needs. In 
the UK, almost two thirds (63%) believe banks 
prioritise those in better financial positions and 
over a third (36%) say banks don’t prioritise loyal 
customers at all – that’s a lot of customers that 
feel underappreciated.

There’s a clear growing expectation for banks 
to move away from the profit and loss model 
and ‘greedy banker’ stereotype, especially when 
customers are willing to do their bit. Almost a 
fifth (17%) of Brits say they’re willing to pay more 
money each month for their current account if it 
meant those with less income could pay less – 
with a third (33%) of 18-24 year olds saying they 
are most willing. 

CONCLUSION

What’s more – they are open to help from banks. However, 
the fundamental question is: Do traditional banks have  
the technology and internal customer-focused mindset  
to help them? 

This research should serve as a wake-up call for banks 
who believe their duty is to be just a safe house for their 
customers’ cash. Customer needs are changing and with 
that, so are their expectations of banks. Gone are the days 
when banks were just a better place to keep customers’ 
hard-earned cash than under their mattresses – it’s a place 
that needs to serve customers first and foremost with 
solutions that match their needs, answer their demands  
and meet their expectations. 

A bank’s role in modern society is to be customer-obsessed – 
moving away from a business model that is focused on profit 
and loss only, towards one that puts customers at the heart 
of their decisions – whether that’s in the services they offer or 
CSR initiatives they set.

Banks now have the power to not only empower customers, 
but to also help them make better financial decisions and 
have a positive impact on society and the environment. A 
customer-first approach that meets current needs will enable 
banks to form better, stronger relationships with customers - 
and ultimately win their loyalty.

MICHAL KISSOS 
HERTZOG
CEO OF PEPPER

A BANK’S ROLE IN 
MODERN SOCIETY 
IS FUNDAMENTALLY 
CHANGING. OUR 
RESEARCH AND 
OTHER STATE-OF- 
THE-INDUSTRY 
FIGURES SHOW THAT 
BRITS NEED MORE 
HELP MANAGING 
THEIR FINANCES.

Strong social responsibilities are shown 
by The Leumi Group, which Pepper 
operates under. In recent years, The 
Leumi Group has invested tens of millions 
of pounds in the community through 
financial empowerment projects, donations 
and social sponsorships – which are all 
evaluated and granted in accordance with 
predefined criteria. This includes initiatives 
such as one-on-one customer training 
sessions across Israel to boost public 
engagement and confidence in digital 
banking services, or partnering with NGOs 
like ‘Aharai!’, which helps develop young 
leaders and promotes equal opportunity for 
youths at risk.
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