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INTRODUCTION

To better understand the experience of banks and credit unions
during the COVID-19 crisis, Drive Research conducted qualitative  

interviews with personnel at banks and credit unions. Interviewees
represented local, regional, and national institutions.

The objectives of the research included understanding:

How institutions are navigating the COVID-19 crisis.

Preparedness of the institutions.

Potential long-term impacts of the crisis.

This State of Banks and Credit Unions report is a summary of key
findings from these discussions.
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Many appear to be catering to the immediate needs of customers and
members. Credit unions and banks believe that the short-term solutions will
help them adjust to their long-term solutions. 
 
The long-term solutions are still quite gray as many in the industry don’t know
what the future will hold.
 
Planning seems to be in the day-by-day, week-by-week, and month-by-month
mode depending upon the service.

IN THE MIDST OF THE COVID-19 CRISIS,  MOST INSTITUTIONS
ARE CURRENTLY MORE FOCUSED ON SHORT-TERM SOLUTIONS.
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IN RECENT MONTHS, INSTITUTIONS’ PRIORITIES HAVE
CHANGED IN RESPONSE TO THE CRISIS BY TRANSFERRING
RESOURCES TO WHERE THEY ARE MOST CRITICAL.

The priority is to keep employees, customers, and members safe while
continuing banking operations. The majority of banking resources have shifted
to COVID-19 related issues and maintaining secure branches.
 
Many branches have lessened on-premises staff to keep their employees safe.
Marketing campaigns and product development have been put on hold in
some cases. 
 
There also appears to be a temporary shift from loan collections to loan relief
or deferment.
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There seems to be a good line of communication from management to
employees on the current situation and the next steps.
 
Many also feel their institutions have been able to move quickly in extending
hours or adapting the accessibility of branches, as well. Assistance has been
offered where possible to both employees and customers/members alike.

MOST FEEL THEIR INSTITUTION HAS BEEN DOING AN
EXCELLENT JOB COMMUNICATING WITH ALL STAKEHOLDERS.

MANY FEEL THAT THEIR INSTITUTION PREPARED QUITE WELL
FOR THIS SITUATION.

Most had some plan in place to protect their customers/members and
employees.
 
Some said that there could have been better communication with employees
and will plan for that in the future. Many felt that under the current conditions,
their institution did the best that it could do.



Goals around membership and new services growth may be put on the back-
burner in favor of lending goals. 
 
Many institutions have begun to focus heavily on lending as many customers
and members need cash during these difficult times.

INSTITUTIONS'  OVERALL GOALS FOR THE YEAR HAVE NOT YET
CHANGED, BUT EXPECTATIONS WILL LIKELY BE ADJUSTED TO A
LEVEL THEY BELIEVE CAN STILL BE MET.
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THE FEEDBACK RECEIVED FROM CUSTOMERS APPEARS TO BE
CENTERED ON SHORT-TERM FINANCIAL SECURITY.

There have been a high number of inquiries about the arrival of economic
stimulus checks, loan deferrals, and loan forgiveness.
 
Many feel their customer base has adapted quite well to the “new normal.”
Most of the institutions have seen an uptick in services such as online banking,
drive-thru, and electronic messaging.
 
It has led to more informative messaging on the website and automated phone
interactions.
 
Some felt customers haven’t fully grasped the internal impact COVID-19 has
had on institutions resulting in changes in service and/or slower response
times.
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FINANCIAL INSTITUTIONS NOTED A
VARIETY OF QUESTIONS FOR CUSTOMERS.

These questions may ultimately be incorporated into customer survey
efforts to gain additional insights. Some of what the banks and credit
unions want to know from their customers/members included:

How well did the institution adjust to the COVID-19 crisis?

Did they use any banking features for the first time (i.e., online
banking, mobile deposit, drive-thru, etc.)? How was the experience?

How do they feel the transition was handled? Was the bank/credit
union helpful? Did the new experience still feel like the bank/credit
union they know?

What is the most immediate need as a customer/member?

What is the overall impression of the bank/credit union during this
crisis?

What does the customer need the most from the bank/credit union?

Have financial priorities shifted during the COVID-19 crisis (i.e., loans,
refinancing, etc.)?

Did they have an emergency fund prior to the COVID-19 crisis? Do they
view emergency funds any differently now?

How can we better support customers? Is there anything helpful they
are receiving from other financial institutions?
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Some fear delayed access to funds or unanswered questions will result in the
loss of customers. Others see the crisis as an opportunity to strengthen
relationships with customers.
 
Several banks and credit unions are also wondering how to maintain a
personal touch as digital services become more commonly utilized.

MANY OF THE INSTITUTIONS FELT THE LONG-TERM IMPACT ON
CUSTOMER/MEMBER LOYALTY WOULD BE DETERMINED BY
CUSTOMER SERVICE EXPERIENCES AND RESPONSE TIMES.

PARTICIPATING INSTITUTIONS BELIEVED THERE WILL BE MORE
ONLINE TRAFFIC AND DIGITAL BANKING GOING FORWARD.

There was consensus that the increased usage of digital banking channels by
customers will stick post-COVID-19. There has been a significant increase in
drive-thru use and other remote methods of withdrawal/deposit.
 
The ease of use and variety of offerings for digital banking services have
become more critical than ever before. 
 
With that said, some noted it is likely a portion of first-time online banking
users will revert to old in-person banking habits once it’s safe.



Online banking capabilities
Customer/member education 
Overall lack of agility

With better guidelines to follow, interviewees believed their institutions might
have responded to the crisis much quicker and more effectively. Some were
well-prepared for localized issues, but nothing like a global crisis on this scale. 
 
Newly exposed weaknesses included areas like:

 
Institutions that adopted remote collaboration tools before COVID-19 felt well
prepared for staffing and office changes.

MOST BANKS/CREDIT UNIONS FELT THERE SHOULD HAVE BEEN
MORE DEVELOPED PLANS OR PROCEDURES IN PLACE FOR A
CRISIS LIKE COVID-19.
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One institution felt they were receiving new memberships solely among those
looking to deposit economic stimulus checks.
 
Other institutions that require individuals to open an account for mortgages
have seen new customers in response to the low mortgage rates.
 
Loans appear to be driving new customers/members to financial institutions.
One interviewee noted the process of acquiring new customers is far less
personal compared to before COVID-19.

CUSTOMER/MEMBER GROWTH APPEARS TO BE STEADY FOR
MANY FINANCIAL INSTITUTIONS.
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OTHER COVID-19 RESOURCES FOR
BANKS AND CREDIT UNIONS

How Retail Banks Can Keep the Lights on During the
COVID-19 Crisis — and Recalibrate for the Future
Source: PWC

What Reopening Plans Reveal About Retail Banking’s Future
Source: The Financial Brand

Branch Fans Skip Them, App Downloads Leap
Source: The Financial Brand

Big Banks Benefiting Most From COVID-19 Digital Shifts
Source: The Financial Brand

Four Areas That Demand Banks’ Immediate Attention In 
The COVID-19 Crisis
Source: Forbes

Shaping and Safeguarding the Banking Workforce
After COVID-19
Source: McKinsey

Click the link of each title to navigate to its corresponding article.
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https://www.pwc.com/us/en/library/covid-19/coronavirus-impacts-retail-banking.html
https://www.pwc.com/us/en/library/covid-19/coronavirus-impacts-retail-banking.html
https://thefinancialbrand.com/96354/branch-reopening-future-retail-banking-covid-pandemic/
https://thefinancialbrand.com/96113/coronavirus-covid-19-trends-mobile-banking-branch-ppp-digital/
https://thefinancialbrand.com/95735/digital-online-banking-coronavirus/
https://www.forbes.com/sites/alanmcintyre/2020/04/06/four-areas-that-demand-banks-immediate-attention-in-the-covid-19-crisis/#41a25e513a35
https://www.forbes.com/sites/alanmcintyre/2020/04/06/four-areas-that-demand-banks-immediate-attention-in-the-covid-19-crisis/#41a25e513a35
https://www.forbes.com/sites/alanmcintyre/2020/04/06/four-areas-that-demand-banks-immediate-attention-in-the-covid-19-crisis/#41a25e513a35
https://www.mckinsey.com/industries/financial-services/our-insights/shaping-and-safeguarding-the-banking-workforce-after-covid-19

