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Conduct custom
financial services
market research
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Services i·óÍì

Customer + Member Surveys

User Experience (UX)Branch Mystery Shopping

Focus Groups

Segmentation Studies

Competitive Rate Analysis
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Introduction
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Banking in 2025 is a blend of the
familiar and the disruptive. While
traditional banks remain the go-to
financial institution for most, emerging
tools and behaviors are reshaping
how consumers manage their
money, seek advice, and interact with
providers.

As consumers grow more comfortable
with fintech platforms—used by 42%
of Americans—and increasingly
integrate digital tools into their
everyday routines, such as daily
finance app usage (34%), their
expectations for speed,
personalization, and convenience
continue to rise. 

At the same time, financial anxiety is
widespread with 85% of consumers
facing at least one financial stressor.
Inflation and high living costs are top
concerns, shaping not just spending
habits, but also openness to change. 

Nearly 1 in 5 Americans say they are
likely to switch financial institutions in
2025—a number that jumps even
higher if they find a better fit. 

These realities reflect both an
opportunity and a warning: financial
brands that fail to adapt risk losing
relevance and customer trust. This
report, highlighting our national survey
of 1,000 U.S. banking customers, not

only decodes the data but provides a
lens into key trends influencing
consumer behavior. In addition to
data-driven trends, this report
introduces four unique banking
customer segments, each
representing distinct behaviors, needs,
and priorities.

Drive Research conducted this study
to equip decision-makers in the
financial services industry with
actionable insights to stay ahead of
shifting preferences, digital
innovation, and rising customer
expectations.

@4^l@4ƇPzDY
President & CEO
Drive Research
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4ĥăìøĆÍƇÉ·Đ·ƇÃĦƇÚÍóÍĆ·Đßøó

Beyond checking: How younger generations
diversify

vÞßĊƇÙßó·óÄß·ìƇăĆÍĊĊĔĆÍƇßĊƇăĆøòăĐßóÚ
ĦøĔóÚÍĆƇÄøóĊĔòÍĆĊƇĐøƇĐÞßóêƇÃÍĦøóÉ
éĔĊĐƇÄÞÍÄêßóÚƇ·óÉƇĊ·ğßóÚĊŚƇX·óĦƇ·ĆÍ
ÉßğÍĆĊßÙĦßóÚƇĐÞÍßĆƇăÍĆĊøó·ìƇÙßó·óÄÍ
ăøĆĐÙøìßøĊƇ·ĊƇĐÞÍĦƇìøøêƇÙøĆƇĠ·ĦĊƇĐøƇĐ·êÍ
ÄøóĐĆøìƇøÙƇĐÞÍßĆƇÙßó·óÄß·ìƇÙĔĐĔĆÍŚ

§ÞßìÍƇ9 in 10 Americans still have a
checking accountśƇ·óÉƇŌŇƬƇÞøìÉƇ·
Ċ·ğßóÚĊƇ·ÄÄøĔóĐƇųƇÄìÍ·ĆƇÍğßÉÍóÄÍƇĐÞ·Đ
ĐÞÍƇÃ·ĊßÄĊƇĊĐßììƇò·ĐĐÍĆƇųƇXßììÍóóß·ìĊƇ·ĆÍ
ìÍ·ÉßóÚƇĐÞÍƇÄÞ·ĆÚÍƇßóĐøƇòøĆÍ
ĊăÍÄß·ìßĬÍÉƇăĆøÉĔÄĐĊŚ

XßììÍóóß·ìĊƇ·ĆÍƇìÍ·ÉßóÚƇĐÞÍ
ÉßğÍĆĊßÙßÄ·ĐßøóƇĐĆÍóÉś
ĊÞøĠßóÚƇĐÞÍƇÞßÚÞÍĊĐƇĆ·ĐÍĊƇøÙ
ĊăÍÄß·ìßĬÍÉƇ·ÄÄøĔóĐĊƇìßêÍ
ÄĆĦăĐøÄĔĆĆÍóÄĦƇŪŇŇƬūƇ·óÉ
Dp ĊƇŪņŌƬūŚ

What does this mean for financial
brands? 

­øĔƇÞ·ğÍƇ·ƇÞĔÚÍƇøăăøĆĐĔóßĐĦƇĐø
ÉÍÍăÍóƇĆÍì·ĐßøóĊÞßăĊƇÃÍĦøóÉƇĐÞÍ
Ã·ĊßÄĊŚƇ0øóźĐƇĊĐøăƇ·ĐƇÄÞÍÄêßóÚƇ·óÉ
Ċ·ğßóÚĊųÍÉĔÄ·ĐÍƇÄĔĊĐøòÍĆĊƇøóƇĐÞÍ
ÃÍóÍÙßĐĊƇøÙƇĆÍĐßĆÍòÍóĐƇ·ÄÄøĔóĐĊś
ÃĆøêÍĆ·ÚÍƇĊÍĆğßÄÍĊśƇ·óÉƇDp ĊŚƇ

+ĆÍ·ĐÍƇÍ·ĊĦƇă·ĐÞĠ·ĦĊƇÙøĆƇÄĔĊĐøòÍĆĊ
ĐøƇìÍ·ĆóƇ·ÃøĔĐƇ·óÉƇ·ÉøăĐƇĐÞÍĊÍ
ăĆøÉĔÄĐĊŚƇiøĊßĐßøóƇĦøĔĆƇßóĊĐßĐĔĐßøóƇ·ĊƇ·
partner in their broader financial
journeyśƇÞÍìăßóÚƇĐÞÍòƇó·ğßÚ·ĐÍƇĐøÉ·Ħ
ĠÞßìÍƇăì·óóßóÚƇÙøĆƇĐøòøĆĆøĠŚ
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Personal finance portfolio

+ÞÍÄêßóÚƇ·ÄÄøĔóĐƇŧƇÉÍÃßĐƇÄ·ĆÉ

p·ğßóÚĊƇ·ÄÄøĔóĐ

+ĆÍÉßĐƇÄ·ĆÉ

EóĊĔĆ·óÄÍ

lÍĐßĆÍòÍóĐƇŧƇEl

XøĆĐÚ·ÚÍ

EóğÍĊĐòÍóĐƇŧƇÃĆøêÍĆ·ÚÍƇ·ÄÄøĔóĐ

ĔĐøƇìø·ó

+ÍĆĐßÙßÄ·ĐÍƇøÙƇÉÍăøĊßĐƇŪ+0ūƇŧƇĊÞ·ĆÍƇÄÍĆĐßÙßÄ·ĐÍ

90%

72%

71%

29%

25%

24%

23%

18%

18%

ƬƇøÙƇÃ·óêßóÚƇÄøóĊĔòÍĆĊƇĠÞøƇĊ·ĦƇĐÞÍĦƇÞ·ğÍƇĐÞÍƇÙøììøĠßóÚƇăÍĆĊøó·ìƇ·ÄÄøĔóĐĊ
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+ìøĊÍƇĐøƇŎƇßóƇņŅƇ·ĆÍ
Ċ·ĐßĊÙßÍÉƇĠßĐÞƇĐÞÍßĆ
ăĆßò·ĆĦƇ?EƇ

Here’s the good news: your customers
probably aren’t storming out anytime
soon. In fact, 89% say they’re satisfied
with their current financial institution.

This aligns with the strong banking Net
Promoter Scores (NPS) we’ve seen
across the industry, reflecting high
customer loyalty. 

Want to keep
customers happy?

Check out our blog: The Best Banking
Customer Retention Strategies.
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0ßÚßĐ·ìƇğĊŚƇ
EóŰiÍĆĊøóƇ*·óêßóÚ
Usage & Preferences

ŅňŚ
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YÍ·ĆìĦƇōƇßóƇņŅƇăĆÍÙÍĆ
ĐøƇò·ó·ÚÍƇĐÞÍßĆƇÃ·óê
·ÄÄøĔóĐĊƇÉßÚßĐ·ììĦ

Consumers today overwhelmingly
prefer digital channels for managing
their finances. XøÃßìÍƇ·ăăĊƇÞ·ğÍ
Đ·êÍóƇĐÞÍƇìÍ·ÉƇ·ĊƇĐÞÍƇòøĊĐƇăøăĔì·Ć
øăĐßøó, chosen by 42% of consumers,
while another 36% prefer logging into a
bank website. 

But it’s not all screens and swipes—
18% still say they favor visiting a
branch in person, proving that face-
to-face banking remains relevant. 

Meanwhile, only 4% prefer calling a
representative, underscoring how
phone support has become a last
resort for most.



EòăøĆĐ·óĐ YÍßĐÞÍĆ zóßòăøĆĐ·óĐ

ōňƬ 7% 10%

ŋŎƬ 9% 22%

ŋŌƬ 19% 14%

ŌņƬ 14% 15%

0·ßìĦ §ÍÍêìĦ XøóĐÞìĦ ĐƇìÍ·ĊĐƇĦÍ·ĆìĦ RÍĊĊƇøÙĐÍóƇøĆƇóÍğÍĆ

ŇŇƬ 36% 20% 6% 16%

ňŉƬ 25% 9% 5% 26%

ŉƬ 10% 14% 45% 27%

13% 25% 37% 23%

ƬƇøÙƇÄøóĊĔòÍĆĊƇĠÞøƇĔĊÍƇĐÞÍƇÙøììøĠßóÚƇÄÞ·óóÍìĊƇÙøĆƇÃ·óêßóÚƇ·ÄĐßğßĐßÍĊ

ŇŇƬ 36% 20% 6% 15%

ňŉƬ 25% 9% 5% 26%

7% 10% 32% 48%

13% 25% 37% 23%

^óìßóÍƇÃ·óêßóÚƇğß·Ƈ·ƇĠÍÃĊßĐÍ

XøÃßìÍƇ·ăă

iÞøóÍƇÄ·ììƇĠßĐÞƇ·ƇĆÍăĆÍĊÍóĐ·ĐßğÍ

EóŰăÍĆĊøóƇğßĊßĐƇĐøƇ·ƇÃĆ·óÄÞ

ƬƇøÙƇÄøóĊĔòÍĆĊƇĠÞøƇĊ·ĦƇĐÞÍƇÙøììøĠßóÚƇÃ·óêßóÚƇÄÞ·óóÍìĊƇ·ĆÍƇßòăøĆĐ·óĐƇĐø
Þ·ğÍƇ·ÄÄÍĊĊƇĐø

EóŰăÍĆĊøóƇ·óÉƇăÞøóÍƇĊĔăăøĆĐƇ·ĆÍƇĔĊÍÉ
òĔÄÞƇìÍĊĊŞ

ŞÃĔĐƇÃøĐÞƇ·ĆÍƇĊĐßììƇÞßÚÞìĦƇğ·ìĔÍÉƇÃĦ
ÄøóĊĔòÍĆĊ

ņŋ

ōňƬ 7% 10%

ŋŎƬ 9% 22%

ŋŌƬ 19% 14%

ŌņƬ 14% 15%

^óìßóÍƇÃ·óêßóÚƇğß·Ƈ·ƇĠÍÃĊßĐÍ

XøÃßìÍƇ·ăă

iÞøóÍƇÄ·ììƇĠßĐÞƇ·ƇĆÍăĆÍĊÍóĐ·ĐßğÍ

EóŰăÍĆĊøóƇğßĊßĐƇĐøƇ·ƇÃĆ·óÄÞ
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Are Consumers
Ready for AI in
Banking?
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XßììÍóóß·ìĊƇŪŋŉƬū

@ÍóƇ³ƇŪŊŋƬū

@ÍóƇ¬ƇŪňōƬū

*øøòÍĆĊƇŪņŇƬū

òøóÚƇĐÞÍƇÄøóĊĔòÍĆĊƇĠÞøƇÞ·ğÍ
ÍĥăÍĆßòÍóĐÍÉƇĠßĐÞƇ EśƇĦøĔóÚÍĆ
ÚÍóÍĆ·ĐßøóĊƇ·ĆÍƇÄìÍ·ĆìĦƇøĔĐƇÙĆøóĐŚ

XßììÍóóß·ìĊƇ·ĆÍƇĐÞÍƇòøĊĐƇÍóÚ·ÚÍÉƇ·Ċ
òøĊĐƇÞ·ğÍƇĔĊÍÉƇ EŰÍó·ÃìÍÉƇĐøøìĊƇĐøŜ

păÍ·êƇĠßĐÞƇğßĆĐĔ·ìƇ·ĊĊßĊĐ·óĐĊŜƇŉŇƬ

X·êÍƇÙßó·óÄß·ìƇÉÍÄßĊßøóĊƇøĆƇăĆøğßÉÍ
ĐÞÍòƇĠßĐÞƇÙßó·óÄß·ìƇ·ÉğßÄÍŜƇŇŎƬ

DÍìăƇò·ó·ÚÍƇĐÞÍßĆƇòøóÍĦŜƇŇŉƬ

@ÍóƇ³ƇßĊóźĐƇÙ·ĆƇÃÍÞßóÉ,ƇĠßĐÞƇøğÍĆƇÞ·ìÙ
ĔĊßóÚƇ EƇĐøƇÍĥăìøĆÍƇĐÞÍĊÍƇĊ·òÍ
Ä·ă·ÃßìßĐßÍĊŚ

ƬƇøÙƇÍ·ÄÞƇÚÍóÍĆ·ĐßøóƇĠÞøƇÞ·ğÍƇĔĊÍÉ
EƇĐøƇĐ·ìêƇĐøƇğßĆĐĔ·ìƇ·ĊĊßĊĐ·óĐĊśƇò·ó·ÚÍ

òøóÍĦśƇøĆƇÚÍĐƇÙßó·óÄß·ìƇ·ÉğßÄÍ

Early adopters are already
signaling satisfaction — 65%
of Gen Z and an impressive
83% of Millennials report
being satisfied with the
decisions provided by AI-
enabled tools. 

...as Millennials and Gen Z are embracing the AI
shift

vÞßĊƇò·êÍĊƇXßììÍóóß·ìĊƇ·óÉƇ@ÍóƇ³Ƈ·
ó·ĐĔĆ·ìƇĊĐ·ĆĐßóÚƇăøßóĐƇÙøĆƇòøĆÍ
·Éğ·óÄÍÉƇ EŰÉĆßğÍóƇøÙÙÍĆßóÚĊśƇĠÞßìÍ
ÚßğßóÚƇÙßó·óÄß·ìƇÃĆ·óÉĊƇ·ƇÄìÍ·ĆƇă·ĐÞƇĐø
ÃĔßìÉƇĐĆĔĊĐƇ·óÉƇÄøóÙßÉÍóÄÍƇ·òøóÚ
øìÉÍĆśƇòøĆÍƇÞÍĊßĐ·óĐƇÄĔĊĐøòÍĆĊŚ

4ĥăìøĆÍƇÉ·Đ·ƇÃĦƇÚÍóÍĆ·Đßøó

ŇŅ
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Financial advisors

Social media

Banking reps.

Educational courses 

Books

Podcasts

Newspapers/magazines

CFPs

Influencers

Blogs

23

Gen Z Millennials Gen X Boomers

% who rely on the following source for financial advice, by generation
People still trust people for financial advice

79%Friends and family 

Overall

46%

44%

39%

ņňƬ

ņňƬ

23%

ņňƬ

ņŌƬ

ōƬ

ņŅƬ

55%

36%

31%

46%

20%

ņŊƬ

ņŊƬ

ņōƬ

ņņƬ

ņņƬ

ŎƬ

50%

29%

ņŋƬ

34%

ņŊƬ

ņŊƬ

ņņƬ

ņņƬ

ņňƬ

ŌƬ

ŊƬ

39%

32%

ňƬ

43%

ņŊƬ

ōƬ

ōƬ

ŉƬ

ŊƬ

ňƬ

ňƬ

50%

42%

34%
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@ÍóƇ³ƇßĊƇòøĆÍƇìßêÍìĦƇĐøƇĐĔĆóƇĐø
ĊøÄß·ìƇòÍÉß·ƇŪŉŉƬūƇĐÞ·óƇÃ·óê
ĆÍăĊƇŪňŎƬūƇøĆƇ+?iĊƇŪņňƬūƇÙøĆ
Ùßó·óÄß·ìƇ·ÉğßÄÍ

When people have questions about
money most still lean on human
connection. Half of Americans rely on
friends and family for financial
advice, and 42% trust bank
representatives. 

Although younger generations are
redefining what trusted guidance
looks like as they are shifting their
attention toward social media. This
signals more than just a preference for
digital platforms; it reflects how Gen Z
values accessibility, relatability, and
community when it comes to money.

On social media, they find bite-sized
tips and peer stories that feel
approachable—unlike the formal,
sometimes intimidating interactions
they associate with banks or advisors.
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Defining Attitudes

Segment Three | n=238 (24%)

Mobile
Minimalists
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?ßó·óÄß·ìƇEóĊĐßĐĔĐßøóĊƇvÞÍĦƇ*·óêƇ§ßĐÞ

*·óêĊ

+ĆÍÉßĐƇĔóßøóĊ

?ßóĐÍÄÞ

DøĠƇvÞÍĦƇiĆÍÙÍĆƇĐøƇX·ó·ÚÍƇvÞÍßĆƇ ÄÄøĔóĐĊ

Mobile app Online banking
via a website

Most Important to Have Access to: 

Mobile app
·ĆÍƇìßêÍìĦƇĐøƇÄÞ·óÚÍ
?EĊƇÙøĆƇ·ƇÃÍĐĐÍĆƇÙßĐ

·ĆÍƇĊ·ĐßĊÙßÍÉƇĠßĐÞ
ĐÞÍßĆƇăĆßò·ĆĦƇ?E

vøăƇpøĔĆÄÍĊƇÙøĆƇ?ßóÉßóÚƇYÍĠƇ*·óêßóÚƇiĆøÉĔÄĐĊ

^ÙÙßÄß·ìƇ?EƇĠÍÃĊßĐÍ 35% have used AI to...
Đ·ìêƇĐøƇğßĆĐĔ·ìƇ·ĊĊßĊĐ·óĐĊśƇò·ó·ÚÍ
òøóÍĦśƇøĆƇÚÍĐƇÙßó·óÄß·ìƇ·ÉğßÄÍ

§øĆÉƇøÙƇòøĔĐÞƇĆÍÄøòòÍóÉ·ĐßøóĊ

Banking Behaviors & Habits

Likes to use their
mobile phone for all

banking needs

Prefers to manage their
own banking & finances
vs. a paid professional

Dislikes interacting
with bank reps. at a

physical branch

Personal relationships
with their FI is not

important

Banking activities are
mostly depositing &
withdrawing money

^óìßóÍƇĊÍ·ĆÄÞ



Suburban
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19% 10%
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ňņ
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@ÍóƇ¬

XßììÍóóß·ìĊ

@ÍóƇ³

X·éøĆßĐĦƇ·ĆÍƇÙÍò·ìÍ

61% are female 
while 37% are male Less than

$35,000
$35,000-
$99,999

$100,000
or more

@øøÉƇòßĥƇøÙƇÞøĔĊÍÞøìÉƇßóÄøòÍĊ ňƇßóƇņŅƇ·ĆÍƇóøĐƇ·ÄĐßğÍìĦƇĠøĆêßóÚ

76% are the primary decision-
makers about banking in their

household

iĆßò·ĆĦƇÉÍÄßĊßøóŰò·êÍĆĊ ^ğÍĆƇņƇßóƇŊƇ·ĆÍƇÉßğøĆÄÍÉƇøĆƇĊÍă·Ć·ĐÍÉ

ŇŌƬƇÞ·ğÍƇ·
ÞøĔĊÍÞøìÉƇ
size of 1

ňŇƬƇÞ·ğÍƇ·
ÞøĔĊÍÞøìÉƇ
size of 2

ŉņƬƇÞ·ğÍƇ·
ÞøĔĊÍÞøìÉƇ
size of 3 or more
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ňŉƬ

Unemployed DisabledňŊƬ

22% are divorced or separated
- the highest of any segment







Segment Name Conventional Consumers Straightforward Savers Mobile Minimalists Innovative Investors

Segment Size ņŎƬ ŇŇƬ ŇŉƬ ňŊƬ

Defining
Attitudes

I only bank with well-known, reputable FIs
Great customer service is essential for the
FIs I use
I am focused on saving money for the future

My banking activities are mostly just
depositing and withdrawing money
I like to keep all my accounts together with
one FI
My banking priority is cost-saving with lower
fees and loan rates

I like to use my mobile phone for all my
banking needs
My banking activities are mostly just
depositing and withdrawing money
I prefer to manage my own banking and
finances versus paid professionals

I am focused on saving money for the future
I am always willing to try new technology
and features from my FI
I have the financial freedom to make choices
that allow me to enjoy life

Key Banking
Behaviors

XøĆÍƇìßêÍìĦƇĐøŜƇ
Primarily bank with credit unions
Have credit card, CD, or retirement account
Not have any financial stressors
Remain loyal to their FI in 2025
Manage their account through in-person
branch visits
Share banking decision-making with others

XøĆÍƇìßêÍìĦƇĐøŜƇ
Manage their account via a bank’s website
Have few banking accounts (<4)
Remain loyal to their FI in 2025
Be very uncomfortable applying for a loan or
credit card
Cite inflation as a financial stressor

XøĆÍƇìßêÍìĦƇĐøŜƇ
Manage their account via mobile app
Hold a checking account/debit card
Be financially stressed about debt, a low
checking balance, a lack of stable income, or
high living expenses
Lean on friends and family for trusted
financial advice

XøĆÍƇìßêÍìĦƇĐøŜƇ
Hold an account with a Fintech provider
Hold accounts for mortgage, investments, or
cryptocurrency
Use social media (i.e., YouTube) to find new
banking services
Be a daily user of digital banking services
Change FIs in 2025 for a better fit
Use AI for banking related activities
Be a primary decision-maker about banking

Key
Demographics

Over half are 60 or older 
Skew female
Majority are retired
Most are college graduates
Most are married but do not have children in
the home

Majority are 45-79 years old
Skew female
Majority have HHI under $50k
Close to half are retired or disabled
Most likely to live alone
More likely to live in a rural area

Most are 29-59 years old
Skew female
More likely to be unemployed or disabled
More likely to be divorced or unmarried
More likely to not be a college graduate

Over half are 18-44 years old
Skew male
Majority have HHI of $75k or more
Most are employed full-time
Majority are married with at least 1 child
More likely to live in urban areas
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Segment Summary



Request a quote

How Drive Research 
can help
Drive Research is a full-service market research company,
providing custom qualitative and quantitative studies for
organizations across the country. We provide a window into your
customers' and members’ world so you can build successful
business, sales, and marketing strategies.
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