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Phil Pratt– Senior Sales 
Consultant 

phil.pratt@strategycorps.com 
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Poll Question #1  

What are your plans for Free Checking? 
A. Zap It 

B. Keep It – totally free 

C. Adjust It – add qualifiers 

D. Still Deciding 
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Checking Challenges are Obvious 
Deposit Service Fees down 18% from 2009 (FDIC) 
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Checking Accounts - More Important Than Ever 

Winners Focus on Today’s Relationship Checking 



Local 
 

Mobile 
 

Social 
 

Checking 
Accounts 
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Today’s Relationship Checking 
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Mobile = Smartphone Delivery of 
Benefits 



Poll Question #2  

Does your bank have an iPhone/Android app? 

A. Yes 

B. No 

C. No, but planning in the next 12 
months 
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Poll Question #3  

Will your bank offer mobile Remote Deposit Capture? 

A. Already have it 

B. Will launch in next 12 months 

C. No Plans for mobile RDC 

D. Not Sure 
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18% 
18% 
19% 

21% 
23% 
23% 

24% 
25% 

31% 
31% 

33% 
48% 

Refused to answer
As a key to enter your house

Bus tickets
Organize gift cards and reward points

Purchase event tickets
As a photo ID

As a membership card
Buy things at POS

Track daily finances
Discount offers and coupons

Receive location based offers
Compare Shopping Prices

How would you like to use your mobile phone? 

Source: Fed Report on 
Consumers and Mobile 
Financial Services 
 
  



Poll Question #4 

Have you ever used a coupon on your mobile phone? 

A. Yes 

B. No 

15 
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“Our customers continue 
to tell us how important it 

is to save money while 
they shop.” 

 
- August 14, 2012 Press 

Release 
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Social = Purposeful Communication 

The Role of Social Media? 



Poll Question #5 

Does your bank have a Facebook page? 

A. Yes 

B. No 
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Poll Question #6 

If yes, do you allow comments on your 
Facebook page? 

A. Yes 

B. No 
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Poll Question #7 

Is your bank underutilizing Facebook 
because of compliance concerns? 

A. Yes 

B. No 
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Social = Purposeful Communication 

Unexpected and Unselfish Communication 



Mobile =  
Smartphone 

Delivery 

Local = Community Connector 

                Social = 
             Purposely 
         Communicate 
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Retail  
Customers 

Local Business 
Customers 

19 

Reward Retail Customers for Buying Local 

Local = Community Connector 



Retail  
Customers 

Local Business 
Customers 
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Reward Retail Customers for Buying Local 

Local = Community Connector 

Your Bank 
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BaZing Demo 
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And BaZing Living Local Team 
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BaZing Mobile 
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Poll Question #8 

Does your bank have an active email 
marketing program? 

A. Yes 

B. No 
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BaZing Email 
Communication 
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Mobile =  
Smartphone 

Delivery 

Local = Community Connector 

                Social = 
             Purposely 
         Communicate 
 

38 

Profitable 



Bank  Assets Total 
Accounts 

Total 
Upgraded 
Accounts 

Additional Fee 
Income per 

Year 

Additional Fee 
Income per 

Upgraded Account 

1 $2.5 B 18,975 5,539 $330,945 $60 

2 $1.9 B 62,658 20,979 $1,215,454 $58 

3 $1.1 B 18,514 6.851 $523,399 $76 

4 $866 M 7,668 4,705 $425,251 $90 

5 $372 M 6,094 1,695 $114,527 $68 

6 $269 M 5,632 2,612 $127,268 $49 
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Poll Question #9 (Optional) – Do you think the 
Local/Mobile/Social approach is legit – it can 

positively impact your bank (profitability, 
retention, deeper relationships, etc.)? 

A. Yes 

B. No 
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More Info 
 

Slides 
Survey Results 

Temporary BaZing password 
Fed Mobile Banking Report 
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Phil Pratt  
phil.pratt@strategycorps.com 

617-947-9227 
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www.BaZingTheNewChaChing.com 
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