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The State of the Nation: Findings from the
2010 Census and 2011 Demographic Update

Receiving a follow-up
telephone call was
strongly correlated
to the service quality
of the onboarding
process and loyalty to
the institution.

In 2010, the United States Bureau of the Census
completed its 23rd decennial count of America’s
population. Constitutionally mandated, the census
has been conducted every ten years since 1790 and
provides a comprehensive count of all residents living
in the United States, whether citizens or non-citizens.
In the years between the censuses, the Census
Bureau conducts a number of surveys which are used
to estimate population counts and other demographic
statistics, but only the decennial census includes a
direct count of all U.S. households.
Throughout 2011, the Census Bureau has
periodically released tallies from the 2010 count, and

all data from this latest iteration are now available. As a
result, the demographic estimates Bancography uses in
its models are now based on the 2010 data, extrapolated
forward with the aid of some early 2011 surveys. Because
only the decennial censuses provide actual population
and households counts, all intervening statistics are just
estimates, and therefore subject to error. The 2010 census
provided evidence that prior surveys had overestimated the
U.S. household base. In 2010 the nation’s household base
was estimated at 118 million; the actual census revealed
a true household base of only 117 million.
In addition to the slowing household growth rate, the
latest demographic data provide (continued on page two)

Onboarding’s Effect on Service Quality and Loyalty
Onboarding is the financial industry term for the accountopening process (or new account set-up). Numerous
statistics confirm the importance of onboarding to the
institution’s relationship with the client. Bancography’s
onboarding tracking studies measure existing and
new clients who opened a new deposit account.
Bancography interviewed clients six weeks after they
opened their accounts, allowing ample time for the
institution to deliver one statement, checks and a debit
card, as well as to conduct a follow-up phone call.
Only 80% of the calling sample provided by the
institution maintained operable telephone numbers.
Remarkably this percentage has not changed
since 2005, despite institutions now using systems
that require associates to enter a telephone number
for each account opened.
Only 74% percent of new and existing
clients received a follow-up telephone call from
the institution after opening an account. This
percentage has greatly improved since 2005,
when 52% of clients received a follow-up call.
If the institution started with only 80% correct
telephone numbers, and 74% of clients claimed to
be contacted after the account opening process;
then of all new account holders, only 59%
received a follow-up call (80% x 74% =
59%). There was no significant difference
between existing and new customers.

Receiving a follow-up telephone call was strongly
correlated to the service quality of the onboarding
process and loyalty to the institution.
The difference in ratings between those who received
a call and those who did not is notable. See chart on page
three for an illustration of the severe ratings gap.
The individual attributes most associated with this
poor performance were (continued on page three)

2
2010 Census and 2011 Demographic Update continued from page one
a wealth of information, useful for examining how the
nation has changed since the 2000 census and projecting
how the nation will change in the next five years.

•

expand into those nearby urban areas to generate
balance growth.
Seventeen percent of U.S. residents are of Hispanic
origin, and this statistic is projected to increase to
19% by 2016. The projected increase reflects not just
forecasted immigration, but also the fact that the
immigrant population is younger than the native born
population, and thus produces a higher rate of
household formation as children mature and establish
independent residences. In New Mexico, 47% of
residents are of Hispanic origin; while 38% of Texans
and Californians are Hispanic. By 2016, Nevada and
Arizona will join those states with at least one in three
residents of Hispanic origin. For banks and credit unions
serving heavily Hispanic communities, it is critical to
develop bilingual marketing and collateral and focused
community outreach programs; staffing the branch with
a single bilingual teller is no longer sufficient. Because
language barriers often preclude mainstream jobs,
immigrants are more likely to pursue entrepreneurial
ventures; as those ventures mature, today’s immigrant
class becomes tomorrow’s middle class. This pattern of
immigrant assimilation through business formation has
held since the early migration waves at the turn of the last
century and indicates broad consumer and business
banking opportunities in the immigrant population. While
35 million U.S. residents speak Spanish, the Hispanic
market is not uniform. There are 33 million Mexican
Americans, by far the largest Hispanic group. But there
are also five million residents of Puerto Rican origin, and
more than one million residents of Cuban, Salvadoran,
Dominican, Guatemalan and Colombian ancestry.
Affluence in the U.S. is heavily skewed toward suburban
communities of major Northeast metros. Thirteen counties
(or county equivalents) boast median household income
levels exceeding $100,000, led by Loudon and Falls Church,
both Virginia suburbs of Washington, DC. All are in the
Washington or New York suburbs, except Los Alamos, NM
(home of the Los Alamos National Laboratory) and
Douglas, CO (suburban Denver). Among highly populated
counties with at least 500,000 residents, 23 show median
income exceeding $75,000, and 14 of these are suburban
counties of major Northeast corridor metros: New York,
Washington, Philadelphia and Boston. Of the remainder,
three are in the Chicago metro, three are in greater San
Francisco, two are in the Los Angeles metro and one is in
suburban Detroit.

•

In the 10 years between the 2000 and 2010 censuses,
the nation added 11 million households. Every state
gained in population during that time, with Texas adding
1.5 million households and Florida and California each
adding 1 million households. The next ranking states,
North Carolina, Georgia and Arizona, added 500,000 –
600,000 households. Rhode Island showed the
smallest change, adding only 5,200 households in
the entire decade.

•

In percentage terms, Western states experienced the
•
fastest household growth. The household bases in
Nevada, Arizona and Utah increased by more than 25%
from 2000 to 2010. Idaho and Texas ranked next, above
20%, followed by North Carolina, Georgia and Colorado.
Rhode Island, Michigan and Ohio showed the lowest
household growth rates. Over the next five years, the
nation’s household base is expected to grow by 4.9%
with Western and Southern Atlantic states showing
the highest projections.
The nation continues to become more urbanized.
Eighty-three percent of U.S. households now live in
metropolitan areas, up two percentage points since the
2000 census and perpetuating a trend of urban
migration that has held since the industrial revolution.
For rural banks and credit unions, this can present a
challenge, as the household base in their markets ages For specific information about your institution’s market areas,
or migrates to nearby metros for job opportunities.
please contact Bancography at info@bancography.com or
Institutions facing such situations may need to
(205) 252-6671.

•
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From Transaction to Interaction: A New Mission for Sales Management
Sales management in the retail branch is broken.
Ten years ago, the average cross-sell ratio in U.S.
retail branches was 2.2 products per household.
Today, after years of investments in sales training
and incentive programs, the average cross-sell ratio
in US retail branches is…submit your guesses…2.2
products per household! Yes, you read that correctly:
10 years of sales management programs, zero change
in the depth of the relationships we’re establishing.
Across the industry, half of all relationships still
include only a single product.
Note these statistics include only actual
products in the measures, not ancillary services such
as debit cards or online banking. This is an important
distinction: bankers tend to want to count all products,
services and access mechanisms so cross-sell ratios
appear higher; but this simply masks the deficiency.
We must view our relationship building efforts from
the consumer’s perspective. To the consumer, the
debit card isn’t a product, it’s a means of access, no
different from a check. Ask a consumer to discuss
the accounts they hold with their bank or credit
union, and they’re unlikely to cite the debit card.
For institutions to realize true organic growth,
they must improve relationship depth, as this
forestalls attrition. At most banks and credit unions,
sales volumes are not problematic; the troubles lie
in that for every 11 checking accounts opened, 10
close. As an industry, we’ve improved at attracting
customers, but not at maintaining customers.
Part of the challenge arises from technology.
With so many channels for banking electronically,
consumers have less need to visit a branch on a
routine basis. Empirical evidence shows that inbranch transactions have declined by more than 30%
at most institutions over the past five years. Fewer

interactions mean less familiarity, and fewer
opportunities to see the customer and initiate
conversations that may reveal new financial needs.
Further, the U.S. has become a more transient
society, with households moving more frequently
than a generation ago. This too impedes the
formation of enduring relationships between
customer and banker.
However, many of the impediments to portfolio
growth remain within the institution’s influence, and
much of the failure in sales management can be
traced directly to employee role definitions. As
transaction volumes continue to wane, the teller
function will become less important, rendering this
an ideal time to revisit job descriptions. There is
a direct correlation between employee retention
and customer retention, and much employee
turnover arises from the absence of a defined, viable
career path. Inexperienced employees have less
knowledge of both the product set and the customer,
and are thus more likely to present inappropriate
product options to the customer or to accidentally
omit presenting valuable add-on products.
It is imperative that institutions clearly define
the role of the “universal banker,” a cross-trained
branch employee who remains focused on sales
but who can also deliver service such as teller
transactions. The universal banker can provide the
single point of contact simplicity that customers
seek, which will foster deeper conversations about
financial needs. But when defining the scope of a
cross-functional role, understand the role will carry
a higher salary grade than that of a typical teller
and maybe even a higher grade than that of a
current customer service representative. Both the
job description and its accompanying salary should

Onboarding’s Effect continued from page one
knowledge of the associate who opened the
account and suggested other products and services
(cross-sell indicator). The associate might not have
been comfortable with the product suite, which
affected the opening of the account and cross-sell,
or the associate provided poor customer service.
There is no indication of why the associate did
not place a follow-up phone call. One could infer
the associate was concerned only about opening a
new account rather than offering good customer
service to build loyalty. Again, there was no
significant difference in this service quality
gap between existing and new clients.

The associate’s lack of care will carry over
to all his job responsibilities. For this reason,
Bancography suggests measuring the onboarding
process on an ongoing basis and adding the
results to the staff’s incentives. Affecting
onboarding will have a direct impact on the
day-to-day branch level service quality.
The contact and interaction in the first
few months with the new account holder builds
the foundation of the relationship. The loyalty
fostered will offset attrition and eventually
yield a profitable client who purchases
additional products.

reinforce that this personal banker role is a desirable
long term career option, and not a weigh station on a
hierarchical path through the branch.
Many banks or credit unions have started to
approach the challenge of updating branch job roles by
renaming the primary sales position, with titles such as
financial counselor or financial advisor becoming more
prevalent. While it will take more than names to move
the cross-sell meter, the intent is sound: positioning the
banker as a trusted advisor who can address all banking
needs, along the lines of an investment consultant,
financial planner, insurance agent or accountant.
Most sales incentive programs are scored at the
branch level, and not the individual level, the thought
being that shared responsibility insures that employees
assist and hold one another accountable. The approach
is also rationalized as building loyalty to the bank, not
the banker, to mitigate the risk of portfolio loss in the
event of employee defection. Maybe it would be easier
instead to minimize employee defection, while
rewarding individual employees who build strong,
enduring portfolios. In that context, it may be beneficial
to add an individual component to your institution’s
incentive program. The program should reward
employees based on portfolio size and depth; not on
sheer sales volume, which, absent any governors on
retention, encourages rampant account churn.
If this approach sounds familiar, it is likely
because the model isn’t new; the commercial banking
line of business has employed it for years. Historically,
the high activity demands in the retail branch may have
precluded building the type of relationship portfolios
that commercial bankers cultivate, but the reduced
transactional traffic should transform the branch
environment into one well suited for dispensing
financial counseling. (continued on page four)

From Transaction to Interaction continued from page three

For institutions to realize
true organic growth,
they must improve
relationship depth.

Still, the very technologies that are displacing
branch transactions may also divert customers from
branch visits for product needs. Thus, it is critical to
deliver personal banking across remote channels, too.
All relationships should carry an officer code, so a call
center agent can contact the responsible officer, if
needed, for problem resolution. Consider assigning
dedicated relationship managers even in the call
center for those customers who prefer electronic
interaction. Then a customer can call or email their
personal banker with questions, rather than simply
turning to the next agent in queue. Finally, be sure to
establish processes for migrating relationships to a
new officer if a personal banker does leave. It is
important to predefine those processes and the
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succeeding officers, rather than doing so only
upon learning of a personal banker’s intent to join
a competitor.
By offering a strong career path for the personal
banker and assigning distinct portfolio responsibilities,
banks can elevate that role and in return enjoy reduced
employee turnover. Though more expensive in terms of
salary dollars, the approach would be self-funding, as
it will lead to more consistent service delivery,
greater customer satisfaction and, most critically, the
establishment of the deep banker to client bonds that
underlie lifelong, multi-product relationships. Years of
training in sales management have proven ineffective.
It’s time to pursue relationship management.
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Bancography Plan 2011
> Complete 2011 demographics

New Features!

> Profile any branch’s market area with demographic and competitive reports
> Market segmentation report to build tactical market plans
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1. Which segment is most prevalent?
2. Which segment holds the greatest
To test drive Bancography Plan, visit
www.bancography.com/bptestdrive.html
or call (205) 252-6671

proportion of deposit demand?

3. How does this trade area compare
to the state overall?

4. What product is best for each segment?

Bancography Plan
Market Analysis and Branch Planning Software
Examine any proposed branch location
Bancography Plan estimates product demand for any trade area and produces
complete financial projections based on institution-supplied rates and costs.
Bancography Plan generates:
> competitive and demographic profiles for any trade area
> maps of banks and credit unions in market area
> customer household maps
> complete pro forma projections
> market segmentation reports

Monitor the competition
Quickly assess competitor strength and presence in a market area and see how your institution compares.
> Map the complete networks of local competitors
> Compare networks nationwide
> View market share reports for any county or MSA
> Create institution branch report, with five-year deposit history
> See where your branches overlap with a competitor’s branches

Evaluate current branch performance
By providing an objective forecast of market potential, the software also allows quick analysis of current branch performance.
> Measure current branch performance versus market potential
> Identify overlapping branches
> Compare deposit growth rates against other institutions
> Profile branch trade areas to build tactical plans: demographic composition, competitive environment,
market segment distribution

Pricing
> Micro*: $3,500
> Single state: $5,500
> Two states: $7,500

> Multi-state (up to 4 states): $10,000
> Regional (up to 10 states): $18,000
> National: $25,000

* A single state license for institutions with less than 20 branches.
Bancography Plan is licensed annually. Licenses allow unlimited users
within a single location and include all updates, training, technical and
market analysis support.
Note: The above pricing applies to financial institutions only. Consulting firms,
trade organizations, and all others, please contact Bancography for pricing.

To test drive Bancography Plan, visit www.bancography.com/bptestdrive.html or call (205) 252-6671

