
Are You Satisfied with Your Financial Institution? 

In the last quarter of 2011, a nationwide “Move Your Money” or “Bank Transfer Day” 

movement was initiated on Facebook by a dissatisfied Bank of America customer.  

Apparently, this customer’s perception of “ridiculous fees and poor customer service” 

inspired the creation of an event on Facebook that invited friends to close their accounts 

in large banks and move their money to not-for-profit credit unions.   Specifically, a $5 

monthly debit card fee by Bank of America triggered a national consumer outrage such 

that credit unions gained 440,000 new customers representing $4.5 billion in deposits 

within four days.  One source stated that nearly 700,000 new accounts were opened at 

credit unions within 7 days of Bank of America’s debit card fee announcement.  Within a 

month, Bank of America announced plans to eliminate this fee.  Other financial 

institutions instigated debit card use fees ranging from $3 to $5 per month.  Some 

financial institutions have eliminated these fees, but banking dissatisfaction remains a 

critical issue. 

It appears that monthly debit card fees were initiated in response to the Durbin 

Amendment, which lowered the debit card transaction fee that a financial institution can 

charge from 44 cents to 24 cents.   This fee reduction caused financial institutions to 

lose about $5 for every 25 debit card transactions processed; thus, the debit card fee 

seemed to be an appropriate response to address lost revenue.       

Although smaller financial institutions (below $10 Billion in assets) are exempt from the 

limits imposed by the Durbin Amendment, some merchants are reluctant (or refuse) to 

accept debit cards associated with higher transaction fees.   This forces many smaller 

financial institutions to support the 24-cent transaction fee; although, these institutions 

have difficulty in absorbing this loss of revenue.   With today’s weak loan volumes and 

increased compliance issues, financial institutions have resorted to increased fees for 

services to offset revenue loses.      

According to Javelin Strategy and Research, Americans are riled about banking fees, 

but many remain at their financial institution because convenience trumps fees.   Many 

of the smaller financial institutions do not offer ATMs, online banking, and mobile 

banking features; whereas, the traditional format of onsite face-to-face interactions are 

unacceptable for people accustomed to performing transactions from remote locations.  

Credit unions usually offer minimal service fees, but to compete with larger financial 

institutions, they must offer online technology that emphasizes mobile banking and 

mobile deposit.  As a test, does your financial institution offer a smart phone app that 

can take a picture of a check and securely deposit it to your account while you are 

running a garage sale? 



Javelin Strategy and Research states, “we are at the beginning of a new technology 

cycle as consumer adoption of mobile and social media extends the reach of the web 

and integrates those media into the physical world.”  Apple, Amazon, Facebook, 

Google, and PayPal are a group of network players entering the next tech cycle of the 

banking and payments environment.  They plan to challenge our concept of financial 

institutions through innovative payment networks and wireless carriers.   

Just as smartphone banking apps are stabilizing, Tablets (e.g., the iPad) use among 

U.S. consumers is increasing and the market is evolving.  Consumers use their tablets 

differently than their PC and smartphone, as they are more likely to perform less time-

sensitive tasks while leveraging the tablet’s touch-form factor.  In addition, the tablet’s 

operating platform market has not stabilized which makes long-term planning difficult for 

developers. 

Javelin Strategy and Research reports that “consumers’ use of mobile banking rose 

dramatically in 2011, jumping by 63% from 35 million U.S. adults in 2010 to its current 

level of 57 million. Smartphones continue to drive mobile banking in the U.S. as they 

use mobile banking more than three and half times as often as feature‐phone users do.  

Now, tablets have exploded onto the scene, promising to transform mobile banking 

once again.”   

Summarizing the supporting content for this article, a person needing to decide which 

financial institution to use should, consider the need for remote access, features such 

as ATMs, online banking, remote deposit, and fees charged for various services.  It 

should be noted that a major deciding factor that was ignored in these references was 

the character of the financial institution.  Does the financial institution care about the 

community?  Are they trying to serve your financial needs?   Are you confident that if 

something goes wrong, the financial institution would care and respond to your problem 

in a timely and fair manner?        

 

Javelin Strategy and Research:  https://www.javelinstrategy.com 

Wikipedia:  http://en.wikipedia.org  
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