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How Will Banks Fare Against the Googles of the 
World?
Knowledge@Wharton: Collaborators could quickly become competitors?

Steven Lewis: Yes, and the other way around, as well – a ‘if you can’t beat them, join them’ kind of school of 
forced collaboration. Particularly where a lot of smaller banks are financially constrained, it can often lead to 
innovation and to new ways of developing products and services, to interacting with other people from outside 
the industry.

Eric Bradlow: In some sense you could be a bank and have this great fear like, “Oh, my gosh, Google’s got 
two billion customers. If they ever got into banking -- they could take over. Facebook -- oh, they have a billion 
people.” Yes, but the thing is, they don’t have expertise in that area. So, you can always get paralyzed by these big 
companies that have a lot of reach. It doesn’t mean they necessarily have the expertise to do it. I thought that was 
a good point.

I thought the second point that was very relevant here was -- who’s going to have the primary relationship with 
the customer? You hear stories – Kindle and Kindle Fire has been a very successful product of theirs. You may not 
know, but they [Amazon] lose money on each Fire they [sell]. That’s because they want the primary relationship 
with the customer. They want the Amazon device to be the device where you’re doing web researching, buying 
products and services, et cetera. And the [reason] is because if it turns out to be an Apple device [that dominates], 
they may get squeezed out of the picture downstream. So, the idea of who has the primary contact with the 
customer -- that’s where the battle’s going to be won and lost. I thought that was an excellent point. I fully agree.

Knowledge@Wharton: Data plays a role in that because who’s ever in a position to collect the most data and use it 
well is going to have a head start in the relationship, I would think.

Bradlow: Certainly. If I have a job -- if I have a full-time job, it’s to understand the interplay between data and 
customer lifetime value, and also to understand the way to build engagement and the strongest possible 
relationship with your customer. So, data is the backbone of being able to kind of own the customer. So, I would 
agree.

Lewis: And I think that’s something where the banks do have -- they might not manage the data very well, but 
they do have a history of long-term relationships with customers. So, they have the opportunity to harness that 
information over time and really develop a long-term, lifetime approach to the relationships they have with both 
retailer and business customers. That is something that the banks really should harness more than they actually 
do.

One of the things that people do least often is change their banks. There’s a real amount of inertia. That is 
changing. Banks do need to be aware that there’s more likelihood now of people switching than there used to be. 
But people tend, still, to have that relationship over a long period of time with their banking providers. In a sense 
is an opportunity. But others are also now developing long-term relationships with customers. As you mentioned, 
Amazon very much focused on that sort of lifetime value.


