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When Price Becomes The

Strategy, Value

Seth Godin’s observation that “low price
is a temporary refuge for a marketer who
has run out of useful ways to improve the
experience and deliver more value,” carries
an important lesson for community banks.
In today’s competitive environment, many
community banks are tempted to focus
their marketing messages on rates, fees,
and promotional pricing. We understand
competitive pricing is important, but it’s
rarely a sustainable differentiator. Larger
banks, fintech companies, and digital
providers often possess the scale to
compete aggressively on price.

Build Meaningful Relationships

Community banks, however, have a unique
opportunity to win by delivering exceptional
experiences, trusted advice, local decision-
making, and meaningful relationships

that create value far beyond a fraction of

a percentage point on a loan or deposit
product.

Customers seldom leave a bank just
because another institution offers a higher
CD rate or a marginally lower loan rate.
Customers typically move because they
experience service issues or fail to recognize
the value their bank provides. Community
banks that focus on understanding their
customers’ goals, solving problems, and
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Has Already Lost

delivering personalized financial solutions
create loyalty that is difficult for competitors to
match, especially when competitors lead with
price.

Build Deeper Relationships

Every customer interaction, from opening

an account to resolving a service issue, will
strengthen or weaken a customer’s perception
of value. To support success, marketing teams
should spend more time promoting service
excellence, convenience, expertise, and
community involvement, balanced with rates
and fees.

For relationship managers and business
development teams, this principle has practical
implications. Instead of leading conversations
with pricing, relationship managers should
focus on discovering customer challenges

and identifying opportunities to help clients
succeed. Research with business owners
suggests they value responsiveness, treasury
management expertise, fraud-prevention
guidance, succession-planning assistance,

and access to local decision-makers. Retail
customers tend to value convenience, financial
education, personalized service, and confidence
that their banker understands their needs. In
many cases, customers willingly pay slightly
more or accept slightly less favorable pricing
when they perceive meaningful value in the
relationship.
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Does your marketing strategy emphasize
price or value? The most successful
institutions create a culture where every
employee contributes to the customer
experience and understands how their role
enhances the bank’s value proposition.

Build and Support Relationship Value

Marketing campaigns, customer
communications, sales conversations, and
strategic planning discussions should all
answer the same question:

What value are we delivering that
competitors cannot easily replicate?

Banks that continuously improve customer
experiences, strengthen relationships,

and solve meaningful problems create
sustainable growth opportunities that are
far more durable than temporary pricing
promotions.
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Community Bank Sales and Marketing
Checklist

[ ] Review current marketing materials and
determine whether they emphasize price
or customer value.

[ ] Identify three to five points of difference
that competitors cannot easily replicate.

[ ] Train relationship managers to lead
conversations with customer needs rather
than rates and fees.

[ ] Develop customer success stories that
reflect measurable value delivered by the
bank.

[ ] Examine customer experience metrics
such as responsiveness, retention,
referrals, and satisfaction.

[ ] Create educational content that helps
customers solve business and personal
financial challenges.

[ ] Highlight local decision-making authority
and relationship accessibility in your
marketing campaigns.

[ ] Equip bankers with tools and talking
points that communicate value beyond

pricing.

[ ] Evaluate customer onboarding and
service processes for opportunities to
improve convenience and the overall
customer experience.

[ ] Establish regular discussions with
leadership teams focused on enhancing
customer value rather than simply
adjusting pricing worst.
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