
New research shows that smartphone dependence 

has Canadian banking consumers craving 

independence in their financial decision making. 

Innovative strategies and seamless experiences 

will win over mobile-first, forward-thinking consumers.
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ushing to the bank before it closes is becoming a problem of  
the past in Canada. Today, nearly half of all Canadians use their 
smartphones for finance-related activities at least once a week.1  

While the most common activities right now—checking account  
status/purchase history and making payments to a business1—are  
fairly straightforward tasks, Canadians are looking for their banks  
to provide more services and better experiences on mobile.

Canadians take their banking into their own hands  
with mobile

Canadians expect a lot from their mobile experiences. And that  
extends to what used to be more involved in-person banking activities  
like researching mortgage options and choosing a checking account.  
Instead of heading to the bank, people want to be able to do more  
on their own time and at their own speed.

Our research uncovered three distinct groups of Canadian banking 
consumers based on how much they rely on the bank versus doing  
things on their own. 

R

34%  Self Serve 26%  Hand-Holder
Does all the research (including

making acquisitions) themselves

Uses the financial services (FS) provider
to help write up application documents

40%  Facilitator
Does some research on new products

Turns to the FS provider for some
guidance and information

Does some research on new products

Relies on the FS provider to guide
and inform them

Types of Canadian Banking Consumers

https://www.thinkwithgoogle.com/articles/three-ways-mobile-is-changing-canadians-expectations.html
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Combining “Self Serve” people and “Facilitators,” nearly three in four 
Canadian banking customers do most of the research on potential 
financial services products on their own.2 And consumers are looking  
to be even more independent and do more research online—39%  
of customers are interested in acquiring a product without a visit to  
the branch.2 And 31% want to be able to learn more online instead  
of calling or visiting.2

Part of this newfound independence comes from Canadians' increased 
comfort in completing financial tasks on their smartphones. As banks 
build better and more secure mobile tools, people are quickly becoming 
more confident in the safety of online transactions, and their expectations 
will continue to grow.

Winning over consumers will come down to which brands can create  
(or refine) robust online presences that translate seamlessly to mobile. 
Canadian banks, marketers, and agencies need to partner to meet the 
needs of Canadians in their discovery, research, and decision-making 
mobile moments.

39%  Acquire products without going to a branch/office

31%  Learn more on online resources to reduce the calls/visits

29%  Acquire a new product completely online

26%  Acquire products without interaction with a financial institution

20%  Deal with financial services products without dealing with a bank/financial institution

16%  Use my smartphone for all payments and transactions

Likelihood to engage in each of the following

https://www.thinkwithgoogle.com/articles/how-to-get-canadian-consumers-choose-you-meet-them-in-their-micro-moments.html
https://www.thinkwithgoogle.com/articles/how-to-get-canadian-consumers-choose-you-meet-them-in-their-micro-moments.html
https://www.thinkwithgoogle.com/articles/how-to-get-canadian-consumers-choose-you-meet-them-in-their-micro-moments.html
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Build your digital presence and mobile experiences with 
the user at the centre

Consumer expectations in Canada are high—and they’re only going to  
get higher. Right now financial consumer satisfaction for digital ease  
of use and availability of mobile payment options are as low as 51%  
and 44% respectively.2 

Contrast that with the fact that 40% of consumers hope they won’t  
have to do their banking in a physical branch two years from now  
(due to technology),3 and it’s clear that it’s time for Canadian banks  
to re-think customer experiences on mobile from top to bottom. 

Instead of simply looking for new technologies you can incorporate,  
think about what your customers expect (and what they will come  
to expect in the future) in every scenario and build your mobile 
experiences around that.

40%
of Canadian consumers hope they won’t 
have to do their banking in a physical 
branch two years from now.
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Steps you can take now:

• Help mobile consumers confidently choose you by adding  
customer ratings and reviews for your products.

• Provide thorough and detailed information about your products 
online so customers can learn everything they need to know when 
they’re researching and comparing products. Make sure the 
information is easily accessible on mobile, as 55% of Canadian 
smartphone owners expect a mobile app or mobile website to  
work as well as a desktop site.1

• Build seamless mobile experiences that respond to consumers’ 
needs in their micro-moments all along the way.

Forward-thinking customers are looking for forward-thinking experiences 
and tools from their favourite banks. Mobile innovation starts by thinking 
beyond simply having a mobile presence and instead putting the 
customer at the centre of everything you do.
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