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There was a time when the bank was one of the 
pillars of the establishment. Together with the 
church, the military, the civil service and, at least 
in the UK,  the royal family and even (for much 
of the 20th century) the BBC 

The bank was a dependable institution and the bank 
manager was as safe as houses - now he is about as safe as 
house prices!Whatever happened? Is it any wonder that our 
society has become so disoriented and lacking confidence 
when its very foundations have been undermined? 

We have, in short, been let down by those we used to trust. 
Trust is a precious commodity because there is a personal 
cost involved - we make ourselves vulnerable by depending 
on someone or something else.  

Any breach of trust, therefore, 
can leave us feeling angry, 
betrayed and disillusioned.  
But we humans, however we 
dislike the idea, remain as 
dependent as ever on 
surrounding ourselves with 
things in which we can place our 
trust. As Maslow’s ‘hierarchy of 
needs’ demonstrates, we need to 
feel a sense of security and 
wellbeing and crave things that can 
be depended upon to live up to 
their promise. These used to be the 
pillars of the establishment, now 
these have been replaced by what 
we might popularly call ‘brands’.  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From Apple to Omega, Manchester United to Virgin Atlantic, 
Swatch to BMW, Hermés to Tumi, our lives are not only 
dependent on trusted brands, but often defined by them. 
They advertise our values, even our beliefs. They are our 
personally-chosen pillars of our own individual 
establishment. If they let us down, we have the power to 
dump them, if they make us feel good we wear then and 
share them (we can ‘wear’ a BMW or a Mac simply by being 
consciously seen with them in public!). 

Look at it this way, if you were a committed 
Mac aficionado and Apple did banking, wouldn’t you open 
an account? I bet you can already imagine what to expect 
when you walk through the door? The values, the attitude 
the service, the white space, the Financial Genius Bar and a 
gloriously tactile satin aluminium credit card? And how much 
you would (secretly) love to be seen using that card…  

If, for any reason, Apple doesn’t happen to float your 
metaphorical boat, substitute a brand that does and rewind 
to the beginning of the paragraph. I think you get the 
picture; we’re living in an individualised new world in which 
we are personally empowered to choose and maintain our 
own micro pillars, ones on which we can depend and which 
reflect our own lifestyle, values, vision and outlook. 

The point here is not to lure popular 
brands into banking, rather to encourage 
banking brands to become popular 
brands. They ought to be working 
harder than ever to project the values 
that will generate trust and earn our 
critically-needed customer 
commitment and advocacy; instead, 
most of them still seem to be 
behaving like self-obsessed 
nincompoops. Balance the column 
inches on controversial bonus 
payments, payoffs and management 
incompetence against those on 
innovation, new initiatives or 
customer service strategies. 

I’m guessing that if Apple did banking, 
the words: “trust me, I’m a bank 
manager” could, before long, take on 
an altogether more compelling tone! 
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Founder and Managing Director of Lucasbrand, a UK-based 
strategic brand consultancy with a diverse international client base. 
Lucasbrand typically connects at a senior level with firms looking for 
a fresh perspective on reputation, corporate personality or brand 
strategy. Its professional expertise and proprietary skills have added 
significant value to the businesses of many clients.  

Brands with which Keith Lucas has personally been engaged include: 
BBC, Rolex, BAA, Discovery Channel, Firmenich, Farrer & Company, 
Reed Elsevier, BP, Ford, Jaguar, Citroën, McKinsey & Company, 
Goldman Sachs, Towers Watson, BT Global Services, Hitachi,  
Samsung and Motorola.

Lucasbrand has created, developed and repositioned brands across 
many sectors including broadcast, publishing, airlines, airports,  
luxury goods, perfumery, telecoms, cars, energy, consumer 
electronics, professional services and banking.  

To find-out more, contact Keith Lucas directly: 

Website:	 http://www.lucasbrand.com 
Email:	 	 keith.lucas@lucasbrand.com 
Telephone:	 +44 1494 442 122  /  +44 7747 756 116 
Blog: 	 	 http://www.blog.lucasbrand.com 
LinkedIn: 	 http://www.linkedin.com/in/keithlucas  
Skype:		 keithlucas 
Twitter:	 keithlucas
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