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AI is resetting consumer expectations as regional and community financial institutions (FIs) navigate the Great Wealth 
Transfer, in which trillions of dollars will pass from older account holders to younger generations. Our survey of 200 
banking leaders reveals their top concerns and objectives.
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We asked 2,000 consumers about their priorities in the Banking AI era. While 
customers and members agree that security is paramount, community 
institutions have more work to do to meet evolving consumer expectations. 
Our consumer survey reveals three key takeaways for leaders:
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58% of Gen Z consumers have considered switching 
financial institutions in the past six months, up from 
46% of Millenials, 31% of Gen X, and 17% of Boomers.

Only 25% of community banking leaders are very 
confident in their ability to compete and grow over the 
next 18-24 months.
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Leaders are worried about losing accounts to megabanks and fintechs—and their attrition concerns are closely tied to 
fears of digital inferiority. Their tech frustration is roughly 3x higher than when we asked leaders a similar question just 
two years ago.
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While leaders see tech as a competitive necessity, they believe 
that security and relationships matter most to customers and 
members choosing where to bank.

They’re right—to an extent. Consumers agree that trust comes 
first, and most say they have strong relationships with their 
primary financial institution. 
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While most customers and members feel positively 
about their banking relationships, consumers put a 
higher price on friction than leaders may realize.

Consumers say even a few minutes waiting for service 
could test their loyalty—and they’re more likely to 
jump ship after just a few bad service experiences.
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Driving loyalty clearly requires more than warm service. Fortunately for banking leaders, consumer expectations for service 
improvements are closely aligned with where they see value in Banking AI.
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As more consumers use AI in their day-to-day lives, they’re 
becoming more comfortable using AI for banking—a trend 
that will continue to rise.



10

Banking AI delivers the fast, always-on service today’s consumers expect. But consumer preferences for automating routine 
tasks, rather than complex inquiries, means community institutions can still leverage personalized service as a competitive 
differentiator during relationship-building moments. 
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Historically, community institutions have had to decide between scaling service and protecting their personalized edge. 
With Banking AI, community institutions can do both—while also positioning themselves to convert more loans, add 
accounts, and retain deposits.
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Roughly a quarter of the community institution leaders surveyed are current Glia customers.* Their responses look very 
different from their peers.

* Customer status was identified through respondents’ self-reported technology usage after the survey was complete. Respondents were not told Glia 
commissioned the research.
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https://www.glia.com/2026-banking-ai-survey-and-promo-kit
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Research methodology: 
This report draws on two surveys commissioned by Glia: a national survey of U.S. banking and credit union customers and a 
survey of leaders at U.S. banks and credit unions. Together, the research examines the service expectations shaping banking 
relationships and the competitive pressures institutions face as they modernize. 
 
Consumer survey parameters: 
Glia commissioned an online survey of 2,000 U.S. banking and credit union customers, conducted by market research company 
OnePoll from July 7–20, 2026. OnePoll conducted the research in accordance with the Market Research Society’s Code of 
Conduct. Participants were double opted-in and compensated based on survey length and complexity. The OnePoll research team 
oversaw and edited the survey. OnePoll is an MRS Company Partner, a corporate member of ESOMAR, and a member of the British 
Polling Council. 
 
Leader survey parameters: 
Glia commissioned a survey of 200 senior leaders at U.S. banks and credit unions, fielded from June 24 through July 10, 2026. 
Respondents were senior decision-makers across customer service, operations, technology, digital strategy, and customer 
experience at banks and credit unions with assets ranging from $400 million to $30 billion. Qualtrics sourced and verified the 
respondent audience and conducted the research via computer-assisted telephone interviewing (CATI).

https://www.glia.com/contact-us

