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Chapter 5
Marketizing the banks: gentlemanly bankers adopt a new set of manners

Notable by their absence, the British banks played little direct role in personal financial and credit market, until the 1960s when forces conspired to encourage change.  American banks, by contrast, had made substantial inroads into the personal finance sector since the 1920s, and by they 1960s began their marketing of credit cards. Between 1960 and 1980 the British banks underwent a massive transformation, reaching out to the country’s unbanked.  
As outlined in chapter 1, Margaret Thatcher felt could service consumer and small businesses even better.  In 1986 her unleashing domestic and foreign competition upon the British witnessed the triumph of a corporate model that applied rationalist, consumer orientated approaches to maximize profit and the ellipse of the traditional status, collectivist and diverse networks of lending and savings.  This chapter explores the changing organizational cultures of the banks in the 20th century, highlighting their distinguishing features by contrasting them to American.  Changes in the financial field tapped into and accelerated broader changes taking place in British culture at the time, and did much to solidify the relationship between personal finance and consumer culture.  
Authors put forward many arguments to explain the banking sector’s slow response to personal finance; the obstacle of state regulation stands as one of the most powerful.  The banks took advantage of each wave of liberalization to advance their services and further their reach into the personal finance markets.  First, with the redrafting of credit laws in 1958, again in the 1970s with the breaking up of the banking cartel, and most profoundly after the 1986 Big Bang.  This suggests a readiness on the part of bankers to embrace chang and innovate. Yet, the British banks’ also evolved in relation to a unique character that was difficult to shed because it had served them exceptionally well at other points in history. In the global imagination the British bank was branded prudent, stable, and respectable.  I argue that this public relations feat, can be traced back to the gentlemanly spirit that took root in the financial sector, where ‘particularly London commercial, banking and money market interests—became allied with the aristocracy’. 236/237 

Gentlemanly Banking

Between the formation of the Bank of England in 1664 and the early 19th century, British finance funnelled through thousands of private bankers (Davies, 1994; Hixson, 1993).  With smallholdings these banks experienced frequency bankruptcy causing great misery for their clients.  In 1825, five private banks (Lloyds, Barclays, Midland, National Provincial, and Westminster) incorporated transforming the economic institutional landscape. By the turn of the century, these joint stock banks held a dominion over finance by merging or dissolving the litany of private banks. Two factors secured the legitimacy of the modern banks.  First, their massive financial networks shaped a monopoly that won the favour of the state. The joint stock banks forged their dominion by establishing an early and effective cartel that suppressed competition, focused on standardization of practices, set minimum and maximum interest rates and fixed service charges. A high degree of concentration distinguished the British banks sector (Bali & Capie, 1982).  By 1920, the Big Five, as they became known, controlled 80% of all deposits, up from 25% only 50 years before (Winton 1982).  Correctly reading the winds of the sources of British wealth, the banks emerged with a focus on land holding classes, not tradesmen, because these clients offered a steady stream of rental deposits and made less frequent withdrawals. Besides storing the precious jewellery and documents of the gentry, the banks provided business advice to clients in metropolitan areas, remittance services, and organized cheque and bill conversions. They specialized in circulating their massive funds through short-term credit to large-scale financial borrowers.  Unique to America, London emerged as the central hub of finance because cheques cleared through the city. Cheque processing and current accounts became one of the most important services of the banks.
 

The state appreciated the potential ease of influence over the economy afforded by the new banking structure.  It was more straight-forward for the Bank of England to communicate directives via five massive, relatively standardized financial networks, rather than the pervious anarchy played out in thousands of private bankers. Because the banks oversaw the lion’s share of financial transactions, parliament protected them from bankruptcy, thus securing their legitimacy.  Regulation provided the banks a dominion over the current-account market, barring the non-banking sector (Building Societies, Trustee Savings Bank, and the Co-operative Bank). The banks also enjoyed protection from international competition.  
At the same time, however, the state subjected the banks to other constraints in exchange for regulatory privilege. Regulation barred the banks from the small mortgage market; insurance and other services deemed the providence of the non-banking sector. The Bank of England encouraged the banks to provide favourable rates to companies in order to strengthen the national economy.
  Understood as the principle lever of control over the economy, the state subjected the banks to more heavy regulation than other financial service providers. In 1946, the state nationalized the banks to prevent the economic problems that arose after WWI:  ‘During the six years of conflict the government took more control of the economy than it had in 1914-1918’.
 According to Collins, ‘War and the attitude of authorities helped “institutionalise” the non-competitive attitude of clearers.
  

In the first half of the 20th century, embroiled in the affairs of state and industry the banks had little interest in the public’s everyday financial needs. In the immediate post war period, for example, Lloyds decided against moving into the consumer market on the grounds that ‘small credit-worthy borrowers were already catered for, that it would be inflationary’.  Although the banks offered loans and overdraft protection, financial services of interest to most Britons, they preferred to target the business of upper and middle classes. The banks showed ignorance towards the population’s respectful propensity to pay back their debts, believing that borrowers ‘would probably be persons of poor repute or the improvident’.
 The bulk of the British population forged their financial alliance with building societies and looked to retailers for hire purchase arrangements, even though the rates of interest charged were higher than those available through the banks.
 Thus, through most of the 20th century ‘retailers themselves hold a much larger proportion of the outstanding volume of instalment credit than in the United States.
 

The early private bankers possessed few ers or particular cultural esteem because they were essentially metal workers who handled gold, but in the nineteenth century as priviledged individuals entered the joint stock banking trade they articulated a sense of entitlement linkening themselves to other professionals like doctors, lawyers, and professors.   Unlike shopkeepers who considered right and proper to competed for punters, professionals viewed themselves as equals not adversaries, working together rather than against one another. According to Ackrill, like all professionals the ‘one characteristic they held in common was an outward contempt for aggressive salesmanship.

Many commentators have drawn attention to the ‘comparatively strong hold traditional aristocratic, gentlemanly, amateurish and anti-industrial values exerted on 20th century England, and banking emerged as one of the preferred careers of the aristocracy, along with military service, politics, estate management and writing.
 Although novelist Beryl Bainbridge proclaimed that the gentlemanly character of the 19th century went down with the Titanic, the spirit lived on in the banks. The gentlemanly ethos, imparted through the values of the public school system, elite higher education institutions, Oxford and Cambridge, Public schools encouraged, public service, duty to nation and tradition.  Informed by a long linage of theological traditions, education encouraged the development of a gentlemanly character, as much as the development of the mind. Elite schools emphasized a well-rounded education, privileging philosophy and argument were prized over grand theories and number crunching.
 The pursuit of expanding the mind, the quest for wisdom and social betterment, was valued above specific technical training.
  In discussing Alfred Marshall, founder of economics at Cambridge in the late 19th century, Maynard Keynes, Marshall’s brightest students, discussed the seemingly Renissansian knowledge base towards which the British economist, principle guide o the banks, aspired:

He must be mathematician, historian, statesman, philosopher—in some degree.  He must understand symbols and speak in words.  He must contemplate the particular in terms of the general, and touch abstract and concrete in the same flight of thought.  He must study the present in light of the past for the purposes of the future.  No part of man’s nature or his institutions must lie entirely outside his regard.  He must be purposeful and disinterested in a simultaneous mood; as aloof and incorruptible as an artist, yet sometimes as near the earth as a politician. (Keynes, 322)

Alfred Marshall, product of a religious household, ‘ensured that Cambridge economics was founded on the representation of character instead of empirical facts’, a position distinct from American economic traditions that placed weight more exclusively on scientific principles. Elite British schools developed economic traditions from historical and political perspectives, and did not introduce technical training until 1899.  Graduate business schools focusing on the pragmatics of finance did not exist until the 1960s. 

These wide ranging approaches to economics influenced the bank’s management structure. According to Stamp, one of the first government commissioned studies of the financial sector, the 1931 McMillan report, revealed the bankers viewed ‘the management of currency and credit as an art, not a science.’ (Stamp, 1931:  430).  They preferred ‘a nice set of rule of thumb instruments’ in economic research. Pragmatic and intimate, rules of thumb applied one’s body as an approximate measure of the world, relying upon traditions, heritage, representing and the passing on of procedures of practice or experience. (Acrill, 1993, p. 154). Few efforts were made to produce exacting data or studies of banking practices. According to Bain there was no statistical information about hire purchase and ‘a dearth of even short articles on the subject’ and the information that existed was ‘fragmentary and of doubtful content and coverage’. (124)
  American statistics were often referenced to solidify the arguments for changes in the financial sector. 

Early 20th century bankers also reflected a unique demeanour. Manners distinguished bankers as public elite, defined them as men, more so than they sought to win approval of others.  Bankers’ performed manners more as a duty, than a call for intimacy or emotional warmth. When correctly performed they extended a sense of status in the group.   Building trust with the clients was consider more important to bankers than providing technical knowledge.  Social respect was valued.  Because privacy was important, bankers displayed quiet dignity in their discussion of money matters. According to Lynch, people considered the banker ‘better than the vicar’ at keeping a secret (Lynch, 1996, p. 11). The reproduction of this spirit makes bankers appear uninfluenced by tides of fashion or fortune. Bankers developed a unique persona that cultivated ‘an image of stability, sobriety and dependability’ (Ackrill, 1993, p. 151). An aloof demeanour was not to be avoided but cultivated. In her history of the Coutts Bank, Healy suggests that the bank’s chair in 1951, Mr. Charles Adcock, took pride in his refusal to meet with consumers.  Healy described Mr. Adcock as ‘fastidious about details’, an ‘exact man, impatient with carelessness’, who ‘hated idleness’, and dressed very formally (Healy, 1992, p. 423). Staff believed they played a crucial role in the general running of the economy, and conducted their business accordingly with an era of authority, respect and trust.  Bankers did not view themselves as part of a marketplace, thus, they did not advertise, bit rather, more like doctors, operated largely through a word of mouth channels.  In the context of these more personal relations, bankers often hosted others for business lunch, or tea, lending a sense of leisure to their work. 

Although the middle class defined the pursuit of ease, gracefulness, and cultivated leisure as a sign of laziness, the aristocratic spirit demanded self discipline, policed by competitive group exercises, particularly sport that encouraged individual effort in a team framework.  Sport tamed and civilized aggressions. Maintaining tradition and group honour focused attention more than individualized rational decision-making. The individual gave themselves over to the esprit de corps.  Harmonising differences to keep order, suppressing swagger and crass ego displays and above all poor sportsmanship was encouraged.  The gentleman preferred gradual adjustment to radical change. 
The layout of the banks privileged bankers, not clients.  Until the 1960s, maintaining accounts remained labour-intensive. Departments were concentrated on the processing of accounts (i.e., receivables, payables).  More space was devoted to the accounting task than consumers. The banks kept short bankers’ hours to provide time to balance the books each day.  Typical hours in 1950 ran from 11:00 a.m. to 3:30 p.m.  And throughout their history, the banks held progressive attitudes towards use of technology to reduce their labour (Davies, 1994).  Financial services appeared free, for there was little discussion of the commission or stripet their gathered for their services. (Howcroft & Lavis, 1986).  The priviledged banker was ironically indifferent to money, which was viewed as a means to leisure and culture, but not a measure of creativity or character. 

Until the 1970s, the banks structured worker incentives upon status-based rewards, operating more like monasteries or universities than businesses.  The banks trained their own, internally evaluating individuals. Banks hired clerks who were clean, polite, literate; good handwriting was valued more than customer service or salesmanship (Rae 1902). A job for life was the trophy for passing the test. Young bankers earned little money, but schooled by the principles of thrift, traded immediate rewards for the promise of long-term stability and status.  Banking was a respectable profession. 
Bankers felt it was their duty to uphold the customs of thrift.  Because the banks lend credit to financial houses, they were indirectly involved in the hire purchase market, but their adherence to models of thrift and unwillingness to support the purchase of ‘luxury’, meant that they played a negligible role in hire purchase (Einzig, 1956: 23).  A Scottish bank took the first step into the credit market in 1955 offering hire purchase arrangements directly to consumers, causing many conservative Banekrs to lift their eyebrows.  The clear promise of profit did not encourage banks to follow the extension of credit to consumers, and ‘no other bank’ followed suit for years. 

Because they had little interest in the personal financial market, British banks offered few wervices of to the average consumer.  The expansion of financial services was also limited by Britains strong strong cash culture established by the Truck Laws passed in 1831.  These laws demanded that workers be paid ‘in the coin of the realm’, in order to prevent ‘truck’:
The ‘truck system’ common on public works contracts in the nineteenth century whereby workmen were paid in the form of orders for goods redeemable only at the ‘tommy-shop’ on the site, the owner of which was commonly in league with the employer and who commonly sold inferior goods at inflated prices.  The Act accordingly required payment of wages to be in cash and forbade deductions save under stringent conditions. (Walker, 1980, p. 239)

The Truck Laws socially embedded the practice of paying employees weekly in cash.  It was not until the 1960s that, ‘it was made permissible, not withstanding, the Truck Act, that the employee’s request to pay by cheque, money order, or direct credit to a bank’. Despite massive industrial growth and marketplace expansion after WWII, the public continued to use cash that circulated within local networks of family, peers, work, store, and pub (Blackwell & Seabrook, 1985).  Consumer credit was largely initiated in Britain by department stores and financial houses in the interwar period (Collins, 1988).  People also saved through building societies, the cooperative bank, the Trustees’ Savings bank and the National Savings bank (Collins, 1988). Weekly wage packet stuffed with bills remained dominant in Britain until the late 1970s (Walker, 1980, p. 1240).
American banks and scientific management

Because US financial services—mass hire purchase, credit cards, marketing techniques—played a significant role in the history of British personal finance, it is useful to consider what forces distinguished the two banking systems.  Obvious factors include individual state instead of national control of finance; a more cautious attitude towards financial regulation; and lack of merchantile and non banking institutions.  Still, in the early 1920s, according to Roe, the US banks shared many similarities to British banks. 
The US replicated the British thrift and savings movements, with US banks, like British, acquiring most of their profits by cycling their massive funds into short-term credit arrangements with industry.  US banks too saw themselves as stewarts of the economy and valuable public service. The 1920s banks felt unease towards peddling credit, and shuttered at the tought of allowing people to go into debt to purchase luxury goods. The banks prized themselves on their prudent investments, such as lending money for mortgages and business vehicles.  
Yet, Roe offers an intriguiguing explanation for why the similarities between British and American Banks began to vanish in 1930.
  The early attraction bankers had towards thrift according to Roe was not simply quasi spiritual, but pragmatic.  Bank profits rested on the encouragement of consumers’ to place funds in the banks that could then be recycled to US corporations for profit.  Early bankers, says Roe, understood themselves as ‘apostles’ of thrift:  
The fundamentalist of thrift viewed himself as a trustee of other people’s money, and he regarded thrift deposits (the painfully accumulated savings of the industrious poor) as possessing special sanctity.  Thrift also defined an ideal lending policy—loans should be made only cautiously and for productive purposes, never to consumers for the purchase of luxuries.’

Yet as wages grew rapidly in the 1920s, partially influenced by Fordism, and available market place commodities expanded, people felt more confident in their ability to acquire durable goods. People considered large ticket item purchases, such as fridges, an investment in their domestic enterprise.  Automobiles moved from the category of luxury to necessity. As in Britain, manufacturers, retailers, and financial houses much quicker to cease upon the public’s penchant to pay regular credit bills than the banks.  Banks saw themselves in competition with 
instalment credit providers whose ‘unscrupulous advertising and financing methods’ they proclaimed wiped out the savings margins of the wage earner.  Thus, because they believed their livelihood depended upon it, the banks ‘like a dutiful Presbyterian fighting against the sins of Hollywood’
 admonished luxury goods and the false idols of the marketplace and, encouraged people stoically resist these temptations.  ‘Many bankers found it impossible to overcome deeply ingrained beliefs that only the immoral would extend bank credit for the purchase of automobiles, phonographs, radios, washing machines, refrigerators and other luxuries.  (626) 


Operating in a less regulated market, the banks watched with interest the massive profits automobile financiers amassed. Some banking progressives announced a ‘new era’ economics in which thrift no longer made sense.  But bankers need proof according to Roe, and it arrived her argues via the importation of scientific management techniques into the banking sector. General Motors set the example, producing impressive statistics upon which managers justified their financial decisions.  
Following GM’s lead, US banks slowly tested the waters of the credit business, gathering statistics along the way. Roe notes, that the poor methodologies and the sporadic pooling of samples produced unreliable findings about the relationship to the economy and credit, but this did not matter. According to Roe, statistics provided bankers with a psychological tool necessary to take the leap of faith into the selling of debt:  ‘Scientific management, as plastic a notion as the idea of thrift, offered the intellectual justification for this break with the past’.
The British milliary applied scientific management techniques to aid the their fight during the First World War, and Fordist manufacturing produced cars in Britain, but still traditional forms of conducting business pervailed.
   Smith and Boyns, based upon an extensive literature, suggest that British producers made wide use of Taylor’s bonus pay system, but in a ‘diluted form that did not extend, like Ford the psychological and social emphasis (210).  A piecework system lingered because bonuses seemed to provide an effective way to increase productivity without management intervention.  Management structures developed differently to those in the US where a more hands on corporate and human relations model emerged.
  The British banks always embraced technology, but as we saw above, scientific management was not part of the banking ethos. 

In America, the expansion of scientific management techniques, high interest accounts, production and use of statistics by the banks coincided their expansion of consumer credit.  In 1920, on Connecticut bank offered small loans; by 1927 when the New York National City Bank began consumer credit became part of the banking establishment.  Bankers rapidly shifted from apostles of thrift, to purveyors of lending.  In 1926 the Economic Policy Commission, comprised mainly of bankers, lobbied the government.  Bankers should oversee the credit sector, they argued, because their scientific management techniques and statistics would enable them to first detect a threat credit might pose to the economic system.  W. Espey Albig deputy manager asked: 
‘Are we satisfied in this democracy to follow simply the European countries into the shadows—old-age pensions and unemployment doles—or do we rather prefer to continue to work for our people’s personal independence, achieved through a knowledge of income management?’
 

Budgetting emerged as a new metaphor to help consumers understand their role in the new economy. Budgeting supported a hybrid attitude toward personal finance that emphasized saving and spending.  Consumers were encouraged to keep records of their finances and assume responsibility for their finances.  The new ethos of credit, investment, and budgeting shifted the weight of responsibility from the paternal bank to the shoulders of the consumer. Advertisements of the period, says Roe, told consumers to find a balance between saving for the future and enjoying the bounty of the present. Thrift was positively framed as an aspect of Christian lifestyle:  ‘The thrifty man, such advertising taught, was a man who enjoyed the new consumer society to the fullest.’  This new definition supported acquisition of consumer goods and ‘it was but a short step to making instalment loans themselves. (628) 
The older discourse of thrift, paternalism, character and self-denial aligned with the modern idea of self-development, individualism and self-reliance.  Scientific management helped bankers change their attitudes to suit the new historical context and rationalize two highly profitable sectors of finance:  loans and securities speculation.  By the 1930s, the US boasted one of the most expansive personal credit systems in the world. By the second half of the century, the consumer economy supported by a rich and extensive credit market at eclipsed the industrial economy of the past.  According to Juster in 1966:  ‘consumer are now a more important determinant, both direct and indirect, of the growth and cyclical variation of the [American] nation’s total fixed capital investment than are business enterprises’. (Juster, 1966: 585).

A strong banking lobby promoted the spirit of caveat emptor in the personal financial sector.  Banks worked actively to directed problems in the credit market towards the responsibility of the consumer, not the wider context of macro economic inequalities.  .As Roe pointed out this situation concealed ‘the low incomes of many Americans which, no matter how scientifically managed, prevented them from enjoying consumer durables or preparing for any independent old age. (633)  In comparison, despite the the elitism, the danyism, and clumsy rule of thumb measures, the British banking insituation embodied economic traditions rooted in moral philosophy that prevented their turning a blind eye to inequality, but this tradition was unravelled in the 1980s. 

The Transformation of the Gentlemanly Bankers





After WWII, the seeds of personal financial markets planted in the interwar period grew thriving in a period of great economic expansion and social change.  It is generally accepted that Britain experienced a period of economic growth that continued until well into the 1970s: ‘Indeed it is usually suggested that the period of rapid income growth continued with cyclical fluctuations, but generally unabated until 1976’ (Grady & Weale, 1986, p. 127).  Greater political efforts were made to improve the lives of returning soldiers and all citizens who had been traumatized during the years of war.  Unemployment dropped to an all-time low (3%).  Wages rose steadily, and wealth was redistributed through ambitious welfare-state initiatives that included a national health service, universal pensions and free education  (Morgan, 1990).  
One of the most important changes was the expansion of both state and private home ownership.  

Although he died in 1946, John Maynard Keynes provided the economic principles to support these initiatives.  
This economic expansion was accompanied by a period of relative calm within the international financial field.  The Bretton Woods Agreement of 1944 fixed international currency to the American dollar (Leyshon & Thrift, 1997, pp. 70-79).  

Credit reforms called for by Keynes, did not take place until after the war. An investigation by the National Bureau of Economic Research, in a longitudinal study (1929-1941) ‘ascertained that each change of 1% in the amount of national income caused the change of over 2-3% in automobile sales credit and 3% in credit used for purchase of other durable goods against deferred payments. (Einzig, 1956: 18)
  These findings confirmed what was well known:  consumer’s true discretionary income extended beyond their wages to include their credit line and willingness to use it. Repeating what Keynes had advocated in the 1920s, the Radcliffe committee suggested  ‘we may well have reached a stage when an era of conscious and deliberate management must succeed the era of undirected natural evolution’ in 1959 (970)
  The Radcliffe Committee endorsed the regulation of consumer credit in an emergency situation (Fousek, 1962: 356)
  
People had more money.  Affluence grew more widespread.  Figure 1.1 illustrates how the savings ratio, or the portion of disposable income not spent on consumption of goods and services, jumped significantly between 1950 and 1970, then began to stabilise.  

	Year
	Ratio

	1950
	3.8

	1960
	7.83

	1970
	10.1

	1980
	9.75

	1990
	10.45


Figure 1.1.  Trends in savings ratio per decade.  Sources:  National Statistics  (ONS) and NTC Research.

The general public became a new source of surplus money, and this made the personal market of much greater interest to the banks. (Gardener & Molyneux, 1993).  The state undertook initiatives to meet the growing interest in financial services, in the 1960s expanding the National Savings Bank and testing a Giro system that operated through a post office network.  In 1955 a new credit act made it easier for people to obtain credit.  

The growth of consumer credit institutions and the increased willingness of the banks to provide credit for consumer’s purchases have undoubtedly contributed to this growth in the household sector; the rise of incomes relative to prices and the investment in consumer durables to increase (or cater for) leisure time have both played their part. (585) 

1970 International Money Flows

By the early 1970s, in the context of a broken Bretton Woods Agreement, instability shook the international and domestic money markets and this along with unprecedented levels of inflation meant that the banks could not longer continue business as usual.   Floated on the international money market, the British pound had difficulty competing, and eventually had to be stabilized by the International Monetary Fund in 1976.  Money, which had circulated from industrialized to developing countries, now increasingly circulated within what Castells referred to as a ‘triangle of wealth’ between North America, Europe, and parts of Asia (Castells, 1997).   The prosperity of the 1950s and 1960s rested upon the Keynesian pact between big business, big government, and big labour that was guided by the principles of Fordism and Keynesian economics. 

A new fluidity in the marketplace emerged as intensive cycles of fashion ad advertising increased the ‘turnover time’ of goods—always one of the keys to capitalist profitability’. (Harvey, 1990, p. 156). The structural push to increase consumption cycles threatened traditional state regulation and increased the desire for improved financial instruments, and the kiss of death within this new environment, according to David Harvey became institutional rigidity because it could not longer contain the complexity and fluidity of economies and culture:

Behind all these specific rigidities lay a rather unwieldy and seemingly fixed configuration of political power and reciprocal relations that bound big labour, big capital, and big government into what increasingly appeared as a dysfunctional embrace of such narrowly defined vested interests as to undermine rather than secure capital accumulation. (Harvey, 1990, p. 142)

Margaret Thatcher fixated upon the inflation of the 1970s, arguing that reform was required to address this ‘insidious evil.  She argued that inflation had a ‘a morally debilitating influence’ on Briton. 

It reduces the value of savings and therefore thrift, it undermines financial agreements, it stimulates hostility between workers and employers over matters of pay, it encourages debt and it diminishes the prospects of jobs. And that's why I put its demise at the top of my list of economic priorities. It is, in my view, a moral issue not just an economic one.
 
“First government should be strong to keep the finances and the currency sound. We need to preach and practice the wisdom of thrift as a virtue in itself, and of high savings as necessary for high investment and that public spending must be strictly limited. This is common sense” (Thatcher, 1994). Speech:

THATCHER, M.  4 October 1994.  The association or body the speech is directed towards.  Bombay:

The time-honoured practices of the banks no longer made them the same profit. British industry increasingly turned to the international money markets for terms that are more favourable.  This international and domestic competition caused a drop in the banks’ deposits.  According to Ackrill, ‘the share of total deposits in Britain held by the major clearers fell from 34.8 to 27.4 percent between 1961 and 1967 but that of foreign and overseas banks rose from 7.2 to 19.7 percent, and building societies from 14.8 to 19.3 percent’ (p. 159).  American banks had followed American business to Britain during the post-war rebuilding of Europe, and found a good climate for doing business and because they were not subject to the same lending restrictions as the domestic banks.  The building societies also grew, and offered some important advantages over the banks:

With interest rates on savings higher than the banks offered in less-accessible seven-day bank accounts, with their expanding branch network, and their longer hours of opening than the banks [building societies] were presenting a major challenge to the banks’ collection of deposits for personal customers. (Ackrill, 1993, p. 158)

Non-banking institutions increasingly lobbied the government for the right to provide the same services as the banks, and were successful.  In 1974, Prime Minister Edward Heath introduced a new banking regulation entitled Competition and Credit Control to bring more competition to the financial sector. According to Professor Goode the act was ‘probably the most advanced and certainly the most comprehensive code ever to be enacted in any country in the area of consumer credit.  The point of the act was to create a more level playing field for all financial players and do away with the older division between who could and who could not provide services.
  It was also hoped that the bill would increase the democracy of credit within the British market place and put more credit into the hands of more consumers. 159 Several non-banking institutions were granted the right to offer full-banking services.  Slowly the restrictions on lending began to loosen, resulting in more credit moving towards consumers.  The banks disbanded their cartel in 1971. Consumer protection was an important part of the bill.  The banks were encouraged to lend to a wider number of people, avoid discrimination and be mindful of individual rights.  
Making Room for the Marketer 
In reaction to the greater control they had in the market, and to combat competition, the banks began to slowly rework their century-old management orientation through the expansionary period.  According to Healy, even in the highly conservative Coutts Bank, fresh air began to flow through the traditional management structure:

The principal officers and other senior officials were now openly expressing their opinions in a manner, which would have been unthinkable in their early days.  This was to lead in the 2nd half of the decade to a complete reorganization of administration. (Healy, 1992, p. 425)

With the end of their cartel in 1971, the banks began to compete with one another and sought to position themselves individually in the market (Stafford, 1982, p. 23).  All of the banks turned their attention to the personal market, and the central interest was towards ‘meeting the needs of the personal financial sector through the development of specific marketing strategies’ (Stafford, 1982, p. 25).  Most importantly was the way in which the banks began to seek the counsel of marketers.  Closed banking boards began to encourage market specialists from other sectors to enter their ranks, because they were keen to hear and benefit from their marketing experience.  Stafford points out how marketers from the fast-selling foods sector became particularly prominent as advisors to the banks, because although the banks had neither shelves, nor technically any goods, the banks believed the high turnover strategies employed in the fast-selling goods sector could bring volume sales to their organizations.  The siphoning of expertise from the material goods sector to the service sector had begun.  

The banks added marketing departments.  Stafford explores the example of the Midland Bank.  He notes that until 1969 Midland had a Public Relations Department, but that year it introduced a separate Marketing Department.  It was not until eight years later that the bank added an advertising department.  By the 1980s all the big four banks adopted more or less this same organisational model (Stafford, 1982, p. 69).  Showing their commitment to the marketing ethos, in 1981, Natwest redoubled its marketing efforts by implementing a set of policies intended to bring the following:  a significant shift of attitude toward management commitment to marketing; a change in the culture among employees; increased skills in various areas of marketing; and a major marketing-led success within a reasonable time period (Andrew, 1985).


Marketers encouraged the banks to adopt a new philosophy towards conducting business, which challenged the banks to become more culturally sensitive.  Well-known market analyst Theodore Levitt summarised marketing as the incorporation of the ‘consumer into the production process in order better to satisfy them and thereby increase your chances of making a profit.  In the jargon of the business it is a shift from being product-led to consumers led’ (quoted in Lury, 1994, p. 94).  The marketing philosophy is rooted in the belief that an economy based on consumer choice will create the most thoughtful and prosperous society.  Competition is understood to create a vibrant economy, because it forces businesses constantly to innovate in order to meet consumers’ demand, which in turn fuels economic growth.  A British advertiser of the period pointed to the importance of consumer sovereignty and how advertisers supported it:  

I believe that the consumer is king – and that he or she should remain so.  The greatest threat to consumer sovereignty – with all its attendant benefits of efficiency, high productivity and motivation – comes not from us [marketers] – who are part of this sovereignty – but from all those who believe that the people who work in particular industries, trades or firms should have the major voice in deciding what should be produced and how…. consumer sovereignty is what we are all about – and what our economic system is or should be all about. (Institute of Practitioners in Advertising, 1976)

Yet, as their critics pointed out, what the advocates of marketing tended to omit from their fire and brimstone speeches about the perils of any regulation of market processes was that consumer choice is necessarily confined to those commodities deemed by marketers as profitable.  Marketers work in the interest of formulating profit, and decisions about the servicing of consumer sovereignty are always conditioned by the first-order needs of capital accumulation.  (Slater, 1997; Schudson, 1984).  There are muddy contradictions to the marketers’ clean idea of consumer sovereignty, as we shall see in this case study of the banks.

The introduction of marketing brought conflicts, as it challenged the traditional ethos of sobriety, control, and prudence.  According to Stafford, traditional bankers perceived marketers as unmannered and aggressive.  Their consumer-oriented approaches seemed to run counter to the principles of financial conduct.  For example, traditional bankers wondered how consumers could be given authority over finances when the banks had to assume authority to ensure prudent accounting.  Thrift by definition had its roots in notions of husbandry.  Traditional bank managers, according to Stafford, believed ‘that marketing managers live in the ivory towers of head offices and do not understand the role and responsibilities of managers’ to the economy (Stafford, 1982, p. 90).  What marketers brought was individualization, rationalization, and innovation; values that did not fit into the gentlemanly structures of the traditional banks. 

Clearly not everyone in the banks were driven by gentlemanly values, because there were a good number of banking progressives that were pushing for the banks to become more modern, more market orientated.  These marketers and banking progressives viewed the traditional approach of the banks as passive and elitist. Banking managers high-mindedly ‘shy away from any taint of commercialisation through advertising’  (Stafford, 1982, p. 90).  Until the late 1960s the limited promotion of the banks included messages to recruit staff, chairmen’s annual addresses, ‘and most press notices were simply reminders of their existence’ (Ackrill, 1993, p. 152). Traditional bankers were also seen as arrogantly placing their own opinions before that of consumers.  

Traditional banking operations provided what they produced, instead of producing what would sell, resting on their laurels and waiting for consumers to come to existing products, instead of expanding the consumer base through developing and promoting services specifically geared to the wishes of certain consumer groups.  One of the presidents of Barclays Bank noted that some members of bank management were not concerned enough about the profound impact competition could have on their deposits:  ‘Bankers, at least some of us, seemed to subscribe to the view that the clearing banks because of their place in the money transmission process could not actually lose deposits to other institutions’ (Bevon, 1984, p. 34).

Traditionally the banks had tended to see consumers as numbers in an accounting ledger, marketers saw consumers as precious entities full of unmet desires and in need of protection from the poaching of competitors.  Traditional bankers seemed to possess no empathy for consumer frustrations, pleasures and aspirations (Healy, 1992).  The banks undertook no market research, and had no developed plan for how to target their business effectively.  

Despite these running conflicts, however, Stafford documents the general acceptance of marketing and ‘positive reaction by bankers towards market developments in the promotion of the philosophy, which takes the market as given.’  From the 1970s onward the style of the banks became ‘more active and aggressive’ towards consumers challenging the traditionally ‘passive and solicitous attitude’ of the banks (Stafford, 1984, p. 67).  

Arrival of the Research Cycle

The banks took research more seriously.  They sought the expertise of outside consultants, and the marketing department became the liaison between other marketers, advertising agencies, and professional researchers (Ornstien, 1972).  Within these new organizational arrangements, actions, in principle, became subject to more open dialogue, informational input, and justification.  A research cycle provided the means to filter information about consumers into organisational decisions.  Market research can be understood to encompass three general spheres:  consumer, competitor, and audience research.  Consumer research is the study of the types of people who bank or who might intend to bank.  This research might explore consumption behaviours; test the development of new services; explore how receptive individuals are towards a new service or new direction of the bank; and/or explore why a practice of the banks is unpopular.  Besides behaviour, consumer research is also interested in the motivations and attitudes as they relate to purchase intentions.  Competitor research, as the name implies, gathers intelligence about the strengths and weaknesses of competitors and matches it to the banks’ strengths and weaknesses with a view to developing competitive marketing strategies.  Audience research explores media behaviour and audience reception of promotional communication.  The idea of research entered the bank in the expansionary period, but as Dawn Burton pointed out in his ethnography of a bank, the practice and use of research intelligence by the banks was cautious, complex, and conflicted (Burton, 1994).

The Discovery of the Unbanked

The banks ventured into their first research projects with the most elementary form of market intelligence.  They became aware of the size of their potential market, by referring to a census of who did and who did not have the banking habit.  The inventory revealed that a very large segment of the population lacked banking accounts.  Marketers, following their predilection for labelling consumers, called them the unbanked. Researchers broke the banked and unbanked into socio-economic categories, and found the majority of the banks’ clients fell into category A (see Appendix 1 for definition of socio-economic categories).  Client bases were ‘heavily weighted towards elites, and a huge market of B’s, C1’s and C2’s remained untapped’ (Stafford, 1982, p. 91).

Stafford has provided key statistics about the size of the unbanked market segment (1982, pp. 91-95).  He notes that 21 million people had bank accounts in 1968—at the time only half of the adult population.  Only 29% of manual workers and 55% of the adult population had current accounts.  In comparison to other industrialised countries, Britain was significantly underbanked.  Marketers pointed to the American banks that welcomed 99% of the population to their doors. Canada, Australia, Germany and France were not far behind, with 95% of the population engaged in the banking habit.  

Many factors contributed to the high number of unbanked in Britain including the truckers’ law that had contributed to an embedded culture of hard cash.  As late as 1979, 78% of all manual workers, 35% of non-manual workers and 54% of all workers continued to receive packets containing cash on a weekly basis.  Other industrialised countries administered pay cheques and state subsidies through banking networks.  In the 1970s only 1% of U.S. workers were paid in cash.  The non-banking sector also kept people away from the banks.

The discovery of the unbanked illustrated to marketers and banking progressives just how out of touch with the personal market the banks were.  In classical marketing language the banks were severely under-servicing the mass market.  The underbanked mass would set the marketing agenda of most of the banks in the expansionary period:  ‘The main movement of the banks during the 1970s was to reach the unbanked’  (Stafford, 1982, p. 91).


Freed from their cartel, the banks could independently decide how best to position themselves in the market.  Barclays, Midland and NatWest all decided to orientate towards the unbanked (Ornstien, 1972), but Lloyds, the smallest of the Big Four, departed from the trend.  Lloyds targeted the more profitable A and B socio-economic groupings (Stafford, 1982, p. 102).  Lloyds was unimpressed by the rush to the mass market.  Lloyds’ marketing manager called the banks’ approach ‘refined’, and argued that it would ‘entail improving our [Lloyds] share of personal bank account, particularly by selective activity in markets, which have above bearing potential’ (Stafford, 1982, p. 103).  Lloyds believed that the personal market would soon be saturated with bank account ownership, and that the pains involved in recruiting the lower classes were not worthwhile, for in the long run, the bank believed, most would prove not to be profitable clients and would become a drain on the bank’s resources. Small accounts with a high transaction volume did little for a bank’s profits, and even with the introduction of modern computers during this period to handle the bulk of work; small accounts still caused high administrative expenses (Bickers, 1992).  Lloyds was happy to let others absorb the low end of the market, and to establish itself as a solidly middle-class enterprise.  The one exception Lloyds made to its rule of refined targeting was to concede the importance of the youth market.  The bank’s marketing manager noted there were ‘few other options for business volumes, since 65 percent of all new account holders are aged under 35 years.’ (Stafford, 1982, p. 103).  Youth were a transient market that could not be guaranteed to remain in their socio-economic class of origin throughout their lifetime.  Lloyds hedged their bets in the complex matter of social mobility.  

Stafford describes the innovative strategies Lloyds undertook to reach the refined market.  Borrowing techniques from American banks, they cross-sold services to compete with the Building Societies for the mortgage market.  Although other banks used heavy-hitting promotion campaigns to entice people to take up home loans, Lloyds chose to distinguish its mortgage provision by packaging an ensemble of services, justified on the idea that a mortgage was just the beginning of one’s financial needs, because homes required renovations, new durables, insurance and a host of other financial services.  The service was labelled ‘Home Makers’ and aimed at young married couples setting up a first home.  Not only did Lloyds attract new clients, and forge on-going relationships, it uniquely positioned the bank within the marketplace. 


For those banks targeting the unbanked during this period, research brought to light crucial information about the public’s apprehension about the banks.  King (1981), for example, undertook a very important research project that asked the prudent question: Why do people shy away from the banks?  The research revealed a strong social fear about not being able to access money and being caught short of cash.  Consumers were uncomfortable with the idea of non-cash transactions because they believed that once cash was in the hands of the banks it became inaccessible due to potential difficulties in getting to the bank during limited banking hours.  Consumers feared loss of control over their spending if credit was made too easily available to them.  They also were anxious about loss of privacy, and did not trust the banks to keep their financial records confidential (particularly from their spouses).  Consumers’ general lack of knowledge about and trust in banking processes seemed to be at the heart of many of their worries (King, 1981).  The Central Policy Review Staff report of 1981 revealed similar findings.  The review found there existed ‘deep seated social attitudes towards banks particularly among older workers’ that caused them to experience banks as alien environments.  Although the commission saw this as ‘a real impediment to banking, they regarded it as transitional and likely to reduce over time’ (Stafford, 1982, p. 97).  Still, the committee encouraged the banks to adjust their practices and image to minimise anxiety, and to stay open longer.  

Findings such as these introduced the banks to the idea that consumer psychology mattered to business.  Social background and psychological disposition were not trivial matters but directly informed consumers’ banking behaviours and attitudes.  The public negatively interpreted the dignified and respected position of authority so carefully manicured by traditional bankers.  Many unbanked consumers reported they felt a sense of inferiority in the face of bank staff that threatened their self-respect or self-image (Stafford, 1982, p. 97).  Research such as this encouraged the banks to think more therapeutically about their business, and as we shall see later these findings had a profound impact on how the banks communicated to consumers.  

The ‘4 P’s’ of Marketing

According to Stafford, to reach the unbanked during the expansionary period the banks employed the ‘4 P’s’.  This approach to marketing was developed in the late 1950s by Jerome McCarthy, a business professor of Chicago University, who wanted to provide marketers with a mnemonic device to help them manage all channels to the consumer.  McCarthy believed those channels included 4 P’s:  Product, Price, Place, and Promotion.  

To combat the unbankeds’ fear that they could not get to the bank, through the expansionary period the banks reorganised their branch networks.  Hardly a high street in the country lacked the presence of one of the four banks.  Using the principles of cross-subsidy, all the banks were outfitted to provide consumers with full services.  New technologies for carrying out the processing of accounts freed up floor space within branches.  Burton notes a telltale reversal in the banks’ layout that illustrated the growing importance of the consumer.  The staff were pushed back and the consumer was given the larger part of the floor space (Burton, 1994). 

The banks became more self-conscious about their look, style, attitude and emotional tenor (Mullineux, 1987).  Greater attempts were made to brand by creating consistent styling and co-ordinating the use of corporate symbols to distinguish the bank from its competition, and reassure consumers that regardless of which branch they entered, they could expect the same services and treatment.  Sharper window displays and more stands containing information were added to branches.  Windows were enlarged to provide a greater feeling of freedom and openness and to calm shy consumers, who could now peek inside and see what they could expect.  Modern open floor plans made waiting areas homier.  Consumers were offered coffee or tea and magazines to make their wait more pleasurable.  Through the 1980s, colourful awnings and lights, both inside and out, turned the dowdy old bank branch into a theatrical stage.  An architectural commentator noted how the shift to marketing was manifested in the very materiality of the bank:  ‘Recently…architects have reacted against a naked show of strength adopting a more humanistic approach, which is sensitive to the environment and individual’ (Booker, 1984, p. 49).

This attention and expense devoted to branches was very different from the bank’s traditional approach.  Ackrill tells the story of how in 1968 when National Provincial and Westminster Banks merged there was an assessment of the interior of the bank branches.  Those from the Westminster head office were appalled by the ‘threadbare carpets and creaking lifts’ of some of the National Provincial offices.  It seems that to ‘traditional National Provincial men, this austerity was intended as a reassurance to customers and shareholder that profits were not made at their expense, but were passed on in reasonable terms and good dividends’ (Ackrill, 1993, p. 158).  

The hours of the banks were extended, yet, despite complaints from consumers and the Price Commission’s report of 1978 that argued ‘there should be greater flexibility with regard to opening hours so that retail bank services can be available to the public whenever there is a commercially justifiable demand’ (Stafford, 1982, p. 80), bank workers resisted workdays of more than eight hours, and objected to opening on Saturdays.  Part of this protest, as we shall see, relates to economics—it is simply not profitable to stay open longer.  

To help ease the conflict over banking hours, the banks extended automatic teller machine (ATM) networks.  These machines, now so familiar, were at this time very radical.  Although the modern bank had always used technology to make accounting more efficient, the ATM is a symbol of the marketing spirit in that it put technology in the service of the consumer.  Barclays was the first to offer ATMs in 1966.  These machines provided consumers with the ability to process general transactions and access cash 24 hours a day.  Throughout the 1970s all other banks extended their ATM networks.  Consumers embraced the technology because it offered a way to subvert the banks’ short hours and long queues, and avoid interaction with staff.  

During the expansionary period the banks’ interest in promotion grew rapidly.  Promotion refers to all the channels used to communicate to consumers, and include sales promotion (leaflets, brochures, cheque-book covers, statements) personal selling, novelty, giveaways, product publicity, and finally advertising.  The greater efforts to achieve co-ordinated look and stylisation of communication material were just the beginning of the banks’ many attempts to rework their image for consumers.  I will explore these changes in more detail in the chapters that follow.

In terms of price, bank marketing in the 1970s was influenced by the idea of economies of scale and mass marketing techniques (Tedlow & Jones, 1993).  The fast-moving goods marketers within the banks encouraged the implementation of techniques to increase volume of financial services.  These ideas seemed to work well for the banks, because they were saddled with very high overheads.  The banks’ fixed costs were to evolve up to 65% higher than those of other industries.  Large-scale branch networks and the delivery of services by face-to-face interactions were highly expensive, because they called for large property holdings and many staff members (Leyshon & Thrift, 1997, p. 232).

Because the banks were already paying to support their massive infrastructures, marketers reasoned that adding new consumers could be done at little additional cost.  Profit during this period was largely generated on margin. Profit from sales and service charges became more important later.  To encourage people to enter their networks, the banks offered minimal service charges or none at all.  Universal service offerings were financed via cross-subsidizing or redirecting revenue from profitable branches and services to unprofitable areas of the banks.  It was believed that even if an individual could contribute only a small deposit, taken as a whole, a large pool of capital could be amassed and reinvested to produce profit on margin.  It was based upon the idea of economies of scale that the banks in the expansionary period could economically justify welcoming people from across the socio-economic scale.  The banks even had interest in C2’s and D’s, as the rising levels of affluence of those in the manual trades made these previously ignored sectors of the market more attractive (Tedlow & Jones, 1993).  

The banks would be saddled with a systemic contradiction between their interest in providing consumer-friendly service and their needs to maximize costs.  The labour of staff required to deliver services was expensive and subject to fluctuation and inflation.  Prudently, the banks sought to maximise a high volume of business and extract the greatest value from labour by keeping staff busy, preferably on tasks that made profit. The much-maligned banking queue, despite the disruption it causes to consumers, remains because it is simply not in the banks’ interest to have staff wait for a surge of customers. A similar political economy discouraged the banks from extending their hours.  

The banks’ traditional short-term credit service was far beyond the needs of individuals, and small savers’ meagre funds did not require the elaborate remittance services, nor did the average British citizen possess jewels and stocks to make safety deposit boxes attractive. The banks were not geared for delivering popular consumer credit services, and the cartel had kept the banks from offering attractive interest rates.  Funds were simply recycled to industry and the state (Stafford, 1982, p. 41).  All this changed as the banks reoriented their services for the personal market.

Financial services can be understood to fit into three general categories:  investments, credit, and general transactions, and all three changed in the expansionary period.  General transactions become more customized and the speed with which they were carried out was increased by new computer technology.  Taking advantage of looser regulations, the banks began to offer services that were once the privileged domain of the merchant banks.  To encourage people to open accounts, the banks issued new guidelines that made them easier to open.  (The banks would remain cautious about who received current accounts, for it is only with recent technology that they have been able to prevent consumers from going into overdraft.)  Gifts, other incentives, and special offers, were also used.  Research showed C2’s and D, E’s in particular were more enthusiastic towards rewards, discounts and gifts than other socio-economic classes (Stafford, 1982, p. 94).  Interest began to be offered on accounts during this period to encourage people to put their money in the bank (Ackrill, 1993, p. 157).  

Because financial services cannot be copyrighted, competitors kept careful watch on one another’s service innovations and replicated or slightly improved each other’s service offerings. The building societies, because they had to be careful about how they extended themselves, tended carefully to research the profitability of financial services before making the decision to add them to their roster.  The banks, on the other hand, had massive economies of scale and were so well established that they found it cheaper simply to add the service rather than make the investment into researching its market viability.  There was a phenomenal expansion of services during this period and the banks became somewhat like financial supermarkets that offered a broad range of services to the mass market.  The result of this massive escalation of services, as the banks quickly replicated innovations and operated according to a ‘herd mentality’ (Gardener, Howcroft, & Williams, 1999, p. 21)

Expansion in the lucrative credit market

In the late 1960s, the banks engaged in a series of mergers.  The National Provincial Bank and the Westminster Bank merged in 1968 to form NatWest, reducing the Big Five to the Big Four.  In an effort to consolidate their position in the lucrative consumer credit market, banks also joined forces with financial house. Some members of the British public felt financially secure enough to embrace the American Express credit card offered to them in 1963 (Robinson, 1968), and Barclays introduced the Barclaycard in 1966, through a direct-mail marketing campaign. Parker suggests that in 1969 virtually no one in Britain had ever heard to credit cards.

Barclays built up its cardholder base from 1m to nearly 5m over the 1970s. Lloyds, Midland and National Westminster jointly launched a rival card, Access, in 1972, winning more than 4m cardholders. The British embrace of revolving credit would distinguish it from some European banks.  In West Germany, Holland and Belgium there was fear that card operators would erode the banks’ consumer lending business, therefore cheques were defended. Eurocard, the plastic card sponsored by German and other northern European banks, offered only short-term credit and like American Express and Diners Club balances could not be carried over, but had to be paid in full each month.  

Yet, just as there in today, in the late 1960s there was a negative reaction towards the marketing of credit.  The direct-mail campaign ‘was a contentious action regarded by some as provocative and outraged recipients wrote complaining that they were somehow being forced to hold the card’ (Ackrill, 1993, pp. 157-158).  Although promotion and competition was becoming more important in other commodity sectors, the late 1960s decision by the cartel not to cross-promote in the media, or to engage in television advertising, illustrates a conservative choice by the banks not to engage with the changing dynamics of the marketplace (Saville, 1995). By 1979 surveys revealed 9% of the population had one or more credit cards, but with only 6% of this group labeled as semi or unskilled workers it is clear that credit cards began is play toys for the middle classes. (Parker 38)
 The rich and those with low levels are much less likely to use credit.  Indeed, those in the lowest income brackets rarely use credit. (Ison, 1979; NCC, 1980) Parker, 1990: 107.  According to Parker strong reservations towards credit prevailed through the 1970s as many people balked at the use of credit and store cards feeling these instruments would ‘make them act as if they had money which, in reality, they had not’. (Parker 113) 

But as in the material goods sector, the financial service sector was beginning to understand how research at an early stage of service development could help to maximize the acceptance of a commodity innovation.  The banks began to work more systematically within cultural dynamics and consumer psychology. The banks learned to use research to target consumers as well as relay their own fears about the credit market.  In 1972 instead of each bank offering a separate credit card, Midland, Lloyds and Natwest formed the Access credit card consortium to face off against American Express and Barclaycard that dominated the credit card market.  Designers explored what the personal market was looking for in a credit card, sought to position the card to outstrip the weaknesses of competitors' cards, tried to identify sectors of the market most receptive to the card, what types of terms consumers preferred, and which consumers were most likely to use a further bank credit card.  Apart from undertaking specialized commissioned research, the banks used consumer data from their in-house files.  This was a very novel practice for the privacy-oriented banks.  Access was successful early in their launch capturing 4 million clients, to become a serious competitor to Barclaycard with 5 million clients.  By 1979 Access lending was estimated to be £750 million.  The success of the card helped to sell the importance of segmentation research.  ‘In the financial services industry, research techniques into customer attitudes, market segmentation and development have been applied to an ever increasing extent throughout the 1970s’ (Stafford, 1982, p. 75).  
By 1979 cards provided roughly £1.5 billion in credit, one third of all non- bank consumer credit in the country.
 The demise of the Credit Control Act that limited the specific references the banks could make about credit services, and the loosening of financial restrictions in the early 1980s, led the banks to move more aggressively into the mass credit market.  Credit was much more widely available, contributing to the consolidation of a more consumer-led economy in Britain.  The banks also moved into the mortgage, insurance and investment services.  ‘The proportion of the population using credit cards rose from 1/5 in 1969 to half in 1979 to well over half in 1987 (Parker, 1990: 104).  By 1980 credit had lost much of it stigma, as only ‘30% of the population felt using credit was never a good thing’.  (Parker: 1990 107)

GROWTH OF BARCLAYCARD

                                 1967         1972      1977      1982      1986 

Total cardholders ('000)    1,100        2,060     3,800     6,634     8,600

Annual card turnover 

10         118       585     2,179     5,391

(pounds m) 

    Source: Barclaycard



Marketers believed these qualities led consumers to approach finances in unique ways.  Although the mutability of financial services made them more easily tailored to unique needs—a marketing advantage—the lack of standardisation also presented marketing problems.  The banks, for example, offered special deals to encourage new account holders, yet did not extend them to longer standing bank members.
  The rates offered on services were perishable, and because financial services cannot be stored, problems arose when changes in demand occurred, leading consumers to view service delivery as inconsistent.  The inability to separate the service from the provider made staff-consumer relations more important and more emotionally charged in banking than in other industries, this was solved though the increased use of technology. Consumers are known to have unique expectations of banking staff, and authority is a particular issue for the banks.  The banks attempted to respond to these contradictions by emphasising ‘performance, consistency, quality, integrity and personal qualities of the seller’ (Stafford, 1982, p. 72) Due to their intangibility, financial services cannot be handled and felt – their seams cannot be pulled to test durability; thus consumers are more reliant on secondary information.  Financial services are just words; thus trust is considered particularly important in their exchange.  Consistently, across all classes, consumers value rapid, trustworthy, honest, correct, and secure service transactions (National Consumer Council, 1983).  To communicate these qualities the banks invested heavily in advertising. Indeed the Advertising Association, in a self-serving gesture, pointed out that banking products required even more advertising than margarine:  

The basic problem is that the product they’re trying to sell you isn’t like Stork margarine – you don’t buy it every week and it doesn’t stay the same.  So the name needs to be in front of you all the time, and what it offers you, as a customer needs to be fully explained. (Tennyson, 1993, p. 23)

In the 1980s broadcast regulators eased restrictions related to financial advertising and lifted the ban on the use of celebrities in bank advertisements.  

Financial services are also not attractive goods, which can be stocked in windows or on ends of aisles.  The bank is different from the dream world of a department store where we might browse or window shop.  Consumers are thought to behave less impulsively and more rationally towards financial services than towards material goods, more likely to go to the bank with a distinct purpose in mind.  Cross selling is also more difficult with financial services because impulse is less acute.  Services cannot be strategically laid before consumers as material goods can.  There is thus greater onus on the bank employee or on advertising to entice consumer interest.  As one marketer suggests:  ‘When services are marketed, something must be done to create a surrogate for the intangible service to aid the customers in grasping the service more easily.’ (Hsu & Ho, 1988, p. 9).  Faust and Mooney have also pointed out that the financial service was in particular need of promotion because of their intangible qualities:

Ironically, the intangible nature of banking...and other services marks them as more likely candidates for aggressive brand management than ever before.  When consumers cannot proactively browse a store aisle, or read a catalogue or magazine that outlines all their options in a service area, brands must work much harder to find a forum and make their case. (Faust & Mooney, 1995, p. 59)

Consumers are aware of the banks’ interest in maximising their profits within financial service exchange.  Information provided by the banks can provoke scepticism when considered tainted by promotional rhetoric.  There is resentment towards banks hiding behind jargon.  Consumers want ‘plain language’ information, not necessarily to have information reduced to an inaccurate simplicity, but to have their options clearly communicated (Rothwell & Jowett, 1988).  They want rates and service charges plainly stated because financial services have complex price tags in comparison to material goods.  The 17th edition of the British Lifestyles study (Mintel International Group, 1999) reported that 79% of the public felt that financial information and education was so important that it should be included within the standard school curriculum (Brooks, 1999).  Thus, personal selling and recommendation are thought more important to the sale of services than material objects.  

Finally, the financial commodity binds us into a longer-term relationship with the institution than is typical when we purchase a material good.  When we buy a thing we effectively sever our relationship with the seller, but taking up a financial service creates an ongoing relationship between sellers and consumers.  Because of this long-term commitment, people are thought to place more emphasis on non-price aspects, including safety, liquidity, and access.  It becomes important to consumers to know they can get out of a financial service; thus management in the expansionary period designed services to emphasise how flexible, adjustable, and escapable they were (Stafford, 1982, p. 73).  

Personal Financial Market Success

The banks were rewarded for their efforts in the expansionary period.  Bank deposits rose from £6.7 billion in 1956 to £38.6 billion in 1979.  Only 39% of the adult population had a current account in 1970; by 1979 56% did.  There was growth in the early 1970s lower down the social structure (C2, D, E), with those in C2 showing the highest increase in banking accounts of any other social class (see Appendix 1 for the complete list).  Between 1974 and 1980 their presence in the bank jumped 13% (Stafford, 1982, pp. 98-102). 

Part of this success in making inroads with CDE socio-economic groups might be related to how the banks worked to circumvent the truckers’ laws.  Promotional campaigns were undertaken in this period to encourage employers to deposit employees’ wages directly into bank accounts.  The banks had a strong selling point, for this practice promised to make the employers’ accounting procedures easier and cheaper.  A 1980 industry report noted the increase in the practices of credit cards and paying workers by cheque instead of cash were major incentives driving consumers to the banks:  ‘More people are banking because of a rise in bank-linked credit cards and an increase in the number of employers using cheques for payrolls instead of cash’ (Milmo, 1980).  Still there was evidence that many in the manual classes remained faithful to the building societies and TSB.  People did take up bank accounts, but they also kept their building society accounts (Smart, 1984).  

By 1984 the banks had only 37% of savings deposits, compared to the building societies which held 48% and the National Savings, which held 22% (Bevon, 1984).  Despite their achievement in gaining the business of those down the social scale, the banks still had more success in attracting the affluent.  By the end of the 1970s, 83% of those in the A and B held current accounts.  Nevertheless, by the end of the expansionary period there was a much greater availability of credit and a greater number of citizens caught within financial networks.  This increased institutionalisation of economic exchange lubricated the speed of commodity circulation, aiding the consolidation of the consumer culture.  The traditionally supply-led banking sector had become more demand-led or consumer-driven.  So profound were these changes that Frazer and Vittas called them a revolution (Frazer & Vittas, 1982). 
The Big Bang

Big Bang 

Films about the war 1980s

Another reason for the popularity of the wartime period in the media is that a number of the Home Front’s supposedly dominant features were ones which were to be encouraged in the 1980s:  thrift, industry and entrepreneurial ingenuity in the face of hardship and austerity; a respect for authority and government; the quality of Anglo-American relations; Britain’s struggle to maintain its importance on the world stage. These were the values and themes that were frequently evoked by emerging right-wing ideologists in the late 1970s and 1980s.  (Hacker, 1991: 176)

‘These were the values and themes that were frequently evoked by emerging right-wing ideologists in the alte 1970s and 1980s.  Indeed, the war, and Britain’s role in it were explicitly exploited in their rhetoric—although ironically those promoting a revival of these values ignored what was in practice the wartime period’s most interesting and powerful characteristic:  its social solidarity and sense of collective purpose.  (Hacker, 1991: 176)

Profound impact for high finance, restore Britain’s position as a global player

But the more important result was the impact of this change for low and personal finance

To restore Britain she had to attack fusty bankers,  she revialied the bankers she wanted competativeness and wanted to end the long division between more tgage and high finance; and get the banks competiting with the global banks to produce a more competitive market; 

Period after the war was a time of great change

Kenynes

Home ownership

Banks are forced to change with it

In 1980 Margaret Thatcher ceased upon the desire for private homeownership to advance her political career.  She set out to attack class attitudes that she believed had created a working class dependence on public housing.  Powerfully invoking the character of the welfare scrounge and painting the state as a barrier preventing people from achieving self reliance and the dream of home ownership, she mobilized broad support, even from the working classes for neo liberal policies that expanded the private market for homes. Invoking rhetoric of householder pride as a symbol of national wealth and locus of respectability, her speeches framed council houses as the cages bureaucrats had created to oppress people’s freedom. The days of state supported housing in Britain were well and truly over.
Lady Thatcher’s ‘right to buy’ scheme permitted local authority tenants to purchase their own council homes.  New banking regulation removed the regulation that had protected the building societies.  Banks entered the mortgage market.

However, there was considerable populist support this monetarist policy. Not all consumers liked being at the mercy of the banks, but when asked, they were wary that regulation might curtail their access to credit. Caveat emptor was the modus operandi of the post usury age.
The turbulent economy continued through the period of 1974 to 1979 when Labour was the government elect, with Harold Wilson then James Callaghan in office there was discussion of nationalising the banks to combat inflation.  The banks fought back with a collective advertising campaign that reminded the public that bankers, not government officials, were best qualified to manage the economy (Stafford, 1982, p. 117).  When the Conservatives were re-elected in 1979, and Margaret Thatcher was named Prime Minster, the idea of nationalizing the banks was ended.   She would take banking in a profoundly different direction. The strategy behind the Big Bang sought to support British financiers’ competition in the international money markets. Corporations increasingly vied not only to service domestic but world markets.  To help the City of London compete more effectively on the international financial stage, Thatcher created a more deregulated financial arena, which was so earth shattering that it became known as the ‘Big Bang’.  Leyshon & Thrift summarised the change:  

Faced with an increasingly internationalised financial system, largely dominated by foreign institutions, there were two options open to the City.  It could either have remained firmly behind a barrier of restrictive controls as business steadily migrated elsewhere, or it could attempt to introduce international ‘financial best practise’ into its operations.  Forced by state pressure into the latter course, the viability of the City as a financial centre has been considerably enhanced.  (Leyshon & Thrift, 1997, p. 135)

It is helpful to digress for a moment and explore the cultural logic that enabled Margaret Thatcher to so radically change the British financial sector and the British economy.  Some in reviewing the transformation may say that state politics had little to do with it, rather global political economic forces forced Prime minister Thatcher’s hand.  

And there have been few other Prime Minister’s in Britain who helped the market more, with the possible exception of New Labour.  

The nineteen seventies, traumatized by oil shocks and a destabilized middle east while suffering from post-Vietnam moral shell shock and rising interest rates and inflation, growing unemployment and environmental degradation, was a time of rethinking of ‘welfare economics’ founded on Keynesianism.  In the 1980’s many western governments were influenced by a new economic theory that set many advanced countries on a ‘monetarist’ economic path to a post-industrial society so aptly branded by Adam Smith as an empire of customers.  Reagan in America and Thatcher in Britain were elected on the promise that this monetarist doctrine would overcome the cracks emerging in the welfare-industrial state. And whatever else one can say about it, this new policy not only shows the invisible hand of shopkeepers (and bankers) in its writing, but has achieved some of its economic ambitions. 

The British customer took on increasing levels of debt for a variety of reasons.  With home ownership now considered the only viable option for long-term economic stability, individuals took on massive mortgages to salve their financial anxieties and to provide themselves with more credit leverage. Others simply juggled multiple credit cards to maintain their lifestyles. Many found, in face of turbulent economic circumstances such as a divorce or illness in the family, more debt became the only means of financial survival. Interest rates and inflation rates therefore became the focal point not only of ones economic well being, but also psychological coping.

All of this presumed a vast increase in capital flows [figures] which made the personal financial and banking sector the lynchpin of Thatcher’s Big Bang. The personal financial sector became a fantastically profitable arena of the British economy.  But this capital growth was purchased at a considerable social and political cost. In a time of unstable currency markets and rampant inflation interest rate policies proved limited for under-writing consumer led economic growth.  In 1989, the housing and mortgage led boom faltered and descended into a catastrophic recession. In short, the Big Bang did little to circumvent the historic booms and bust cycles that have traditionally disrupted the stability of capitalist politics. Although inflation, interest and unemployment rates were subsequently stabilized, Thatcher’s dismantling of social safety net, deregulated money markets, attack on trade unions, and the absence of support for the traditional industrialized sectors resulted in fears about the growing divide between the wages of increasingly precarious service sector workers and city jobs that afforded a sweepstakes bonus structure. 

This profound late modern transformation was achieved, albeit in part, to Prime Minister Thatcher’s skilled rhetorical invocation of Victorian Values. According to Ralph Samuels Margaret Thatcher had little idea how deeply appealing Victorian values would be when she ‘stumbled on the phrase in the early days of her career.  Indeed, in a period in which people were struggling for new sources of identity, it seems paradoxical that an appeal to the past would hold weight.  Nostalgia is, however, a powerful source of political rhetoric.   Finding positive reception towards the idea of ‘Victorian Values’ she continued to reinforce the myth.  Over time Prime Minister Thatcher presented herself not only as a humble shopkeeper’s daughter, but the off spring of a Victorian Grandmother who taught her to ‘work jolly hard’, ‘prove yourself’ display ‘self reliance’ and self respect, be ‘clean’ help your neighbour.  Most of all Grannies taught young Margaret to ‘live with your income’, practices economic thrift, prudence and restraint. 

Victorian values, as Hall argues has suggested were supremely suited for attacking the state, for as we saw in Chapter 1, Victorian culture was deeply suspicious of the state. Margaret Thatcher positioned the state as an obstacle to freedom, social advancement, and self-expression. The state, in this trope, was positioned as a nagging mother who ‘meddled, intervened, obstructed, instructed and directed’.  Taking a page from a line of argument produced by de Tocqueville centuries earlier, Thatcher argued that people were on the dole not because of economic hardship, but because the state put them there. Like a Victorian Government ‘handouts’ and ‘charity’ were villainies – signs of  social shame for those who received them and undermining charity among those that could provide it. The state even rewarded young women for having illegitimate children. They did so to get money, but the state provided no incentive for them to take responsibility. The welfare state, according to Thatcher, had robbed the working man of his self reliance, taken their self-respect and made them paupers in a time of abundance. Previous politicians, she implied, had not followed the will of the British people.  The state’s new role was to put ‘people’s destinies back into their own hands’. Instead of rewarding people for their hard work, the state took people’s discretionary income away through taxes and used the funds for inefficient state projects and to support a bloated state administration. State support weakened moral fibre, ‘coddled’ and attacked the family, creating a society of scrounges and welfare mothers.  The working classes agreed with this statement and gave their support to a more authoritarian state under Thatcherite rule.
 
  

In Thatcher’s new terminology it was government that was turning people into a homogeneous compliant mass not advertisers.   People, she argued had too readily laid ‘their problem on society’ and were encouraged to do so by state policy. The provisions of the state penalized those who worked hard -- whether in low paid jobs, or building small businesses. These people saved for their futures and struggled to make ends meet, while the state rewarded the idle bodies and the scroungers who lived on council estates. Why would a man want to work or save when the state provided him an income and home? Council housing also stripped people of the one means available for their social advancement – the prudent investment in property markets. For this reason she also urged the working classes to now buy what they had received at subsidized rental rates.  The state was like a laird who ‘clung to the role of landlord—they love it because it gives them so much power’.  Under state supervision, over two million families were forced to pay rent and subject to ‘petty rules and restrictions, enforced dependence.  There are the marks of the last vestige of feudalism in Britain she maintained. (Samuel,25)
 
The Thatcherite rhetoric painted up the importance of self-reliance and the freedoms of the marketplace, by presenting the state as an oppressive bureaucracy. This was dreadful because there was no society other than ‘individual men and women, and families’. Before anyone could look after their neighbours they had to look after themselves. Thatcher’s Victorian rhetoric focused on maximizing individual freedom instead of equality or charity. Thatcher applauded merit as the measure for reward.  According to her ‘independence, originality, genius’ were the sources of all the ‘richness and variety of life’.  The striving, singular, exceptional individual was what had made the nation great, not the collective sympathy it had shown in the post war period. For the many who felt that social mobility had reached a stand still, the secular script of Victorian values was appealing because it promised that social mobility and respect could easily be produced by working hard, engaging in thrift and looking after ones self. Entrepreneurialism was valued over collective distribution of social resources through the state.
According to Samuels, Margaret Thatcher’s Victorian values also were read as a tipping of the hat to women, at a time of growing female empowerment.  Thatcher used domestic metaphors, noting that the prudent principles women used everyday to organize their household economy was far more effective than the sloppy accounting of the state economy. The managerial skills of women were supremely fit to run the state, Thatcher stressed: “The many practical skills and management qualities needed to make a home…give women an ability to deal with a variety of problems and to do so quickly. And it’s that versatility and decisiveness which is so valuable in public life.” Margaret Thatcher, 26 July 1982.  The far-reaching consequences of monetarism policies were boiled down for the public into a simple ‘exercise in frugality, applying the principles of household budgeting (living within your means) to the management of the national economy.  She defended her position against great opposition, noting at a Lord Mayor’s banquet in November 1982:  ‘Some say I preach merely the homilies of housekeeping or the parables of the parlour.  ‘But I do not repent.  Those parables would have saved many a financier from failure and many a country from crisis. (Samuel, 17)  Thrifty women had made ends meet and maintained the household. Many people were simply too used to sponging off of the state, they felt that the line of credit would never run out they felt an endless supply of milk would flow from the nanny state.  "Good Conservatives always pay their bills. And on time. Not like the Socialists who run up other people's bills."  Her monetarist policies had to be put into practice to instil ‘an old-fashioned horror of debt’. (Samuel, p 13. Victorian Values)

It was the brilliant strategy of New Labour to retrieve monetarism from Thatcher’s backward looking Victorian moralism, by restoring its modernizing feminist impulses of caring for the most vulnerable (the poor and children) while addressing the most egregious excesses of the financial industry with new regulations of debt marketing and transparent interest rates.   

Saturation Period (mid-1980s to 2000)

The Big Bang profoundly reshaped the banks sector.  New monopolies formed to combat competition.  Across the non-banking sector, the older mutual arrangements were abandoned in favour of incorporation.  All 11 of the most powerful building societies in Britain abandoned their society status and incorporated to draw in more investment.  The banks and the new building society banks now aggressively targeted the personal sector for profit (Smith & Habisher, 1989).  The Big Bang also encouraged corporate consolidation, as the banks sought to buy up their competition to secure their place within the market.  The Hong Kong Shanghai Bank took over Midland; Lloyds and TSB merged.  American bankers dominated the sector, and with their use of technology, aggressive marketing style, and Wild West competitive spirit drove out any of the last vestiges of gentlemanly banking.  Over time European bankers also found their place in the financial market.  Although always international, the City became even more so and rivalled New York in its dominance.

A host of new financial service providers also entered the market, from such diverse sectors as supermarkets to British Gas.  What was perhaps most important about the new competition, according to Gardner, was the way it ‘cherry picked’ the banks’ most profitable services.  The banks had expanded into the personal market with the idea of providing universal service using their monopoly position over transactions to cross-subsidise services and branch networks.  The new competition strategically offered the most profitable financial services, and because they did not have to support the massive staff and branch systems of the banks, they could offer these services at much lower cost.  ‘The cherry picking tactics of the new competitors have meant that the ability of the clearing banks to cross-subsidise other products and even provide some banking services free of charge is increasingly coming under threat’ (Gardener, Howcroft & Williams, 1999, p. 23).

The principles of economies of scale also became strained.  Predicated upon the availability of new market growth, the idea no longer worked within a marketplace saturated with services.  The idea of targeting the mass of unbanked began to be called into question:  ‘The unbanked as a vast army of untapped banking business has become a myth that banks would do well to forget’ (Smart, 1984, p. 13).  Another marketer pointed out that ‘What many banks are now beginning to understand is that the notion of a homogeneous mass market is quaint and dangerous’ (Mooney, 1995, p. 58).  

A More Targeted and Cost-Sensitive Approach

As the financial market became more competitive and flooded with financial products, margins remained important, but the banks also increasingly recouped costs and expanded revenue streams via service charges and sales.  Free services and incentives continued to be offered, but now much more strategically to clients that promised profit—for example, the youth market.  Unable to cross-subsidize general transactions (their least profitable, but most in-demand service) in the same way, the banks increasingly sought to recoup the cost of general transactions by imposing service charges or a minimum account balance.  Research revealed that an account required a balance of at least £1000 to cover costs.  In working out equations such as these, the banks created benchmarks for driving low deposit holders out of the network or imposing service charges.  The amount of interest offered on standard current and savings accounts also dropped (Bibby, 2000).

Other cost-cutting measures included a serious re-evaluation of the idea of universal service distribution and the massive branch networks.  Branches began to be closed, although Leyshon and Thrift expressed surprise that the banks were able to hold out so long before doing so.  They speculated that the retention of the costly branches related to the history of protectionist regulation in Britain that encouraged the banks to conceive of themselves as oligopolies that did not think competitively or cost-efficiently about service delivery (Leyshon, 1997).  In the saturated period, this was increasingly not an option available to the banks.  

The banks became more serious about delivering their services through technological means.  It cost the bank about 30 pence for each ATM transaction; one pound for a branch transaction (Cruickshank, 2000).  In the climate of cost cutting, technology seemed to be the better option.  The banks increasingly saw the value of their ATM networks, and extended them beyond their branches to include them in stores or other convenient areas.  Consumers had come to rely on the machines, which now could carry out a variety of services including bill paying.  The sheer size of a bank’s ATM network was an important competitive advantage.  Consumers were known to choose banks based upon the availability of the banking machines.  The banks became protective of their ATMs, and began to issue service charges for access.  Up to £1.50 per transaction was levied at non-member consumers
 (Treanor, 1999).  A spokesperson for the Bankers Magazine applauded the new service charges believing they illustrated that the banks were learning to operate more cost-effectively in a competitive market: ‘The fact is selectively charging for ATM use simply makes good business sense.  It just signifies that banks are getting better at tracking consumer profitability at the account level’ (The New Business in Consumer Banking, 1995, p. 3).

The banks also invested in new modes of service delivery to increase sales of financial products and to cut the costs.  Banking is now increasingly carried out through large call centres.  Midland opened First Direct, a highly successful telephone banking service, Prudential launched a new phone and Internet bank called Egg, and Barclays launched B2 and an Internet banking service.  B2 offered special accounts that enabled clients to play the stock market through their computer (Barclays Unveils Shares Business, 1998).  All these initiatives were launched in the context of consumer intelligence.  Telephone and Internet banking radically changed the traditional conception of face-to-face banking.  

The competition within the credit market through the 1980s led banks to chase volume with increasingly tighter margins and ‘drove them to take on low quality, low margin business’ (Leyshon & Thrift, 1997, p. 212).  According to Leyshon and Thrift, U.K. consumers welcomed the offer of relatively cheap credit.  Figure 1.2 illustrates that by the late 1980s household indebtedness reached 105% of disposable income, greater than many other industrialized countries.

	Country
	1975
	1980
	1985
	1989

	Japan
	45
	58
	68
	98

	USA
	67
	77
	83
	96

	Germany
	62
	76
	88
	87

	UK
	47
	48
	76
	105

	Canada
	77
	85
	73
	87


Figure 1.2.  Household indebtedness in selected countries, 1975-1989.  Source:  Leyshon and Thrift, (1997), p. 207.

A recession in the early 1990s profoundly demonstrated the limits of a credit lead boom. Nearly ¼ of a million people had their homes repossessed, an experience that left scars on people for years.  The Bank of Credit and Commerce International, involved in activities as scandalous as Enron, was liquidated.  And a chilling lack of confidence in the banking sector and the economy set in.  Yet, memories are short and the banks set about immediately to develop means of better covering their risks.  The way in which they did so was to increasingly segment the market.  Financial products were specially tailored to suit the particular risks associated with the client. Drawing upon the American experience, the banks developed better skills at adequately covering the costs of credit, in order to avoid repeating the difficulties they experienced in the early 1990s (Sacks, 1991).  

Research revealed that 85% of the banks’ profit came from just 35% of their clients, and in the saturation period business increasingly reoriented around this coveted group (MAPS, 1995).  According to a recent newspaper report, the banks are very interested in the new ‘mass affluent’, the estimated four million or one in 12 of the population who have ‘at least £50,000 to invest, not including home or pension’ (In Pursuit of the Nouveaux Riches, 2000). In the saturation period, bank marketers found that they could make just as much money, if not more, and with less risk from the more wealthy sectors of society.  The post-war boom expansioned all income since 1979, yet, this stopped and an 8% gap has grown between the rich and poor household income.  Marketers today are most interested in the top 30% of households because they hold more than one half of all the income. 

New bank services were particularly generous to the wealthy and the young, the former being lucrative clients and the latter representing the last area of growth in the saturated marketplace.  The banks increasingly marketed unit trusts and other investment portfolios most suited to those with considerable money to invest.  Seeking to keep costs down and keep profits buoyant, the banks became less interested in competing on price, but rather sought to add value for specialised clients.  The banks increasingly sought to cross-sell services to selective clients (Howcroft & Lavis, 1986).  The banks also placed much more attention on sales techniques.  Staff were hired now less for their accounting skills than for their sales ability:  ‘The days of being passive “order takers” are over, and in order to be profitable institutions will need to establish multiple account relationships with their consumers’ (Roll, 1986, p. 68).

The government also voiced its concern over the banks’ removing their services from low-income neighbourhoods and leaving the economically disadvantaged in the hands of loan sharks and high-interest cheque-cashing facilities (Atkinson, 1999).  However, the banks noted that the government’s interest in this matter is not unrelated to the high costs incurred in distributing support to those excluded from financial networks (Universal Bank Scheme to Save Rural Post Offices, 2000).

In the 1950s the vast majority of the public could not care less about the banks.  Their financial and credit needs were handled mainly through building societies and retailers who worked in tandem with financial houses to orchestrate of hire purchase.  If the public thought of the bank at all it would likely have been as stuffy places, full of quaint gentlemen, who traded in a business that had little to do with them.  Over the course of fifty years the banks transformed their institutional structures and directly addressed the personal financial market.  Projecting a ‘friendly’ persona, learning to use research and advertising, and leveraging their powerful financial networks to extend credit and mortgages, were just some of the way in which the banks were successful in integrating the public into their networks.  In so doing the banks also played a central role in financing an extraordinary consumer led boom in the British economy.  Financial products and the banks that provide them are now lifelines for people attempting to advance their dreams of home ownership and fashion their lifestyles.  Because of their dependence on the banks, consumers now have much more to say about their practices, and much of it has been negative. In the state’s retreat from regulating the domestic banking arena, consumer organizations and the media became a more formidable force in voicing concern over the banks’ self-regulation practices.  Particular concern was raised about the banks’ advertising, the subject of the next chapter.
    
In Britain, for example, finance was no longer seen as an acceptable career for the not very bright second son of a minor aristocrat.  It became a desirable career for the most able and ambitious university graduates.  These developments, in turn, created a domestic and global market for financial information and publications.  292
Over the last two decades of the twentieth century, the reporting of fianance underwent a revolution.  Moving from sober reporting to deaily entertainment meant moving into a world dominsted by video clips, the rush and clash of symbols, and the need to entertain minute after minute, day after day. (303)
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