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Building Your  
Brand $20 at a Time



Broad and convenient cash 
access is an absolutely 
necessary feature that 
consumers demand and 
one which influences their 
decision-making process 
when choosing their 
primary financial provider.
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Whether your institution is a top 10 bank, a local credit union, or a neo bank without 
branches, these truths are certain – consumers cannot choose an institution they 
aren’t aware of and they will not choose an institution that provides insufficient access 
to their cash. The fact that the ATM can satisfy both these needs makes your ATM 
reach and distribution strategy critically important to your account holders and to you.

One of the core tenets of banking is the ability to hold funds for future use. The ability 
to access those funds at will, whether through cash, a debit card or any other method, 
defines the principal banking account. Broad and convenient cash access is an 
absolutely necessary feature that consumers demand and one which influences their 
decision-making process when choosing their primary financial provider. 

The importance of cash access elevates the importance of the ATM in consumers’ 
choice for a primary banking account, making a highly visible ATM not only valuable 
as a cash access point, but also a brand awareness asset. A well-dressed ATM acts as 
a billboard for financial institutions, raising brand awareness while showcasing a key 
benefit to prospective customers. Continual visibility of a bank or credit union’s brand 
helps ensure it is top of mind when consumers choose a new banking relationship. 

In 2019, cash was used for 47% of cash payments under $10 and 
for 33% of cash payments between $10 and $25 
-  2020 Findings from the Diary of Consumer Payment Choice, Federal Reserve System

On average, U.S. consumers get cash from an ATM  
nearly 4 times a month
- Mercator North American PaymentsInsights 2020 Technology Survey

83% of consumers used cash in the last 30 days
– 2020 Javelin Health of Cash Study

When choosing a new financial institution, accessing cash via an 
ATM network was the third most important criteria, after fees 
and number of branches  
– The Financial Brand/Market Street Research January 2020

Cash is used by many as a simpler, more convenient and faster payment  
option in a variety of situations.

The Converging Need for Cash,  
Brand Awareness and ATMs
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For any financial institution, owning and operating an ATM requires considerable 
resources – human and financial. Resource needs and requirements include:
•  Sourcing and securing the “right” locations

•  Capital expenditures for ATM hardware

•   ATM software licenses, including the operating system, terminal driving  
software, security suite and more

•   Regular software updates and patches, including provisioning for  
software end-of-life upgrades

•  User interface design and management

•  Legal and network mandated compliance

•  Security management, both physical and logical/digital

•  Cash management and provision

•  Regular maintenance and unexpected repairs

•  Strategic planning and corporate oversight

These requirements, and many others, make it increasingly difficult to provide the 
broad ATM reach needed to support a competitive cash access footprint for your 
customers or members while benefiting from the brand extension and awareness 
a robust ATM network conveys. For smaller financial institutions with a limited 
branch footprint, ensuring retention of your cardholder accounts requires, in part, 
access to an extensive ATM fleet. For larger institutions, new market entries and 
more efficient service delivery in home markets make the ATM channel equally as 
important. How do you overcome challenges like these while retaining sufficient 
financial and human resources to focus on other strategic priorities, such as new 
product launches and expanding your digital offerings?
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As with most challenges, there are many different ways to address the need 
for ATMs. While this paper focuses on the branding of third-party, retail-based 
ATMs, financial institutions have chosen to address the ATM channel in a 
variety of ways, including:

•   Owning and managing an ATM estate – while virtually all traditional 
financial institutions have at least a few ATMs, some institutions have built 
broad local to national networks of on-premise and off-premise ATMs; 
some FIs may pursue a hybrid approach of building their own network but 
contracting with third-parties to manage all or part of the network through 
an ATM as a service solution

•   Sharing ATMs – often through a formal surcharge-free sharing network, 
some institutions, particularly smaller credit unions and banks, have 
pursued a strategy of allowing cardholders to share the ATMs managed by 
each institution

•   Surcharge-free network – beyond sharing cardholder traffic across ATMs 
from multiple institutions, a surcharge-free network, such as Allpoint, 
provides cardholders with a vast selection of convenient ATMs to visit across 
many different types of locations where they already shop, work or live

•   ATM branding – the subject of this paper, branding an ATM allows a financial 
institution to place their brand and messages on retail-placed ATMs owned 
by a third-party ATM operator, such as NCR

branding an ATM allows a financial 
institution to place their brand on retail 
placed ATMs owned by a third-party

Strategies for Gaining  
Competitive Advantage  
Through the ATM Channel
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Today, many of the highest-profile retailers 
work with independent ATM deployers, such 
as NCR, for management of the ATMs at their 
locations. For financial institutions looking to 
expand ATM accessibility, while building brand 
visibility and awareness, these locations 
are often ideal. ATM branding combines the 
brand power of the financial institution with 
the operational expertise of the independent 
ATM deployer and locations, and existing foot 
traffic, of trusted retail clients.

Branding an off-site, retail-based ATM extends  
brand reach and presence while enabling 
a surcharge-free cash access strategy – it’s 
a hard working billboard that is impactful 
as well as functional. The strategy provides 
further benefits for the retailers, who 
maximize foot traffic in their stores, and 

for consumers, who enjoy broad access 
to surcharge-free cash where it is most 
convenient.

When an institution’s strategy calls merely for 
greater ATM access, a surcharge-free network 
option maximizes access in the shortest 
timeframe and at a highly competitive cost. 
But when the strategy calls for more than 
just access, ATM branding should be a part 
of any financial institution’s service delivery 
model. ATM branding helps to build brand 
awareness, increase perceived convenience 
with prospective cardholders looking for a 
new banking relationship, develop a lead 
pipeline through targeted marketing and, 
of course, provide increased cardholder 
retention by providing additional cash access 
points at more convenient locations.

Branding Retail-Based ATMs

Branding an off-site, 
retail-based ATM 
extends brand reach and 
presence while enabling 
a surcharge-free cash 
access strategy
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Scenarios when ATM branding is particularly 
compelling include:
•   New market entry – as a way to gain a 

substantial foothold in a competitive, 
hot market, branding creates immediate 
visibility for the new entrant while giving 
prospective cardholders a functional place 
to start banking while the branch network 
can be built out (or in place of a branch 
network entirely). Branding of existing ATMs 
can typically get a financial institution’s 
brand into market in less than 45 days. 

•   Market protection – facing the threat 
of well-heeled incoming competitors, 
institutions may choose to brand ATMs in 
a core market to enhance brand visibility in 
the face of the competitive threat while also 
blocking competitors out of key locations. 
This strategy bolsters the institution’s 
perceived convenience to feel larger and 
more convenient overnight

•   Market rationalization – when shuttering 
branches and other locations to right-size 
an existing market, ATM branding allows an 
institution to maintain a significant market 
presence and brand visibility to help retain 
current account holders at a much lower 
cost than the operation of under-utilized 
branch real estate. When packaging ATM 
branding with cash deposits, a financial 
institution can continue serving many of 
the shuttered branches’ everyday banking 
transactions via the self-service channel

•   Market extension for key customer 
segments – for certain institutions, a large 
customer contingent may head south for 
the winter months, such as snowbirds 
heading to Florida or Arizona from the East 
Coast or Upper Midwest respectively; by 
branding ATMs where these customers 

tend to depart to, the institution maintains 
a physical connection to those customers 
while away and protects against the 
customer seeking a new account near their 
seasonal residence

•   Service expansion – new deposit-taking 
ATMs now being deployed by independent 
ATM deployers, such as Cardtronics, an 
NCR company, can extend branch-like 
capabilities, including cash deposits, beyond 
the branch by branding advanced-function 
ATMs

•   Mergers and acquisitions – if you are an 
acquiring financial institution, ATM branding 
is a great way to introduce your brand to 
the recently acquired cardholders

ATM branding may look different based on 
the hardware, location, available signage, etc., 
but essentially a branded ATM is designed 
to resemble one of your own machines. 
Deployable brand attributes will vary, but 
could include:

•   ATM topper panels
•   ATM wraps
•   Transaction screen branding
•   Screen marketing
•   Exterior or window signage

Depending on the ATM operator, a branded 
ATM may include different levels of brand 
and marketing support on the screen itself, 
up to full electronic advertising capabilities 
with different messages targeted to current 
cardholders versus prospective customers. 
Such marketing capabilities can increase 
the value of the branded ATM as a unique 
marketing asset for securing new checking 
account customers.
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Anatomy of a Branded ATM

TOPPER

Back lit topper improves brand visibility 
from a distance, creating brand impact 
from many areas of the location

SCREEN BRANDING

Connects consumers with the brand 
throughout the transaction, providing 
peace-of-mind for existing customers and 
reinforcing the brand throughout the core 
banking function for prospective customers

WRAP

Creates a broad canvas to showcase a 
financial institution’s brand, connecting 
consumers with the brand identity

WINDOW/EXTERIOR SIGN

Where available, extends brand visibility 
outside the store to thousands of passersby 
on roads and sidewalks
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SCREEN MARKETING

Turns the ATM screen into a powerful venue for targeted marketing 

RECEIPT BRANDING

Provides customers/members and prospects 
with a branded takeaway with the opportunity for 
additional action-oriented marketing

$300 CASH BONUS*
with new checking account opening

*Offer is available to new personal checking 
Customers who do not have an existing or prior 
personal checking account. $300 bonus offer 
available to eligible new personal checking  
Customers with cumulative direct deposit funds  
of $500 or more.

ATTRACT/IDLE LOOP ATTRACT/IDLE LOOP

PLEASE WAIT SCREEN THANK YOU SCREEN
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Reduced Costs 
•   ATMs are not purchased, so no capital 

investment is required 

•   Operational costs are reduced because 
ATM management and operations are the 
responsibility of the ATM operator who  
owns the ATM

•   Branch expansion requirements may 
be mitigated, reducing the need for 
additional capital and staffing costs

Extended ATM Reach
•   Financial institution-branded ATMs 

are located at name brand retailers 
including many of the largest pharmacy, 
convenience and grocery brands 

•   Cardholders gain convenient and fast 
access to cash at locations that fit into 
their daily routines

•   Cardholder messaging is easy to convey 
and understand – “Visit any X retail 
location in Y neighborhood/city/state to 
use our branded ATM surcharge-free”

•   Studies show that cardholders are 
resolute in avoiding paying ATM 
surcharges1. ATM branding allows them to 
enjoy surcharge-free access to their cash 
at a wider choice of ATM locations. 

Speed to Market
•   Branding an ATM that’s already in  

place is much faster than finding 
locations, executing placement contracts, 

procuring ATM hardware, managing ATM 
installations, etc.

•   By branding multiple ATMs in the same 
market, an institution can gain dozens 
or even hundreds of locations in a 
significantly reduced timeframe

•   Branding ATMs in new growth markets is 
much faster than establishing a network 
in a new city or state

•   Often the best real estate is already 
spoken for, making ATM branding not 
only the fastest way to make machines 
available, but the only way for sought after 
locations

Extend Marketing  
Capabilities
•   Serving as brand ambassadors in highly 

visible locations, branded ATMs are seen 
frequently and give cardholders extensive 
ATM availability – helping to retain existing 
cardholders and garner new ones

•   Customized ATM screens, as available, 
can relay marketing messages to 
inform cardholders about the financial 
institution’s other services and help to 
cross-sell or up-sell

•   Branded ATMs are an opportunity to 
extend current marketing strategies 
for creating awareness and driving new 
business

•   As a marketing and brand awareness 
channel, branded ATMs are often less 

The Benefits of Retail
ATM Branding
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costly, sometimes much less so, than 
other marketing tactics, from branch 
remodels to broadcast media to out-of-
home marketing and more; and the ATM 
provides a unique customer benefit - cash 
availability - that ties directly into the 
banking experience

Redeploy Resources
•   ATM branding can play a lead role in the 

optimization of branch footprints, allowing 
for closures or renovations of branches 
without losing a tangible brand presence 
or service delivery, particularly when 
branding full-function ATMs

•   While an ATM branding program will not 
eliminate the need for branch-based 
ATMs, it can help reduce the need for 
as many in-branch machines or even 
as many branches, allowing resources 
formerly dedicated to managing those 
machines to be deployed in new ways

•   Moving cash transactions to branded 
ATMs helps reduce wait times at the 
branch, and reduces overall teller 
transactions generating potentially 
lucrative savings

Improved Competitive  
Positioning
•   An expanded fleet of branded ATMs 

positions the financial institution to better 
compete with larger entities that have 
extensive ATM fleets of their own - as 
well as challenger and neo banks that use 
independent third-party ATM fleets to 
provide cash access to customers

nearest BOE ATM...

ATM branding can play a lead role in the 
optimization of branch footprints.
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The ATM 
should be a 

part of the 
marketing 

mix for any 
financial 

institution
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ATM Branding: What’s the ROI?

Novantas, an independent banking industry analyst, analyzed the impact of 
surcharge- free and convenient access to cash when a financial institution brands 
retail-based ATMs. 
 
Novantas found that branding ATMs can increase customer acquisition rates in 
markets ranging from 0.4% to 1%, while also driving higher retention, stickier 
balances, and a 0.5% reduction in attrition rates. Greater efficiency is achieved 
because costs are reduced when more customers use retail-based ATMs and 
transactions move away from the teller line, saving the financial institution money. 
The Novantas study showed 5.7% fewer teller transactions for the average financial 
institution when branding retail-based ATMs.

ATM Branding:
in the Marketing Mix

Experienced financial industry marketers 
know that one channel is not enough to build 
brand awareness, mould that awareness into 
preference, and vault from preference into 
selection. An old rule of thumb is consumers 
need seven solid brand impressions before 
they remember your brand. Between 
ad blockers, spam filters, subscription 
video services, and innumerable other 
impediments, making seven solid impressions 
is not as easy as it sounds. A robust mix 
of marketing media is more likely to break 
through the clutter, and the barriers, to create 
real impact, and the ATM should be part of 
that mix for any financial institution.

As a brand platform, the retail-placed ATM  
is a powerful tool that offers:
•   Highly visible brand impact where 

consumers live, a brand impression that 
cannot be blocked

•   Value beyond the visual with a cash 
provision service that actually enhances  
the customer value proposition

•   Digital media delivery via the screen and 
receipt to both customers and prospects

When compared to the cost of most 
traditional media channels, ATM branding 
provides competitive value. Furthermore, as 
a brand seeks to create interaction, the ATM 
is a natural fit, particularly for a bank or credit 
union whose services are synonymous with 
money. The ATM combines elements of out-of-
home advertising (billboards, digital signage) 
with interactive media (mobile ads, banners) 
and combines a physical direct response 
component all wrapped in a service device – 
it’s a compelling platform that complements 
the marketing mix in unique ways.
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Choose a provider 
that will hold 
your brand in the 
highest regard

Putting your institution’s brand on someone else’s ATM is not a decision to be made 
lightly. While ATM branding is a proven, popular way to expand brand presence 
and convenience, you should be sure to choose a provider that will hold your brand 
in the highest regard and ensure your cardholders receive a consistently superior 
experience when using any branded ATM.

Considerations when choosing an ATM branding provider should include:

ATM Providers:
Finding the Right Fit

•   Quality of the locations available – are the 
retail brands reputable and trusted by your 
cardholders and prospects? Do the locations 
generate significant consumer foot traffic, 
particularly among existing cardholders or 
desired prospects?

•   Quality of the ATMs deployed – are they 
“bank grade” and well maintained?

•   Transaction security – are the ATMs 
themselves and the network compliant 
with your institution’s information security 
requirements? 

•   Operational quality – what are the up-
time service levels for the ATMs you 
would be branding? How does the ATM 
operator manage maintenance and service 
interruptions?

•   Speed of deployment – how quickly can your 
brand be in place?

•   24/7 ATM Helpdesk – does the ATM have 
24/7 helpdesk for ATM users to report an 
issue with a branded ATM?
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•   Brand options available – will your brand be 
well represented in a manner that you are 
happy with? What elements on and off the 
ATM are available to carry your brand?

•   Marketing options – beyond the brand 
assets, how can you use the ATM to market 
to current and prospective customers? Are 
dynamic marketing options available and 
easy-to-use?

•   Experience level with ATM branding – how 
many branded ATMs has the provider 
managed and with which financial 
institutions? Do existing branding customers 
renew or extend agreements?

•   Financial stability of the provider – will the 
provider be available for the long-haul?

Finding a provider that’s a good fit for your 
business is essential – performing due 
diligence up front will ensure both you 
and your cardholders enjoy a long-term 
relationship with steady and consistent cash 
access and brand building. 

Conclusion

Cash provision is one of the core functions of banking and a strong ATM network 
is necessary to compete. While there are many ways to ensure cardholder access 
to cash, ATM branding is uniquely positioned to provide surcharge-free cash in a 
way that builds brand equity and awareness while delivering tangible customer 
benefits. ATM branding is a program that can solve the needs of the head of 
marketing equally as well as the head of retail banking with side benefits for finance, 
operations and more. When the needs for cash access and improved brand visibility 
are both important, ATM branding is a solution worth exploring.

1 Mercator North American PaymentsInsights, 2020 Technology Survey
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