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Executive summary
As a consumer finance company executive, you understand the complex 
landscape of the personal loan marketplace. To better anticipate what’s 
driving decisions, preferences and behaviors of your company’s customers and 
prospects, Securian Financial and Allied Solutions conducted a comprehensive 
study and survey of 634 consumers that presents a much clearer picture of the 
market’s business opportunities.

While the survey was designed to capture financial needs and behaviors, it also 
dove deeply into the respondent’s interests in potential ancillary products and 
channel preferences.

Within this white paper, we present you with actionable data that’ll help you 
refine your offerings to customers and prospects. For instance, the research 
revealed these insights and many others:

• Debt consolidation loans are the second highest loan need for most people.

• Seventy percent of customers value bundling the cost of insurance with their 
loan payment.

• Customer perception of finance companies (both trustworthiness and 
convenience) increases significantly with experience.
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Quantitative + qualitative research 
For more than 100 years, consumer finance companies have provided millions 
of families and individuals with personal loans in both good times and bad. This 
enduring presence in today’s marketplace is unprecedented – particularly amid 
an environment of growing regulatory and legal scrutiny from Washington, D.C., 
and all 50 states.

More than ever, senior consumer finance leaders need to balance what has 
made their companies successful with emerging trends and solutions. This 
research, which Securian Financial and Allied Solutions commissioned with a 
third-party consultant, looks behind the scenes of conducting business as a 
finance company and identifies opportunities for growth and continued success. 

Our consulting partner conducted the research in two parts:

• Part 1 — Several interviews with consumer finance company executives were 
used to gather facts and insights on the industry’s current state. These findings 
influenced our approach of the consumer research.

• Part 2 — An online survey of more than 600 current and prospective 
customers (with FICO scores of 500–689) from across the United States who 
make decisions on household financial matters yielded information you can 
use to influence your future growth strategies.

Consumer finance executives — key insights
Extensive telephone interviews with a broad range of consumer finance 
executives revealed a consistent narrative. Most are operating within a  
business environment that is somewhat stable or slow moving, yet still at  
risk to unpredictable changes.

Many executives prefer to take a more cautious or follower approach.  
While not necessarily quick to innovate, consumer finance executives are 
monitoring these trends:

• Consolidation among finance companies

• A heightened focus on growth

• Competitors looking to move upmarket to more creditworthy customers  
or making the shift to secured lending

• Credit cards taking a share of the sub-prime lending market

• A greater prioritization on the customer experience

• The move toward online lending

Interviewed executives were quick to point out that much of their success stems 
from a local community presence through branch offices. As one executive 
noted, “For our staff, there is a community feel. They see customers out and 
about and feel like they know them.” Indeed, this familiarity engenders loyalty 
over time from customers, which executives perceive as a “strong benefit to the 
brick-and-mortar branch; it allows us to have relationships with our customers.” 
Once more, the branch office remains the preferred method for the origination 
and closing of loans. 

“We are commited to  
the finance company 
marketplace,” said Bill 
Gould, senior vice 
president of the Financial 
Institution Group at 
Securian Financial. “That’s 
why we make sure we’re 
able to partner with 
finance companies —  
and have the customer 
voice come through in the 
products and services  
we bring, together, to  
their customers.”

“We want to be known as 
the company that helps 
our customers, and 
because we are in certain 
communities, we can help 
them in their time of need.”

— Consumer finance 
company executive



In spite of holding a commanding competitive advantage through branch 
offices, the majority of executives expressed interest in conducting more 
lending business online. However, all remain wary of expanding online as a 
sales channel because online-only lenders struggle to retain customers. Many 
consumer finance leaders see their online offerings as a line of defense against 
competitors who do offer the option. 

Executives don’t want to be the lone company without an online capability. 
“We’re doing online lending — because others are doing it and volumes are 
increasing,” said one interviewee.

Consumer finance executives — key insights

What lending products do your customers need? 
When asked what their customers needed in the way of lending products, 
executives see little change in demand. Consumers with sub-prime and near-
prime credit scores continue to rely on consumer finance companies for lending 
options. Some executives see changes in how consumers want to access their 
lending options – through mobile phones, for example.

Once more, industry leaders recognize they will have to move more quickly  
to adapt to changing consumer preferences and tastes. “The future is through their 
phones — we will need to deliver money in different ways,” said another executive.

Convenience checks have been a significant growth tool for some businesses, 
where previously firms couldn’t make certain loans if bankruptcy or other 
derogatory credit history existed. “We needed more nimble, tech-savvy ways  
to determine creditworthiness,” observed an executive.

What insurance products do your customers need?
The availability of insurance products, offered alongside core lending products, 
is nothing new to the consumer finance business. The majority of executives 
confirmed the value they see in providing products such as credit life, credit 
disability and credit involuntary unemployment insurance. For many consumer 
finance companies, bolstering insurance offerings will help grow the business 
and improve profit margins. Remarked one executive, “It’s a huge part of the 
business — and can mean the difference between being profitable or not.”

The insurance offerings provide peace of mind to customers and offer finance 
companies a degree of business protection if a customer were unable to pay 
back their loan due to certain unexpected life events.

Additionally, it was noted any new insurance products must serve a customer 
need, meet regulatory standards and preserve the reputation of the  
finance company.

While insurance product offerings must meet stringent criteria, executives 
expressed a moderate to keen interest in new product opportunities. Many 
shared a strong interest in learning more about non-debt related insurance 
products. In particular, if and how such products could be promoted separately 
from the loan.
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“The future is through  
their phones — we will  
need to deliver money  
in different ways.” 

— Consumer finance 
company executive



Consumer finance executives — key insights
In order of frequency, executives noted their interest in the following:

• Term or whole life insurance

• Auto

• Funeral/final expense

• Healthcare

• Renter’s insurance

• Income continuation as non-debt products of interest

As industry executives add more offerings to their company’s product portfolio, 
regulatory considerations must always be on the radar. That’s particularly true 
for insurance because of the way the products are sold. But for all executives,  
a complex regulatory environment is an accepted cost of doing business.

“If you have a good, solid compliance mindset and a compliance management 
system, you can survive and thrive — in any regulatory landscape,” said Cathy 
Klimek, senior counsel at Securian Financial. 

“You want to remain balanced, maintaining a focus on the customers as well 
as the legislative and regulatory environment. There is a lot of “noise” being 
generated from regulators and legislators today. Our job is to determine what’s 
noise versus what you really need to pay attention to. We help you shut out that 
noise so you can maintain compliance without being overwhelmed. Ultimately, 
this leads to great solutions for you and your customers,” she added.

Recently, executives are encouraged by the easing of federal regulation, even 
as more complex state regulations complicate business operations for lenders 
in multiple states, and adding insurance product sales to the lending process.

Where consumer finance companies need assistance
Consumer finance companies are looking for sales and performance 
development solutions, according to George Brewster, senior vice president  
at Allied Solutions.

“It’s important to find or work with a partner that understands and has extensive 
experience in delivering training and performance development solutions within 
financial institutions,” he said. “The best forms of learning and performance 
development tools are those built around the needs at each individual 
consumer finance company. You need a partner that has the capability and 
demonstrated experience to consult with you to design a program that suits 
your organization’s specific needs.”

To better understand the general areas where consumer finance companies 
could use professional assistance in today’s business environment, executives 
shared similar views and needs.

The most significant needs are around regulatory issue guidance, training and 
sales support and back-end operating support. Training and sales support 
includes product and sales skill-building programs that could elevate the skills 
of an internal department or be available on-demand for loan officers. In 
addition to sales support, executives are interested in training programs that 
could help onboard new loan officers and when there is staff turnover.

“Training is a huge need; 
we are not large enough 
to have our own training 
department.” 

— Consumer finance 
company executive

“Our provider should  
know and assist on our 
regulatory environments; 
that’s paramount.” 

— Consumer finance 
company executive
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Customers — key survey results
Our consulting partner emailed more than 1,500 questionnaires to qualified 
customers and prospects of consumer finance companies across the 
United States. From this original group, 634 (40 percent response) surveys 
were completed and analyzed. The target audience shared the following 
characteristics:

• Ages 18 to 69 years 

• Been a sole or shared decision-maker in their household on financial matters

• Indicated their creditworthiness as below average (500-629 FICO) or average 
(630-689 FICO) 

• Taken out a personal or auto loan in the past year, or been interested in taking 
one out next year

The survey was designed to capture financial needs and behaviors, interest in 
potential ancillary products and channel preferences. 

What are your general financial concerns?
When asked to rank general financial concerns, 72 percent of customers said 
they are “concerned” or “very concerned” about managing the day-to-day 
cost of living.

The most common financial concerns were:

• Supporting family

• Affording health care 

• Leaving enough money for the family in case of death 

How do you view consumer finance companies?
The majority of customers, 77 percent, are either aware of or have worked  
with a consumer finance company. Almost one-third of customers have an 
active loan. 

Customer’s perception of finance companies (both trustworthiness and 
convenience) increases significantly with experience, (see Figure 1)  
indicating an opportunity for finance companies to elevate themselves  
with prospective customers.
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The qualities of trustworthiness and convenience increase significantly as customers have more 
experiences with consumer finance companies.

What are your loan needs for the next year?
When asked about loan needs, the debt consolidation loan ranked second for 
the highest demand (Figure 2). This interest was steady across all age groups 
(Figure 3).
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Awareness and use
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Interest in a debt consolidation loan cuts across all ages.

The debt consolidation loan ranked second for the highest overall loan need. 
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Customers — key survey results
The sought-after debt consolidation loan
Your potential customers have numerous options to turn to when it comes to 
securing a debt consolidation loan — one could say the landscape is crowded 
(Figure 4). This is also where consumer finance companies have an opportunity to 
improve their position over others in the field for debt consolidation loans.

Consumer finance companies have an opportunity to improve their position over others in the 
competition for debt consolidation loans.

What are your insurance needs?
Customers were asked to consider a variety of death, health and work-related 
scenarios and share their interest in purchasing insurance products alongside a 
personal loan. The results were strikingly high for each of these, depicted in  
Figure 5, below.
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How much do you use your mobile device for managing  
financial transactions?
The majority (83 percent) of surveyed customers use their mobile devices to 
conduct financial transactions such as paying bills and checking balances.

If given the opportunity to manage a personal loan from a mobile device, 
customers would “probably” or “definitely:”

• Check a loan balance (80 percent).

• Check a loan payment due date (76 percent).

• Pay a monthly loan (71 percent).

• Learn about additional options from the lender (60 percent). 

• Apply for a personal loan (47 percent).

What’s next? Tools, technology, training and more
After exploring the results of this in-depth research, it’s apparent consumer 
finance companies across the country continue to serve an essential role in 
providing financial support to many consumers. As you develop your strategies 
for business growth, keep the following ideas and innovations at the forefront  
of your thinking.

• Build greater awareness of lending and insurance offerings available in the 
communities you serve.

• Tap into data-driven customer analytics and customer experience 
enhancements to help you improve customer touch points and  
overall engagement.

• Take advantage of industry experts and vendor relationships to support your 
business with training and regulatory compliance. 

• Monitor the preferences of how your customers use technology to discover 
and select consumer finance products. Smartphones and mobile devices  
will continue to lead this user-experience sea change.

“During the research, we 
were able to confirm with 
executives a number of 
things we believed — and 
we discovered new ideas 
through the customer 
research,” said Gould.  
“We found new things  
to explore to ultimately 
better meet the needs  
of finance company 
customers.” 
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Methodology
• Securian Financial and Allied Solutions commissioned a study with a third-

party consulting firm to better understand consumer finance company 
customers and prospects. Specifically, we explored financial needs, behaviors 
and interests in potential ancillary insurance solutions. 

• The research was conducted in two parts during 2018:

 - Several interviews with consumer finance company executives (CEOs and 
other C-level individuals) were performed to gather facts and insights on the 
industry’s current state. Executives represented the leading companies within 
the industry.

 -  Using SurveyMonkey, an online survey was emailed to 1,593 current and 
prospective customers of consumer finance companies across the United 
States. The survey recipients all had FICO scores of 500–689 and made the 
decisions on household financial matters. The total number of completed 
surveys was 634, which represented a 40 percent response rate. The survey 
took an average of 12 minutes to complete.


