
Community banks have never had more technology available to them—and that's a 
good thing. Technology continues to evolve at a remarkable pace, giving community 
banks greater opportunities to serve customers, improve efficiencies and compete in an 
increasingly digital marketplace.

Those investments matter. In many cases, they've become essential. But somewhere 
along the way, an interesting question began to surface: When does technology stop 
supporting strategy and start defining it? It's a leadership question worth considering as 
community banks continue making significant investments in technology.

   
Technology as a Tool to Advance Strategy 
The right technology choices can improve efficiency, streamline processes, support 
workflow, reduce costs and enhance overall customer experience. Technology, 
however, exists to help execute a bank's strategy—not determine it.

Merchant services illustrates the point well.

Increasingly, institutions evaluate merchant services through the lens of technology. 
Sometimes it's influenced by a broader technology ecosystem—a core relationship, a 
point-of-sale platform or another integrated solution. Those decisions can simplify 
implementation, reduce operational complexity and create a more unified technology 
environment. Those are all legitimate considerations. 

Commercial strategy deserves equal consideration. 

Technology determines how a merchant services program integrates, processes 
transactions and supports operations. Strategy determines how that program 
contributes to the bank's broader commercial objectives—strengthening customer 
relationships, identifying new business opportunities, generating recurring non-interest 
income and creating additional value for business customers. Those are fundamentally 
different decisions, and both deserve thoughtful evaluation.
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Looking Beyond Integration
Merchant services occupies a unique place within a financial institution because it sits at 
the intersection of technology and relationship banking. Both matter. Technology 
enables secure, efficient payment acceptance. Strategy determines how that capability 
supports commercial banking, strengthens customer relationships and creates 
long-term value.

Unlike technology, strategy isn't static. As business customers' needs evolve and 
competitive dynamics change, community banks should periodically revisit whether their 
merchant services strategy continues to support their commercial objectives—not 
simply whether the technology continues to function.

The strongest merchant services programs aren't distinguished by software alone. 
They're distinguished by partners who help commercial bankers deepen relationships, 
support business customers, bring new ideas to the table and adapt as the bank's 
strategy evolves.

    
Strategy Leads, Relationships Follow
Relationships will continue to differentiate community banking. Those relationships 
extend well beyond transactions and are grounded in a philosophy that should endure 
through every wave of technological change.

Across the industry, competing platforms continue to deliver sophisticated functionality, 
meaningful integrations and increasingly similar capabilities. Community banks should 
continue embracing those advancements. The opportunity is ensuring technology 
strengthens—not replaces—the relationship-first philosophy that has always distinguished 
community banking.

Merchant services certainly involves technology, but at its core it is a commercial banking 
decision with technology implications. Evaluating it solely through the lens of integration risks 
overlooking the broader role it can play in strengthening customer relationships, supporting 
business development and creating long-term value for the institution.

Technology should be evaluated for what it enables. Merchant services should be evaluated 
for what it accomplishes. The question isn't whether technology matters. It’s whether 
technology is advancing your commercial strategy—or quietly beginning to define it.

101 Crawfords Corner Road • Suite 2306, Holmdel, New Jersey   |  Tel • (732) 230-7700   |  info@onthemarkpayments.com  |  onthemarkpayments.com


