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Customer Segmentation Strategies To Boost
Acquisition in Banking

In a competitive financial market, creating personal connections with customers is more important than ever.
Moving beyond one-size-fits-all marketing requires a clear understanding of who your customers are and what
they need. Customer segmentation in banking helps financial institutions understand their customers on a
deeper level, allowing them to deliver more relevant and personalized experiences.

Vericast helps financial institutions turn complex data into clear, actionable insights. By using advanced analytics,
Vericast makes it possible for marketers to understand consumer behaviors and preferences. This data-driven
approach enables you to reach the right audience with the right message, build loyalty and achieve stronger
marketing results.

What Is Customer Segmentation in Banking?

In financial services marketing, customer segmentation is all about understanding what sets your account
holders apart. This means grouping people by shared needs, habits and interests so that every message, product
or service feels relevant to them. With the right segmentation strategy, banks can go beyond one-size-fits-all
campaigns and craft marketing that speaks to what really matters to their different audiences.

An effective customer segmentation strategy helps financial institutions connect with the right account holders
at the right moment. But the benefits extend beyond timely messaging. According to Hanover Research,
companies using segmentation are 130% more likely to understand their customers’ motivations and 60% more
likely to recognize their challenges. As marketers increasingly use data to anticipate needs, turning customer
information into insight is the key to driving acquisition, loyalty and long-term growth.

Why Customer Segmentation Strategy Matters in Financial Marketing

Banking customers today expect experiences that feel tailored and designed just for them. One-size-fits-all
strategies no longer inspire loyalty, and account holders won’t hesitate to explore other options if their needs
aren’t met. In fact, nearly 75% of banking consumers say they would switch banks if they find one that better fits
their needs.

Customer segmentation is a critical component of any successful bank marketing strategy, allowing marketers to
speak directly to the needs and interests of different groups. This leads to marketing that feels timely, valuable
and genuine — transforming everyday interactions into lasting relationships. According to eMarketer, 39% of
email marketers who practice list segmentation see better open rates, and 24% see increased sales leads.

A strong customer segmentation strategy works best when it’s powered by smart use of data. The more you
learn about your account holders, the better equipped you will be to grow your base with loyal, profitable and
satisfied customers. At the acquisition stage, understanding who you want to reach makes it easier to find the
right prospects — people who are most likely to become long-term, engaged customers.

And it doesn’t stop after the first account is opened. With every stage of the customer journey, data points the
way forward, ensuring your marketing budget is focused where it matters most. A well-executed bank marketing
strategy ensures that segmentation efforts translate into meaningful customer engagement and measurable
business growth.
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Types of Customer Segmentation in Banking

Understanding account holder motivations and preferences is at the heart of modern financial services
marketing. Incorporating customer segmentation into your bank marketing strategy allows financial institutions
to create campaigns that resonate with specific audiences and drive better results.

Demographic Segmentation

For decades, financial institutions built marketing campaigns around demographics. While factors like
income or location are still useful, today’s customer segmentation strategies tap into behavioral, lifestyle and
psychographic data to uncover what truly motivates financial decisions.

Behavioral Segmentation

Behavioral segmentation organizes account holders based on their financial actions and habits. Are they
frequent mobile banking users? Do they prefer saving for the future or need easy access to credit? By
identifying behavioral archetypes like rate-seekers or those who prioritize convenience, banks can match
account holders to relevant products and deliver more engaging offers. Behavioral targeting, which utilizes
data on user behavior, significantly increases conversion rates by delivering tailored messages that align with
individual interests, according to the American Marketing Association.

Lifestyle and Psychographic Segmentation

This segmentation focuses on life stages, interests and aspirations. For instance, institutions can market
student loan refinancing to recent graduates or offer retirement solutions for professionals planning their
financial future. By understanding what motivates account holders at different points in their lives, banks can
deliver offers that truly resonate. Research shows that 72% of consumers say they only engage with marketing
messages that are customized to their specific interests.

When banks put these advanced customer segmentation strategies to work, they can focus on the people
most likely to respond, make smarter use of their budget and achieve greater success.

How Segmentation Supports Your Bank Marketing Strategy

Understanding account holder motivations and preferences is at the heart of modern financial services
marketing. Incorporating customer segmentation into your bank marketing strategy allows financial institutions
to create campaigns that resonate with specific audiences and drive better results.

Data analytics drives many marketing use cases for financial institutions, such as:

¢ Personalization: Financial institutions can use data to build customer online spending profiles and
develop targeted credit-card marketing campaigns with relevant incentives like travel rewards or travel
insurance for frequent fliers.

¢« Customer Experience: Data can provide visibility into customer spending patterns, preferences
and online behaviors, which can be used to enhance the customer experience and
strengthen relationships.

With a better grasp of what your account holders want and need, financial institutions can use customer
segmentation strategies to send out the perfect promotional offer, choose the best channel for each audience
and identify new market segments ripe for growth. Customer segmentation in banking goes beyond marketing
— it’s about creating value for customers. By understanding their unique needs and preferences, banks can
offer solutions that genuinely improve their financial lives, building trust and loyalty over time.
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Segmentation in Action: Vericast’s Approach to Marketing for

Financial Institutions

Financial institutions possess a trove of information, from demographic details to transaction-level insights.
This data allows marketers to understand customer behavior, identify trends and segment audiences for
targeted campaigns. By analyzing first-, second-, and third-party data, banks can personalize offers and
optimize channel outreach, helping them make better use of their valuable marketing dollars

First-Party Data

First-party data, such as transactional and demographic data, is your most valuable asset. It is unique to your
business and can be used to identify behavioral patterns, like spending habits, to create targeted marketing
campaigns.

Second-Party Data
Second-party data is collected by another organization and shared through a business agreement. It provides
insights into the behaviors of a target audience, making it useful for reaching untapped market segments.

Third-Party Data

Third-party data is obtained from a provider that specializes in collecting and organizing data from multiple
sources. Vericast, for example, organizes third-party data by demographics, lifestyle and interests. We also
aggregate observed consumer behaviors — such as in-store visits, purchases and coupon redemptions — to
build qualified audience segments most likely to be in the market for specific products.

By combining these data sources, financial institutions gain a comprehensive view of their account holders
and the market. This approach makes it possible to translate data-driven insights into meaningful business
outcomes.

A Smarter Customer Segmentation Strategy Starts with Vericast

Acquiring new accounts is a significant challenge, making it more important than ever to understand consumer
behavior. Your first-party customer data provides valuable insights but often lacks the broader market
perspective needed to identify potential customers who haven’t yet interacted with your brand. That’s where a
partner’s expertise in third-party data and advanced analytics comes in.

By weaving together complex data sources into our specialized Market Intelligence Platform, Vericast delivers
richer insights into account holder behavior. This knowledge removes guesswork, lets you achieve greater
engagement and conversion rates and helps you make better use of your marketing dollars. Customer
segmentation in banking is not just about data — it’s about using insights to build stronger relationships and
drive sustainable growth.
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