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It’s true. Customer 
experience matters. 
In today’s increasingly digital world, it’s easy to believe that banking 
customers don’t prioritize personal relationships with their FI when 
making decisions about how to manage their money. But in a recent 
poll conducted by digital payment platform leader Marqeta (January 
2019), fewer than half of millennial survey respondents ages 18 
to 34 said they’d consider moving their accounts to a digital-only 
institution. So while experts agree that the world of banking is 
becoming increasingly transactional, money matters remain highly 
personal even for the most digital-savvy consumers.

So how do you strive toward being on the digital cutting edge and 
still maintain a personal touch? Here are five strategies that 
you can adopt to help increase customer engagement and 
satisfaction in today’s ever-changing landscape.

THE EVOLUTION OF 
CUSTOMER DEMANDS ON 
FINANCIAL INSTITUTIONS
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ARE UNABLE TO DELIVER ON THE 
PERSONALIZATION PROMISE

94%
OF FINANACIAL 
INSTITUTIONS

FEEL THAT A PERSONALIZED 
EXPERIENCE WITH THEIR FINANCIAL 

INSTITUTION IS IMPORTANT

89%
OF CONSUMERS

HOWEVER…



One of the most important strategies for 
increasing customer engagement at your 
financial institution is to make the strategy a 
key focus of your corporate culture. For this 
to succeed, you need to make a top-down 
commitment to changing old ways and adopting 
new methodologies. One need only look at 
GAFA (Google Apple Facebook Amazon) to 
understand why personalized service has 
become the driving force in today’s economy.

This can be accomplished in a variety of 
ways. If yours is a mid-sized or larger financial 
institution, your CIO and CMO need to work 
together to develop a common vision for your 
institution and successfully sell these strategies 
at the highest levels. Once embraced, these 
executives then need to successfully spread 

the vision down and across your organization. 
If your FI is on the smaller side, however, CEOs 
and other leading stakeholders must take 
responsibility and ownership of a customer-
centric strategy and spread the philosophy 
through typical channels such as “town hall” 
meetings, email campaigns, senior management 
briefings, and other forms of communication.

If you don’t have enough internal resources 
to do the job, take advantage of outside 
consultants who can analyze current practices 
and recommend new strategies for developing 
innovative, customer-centric services. Even if you 
do have adequate internal resources, look for 
outside, expert advice to gain better perspective 
on the market and generate new ideas.
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Adopt a customer-focused culture.01

KEY TAKEAWAY  Convince your employees to think and act like a customer. Your employees on the front 
line will understand what your customers experience and will respond better to their needs. Empathy is 
key toward understanding your customers and providing them with the quality and quantity of services 
that they want and need.
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Understand your customers.02
The key to generating new business with your 
existing customer base is understanding who 
they are and treating them as if they were friends.

The irony is that it takes technology, which is 
essentially impersonal, to develop relationships 
with your customers. Understand your 
customers as individuals, and then personalize 
your communications and build the trust 
that you want your customers to have in 
you. Today’s super-educated and sometimes 
cynical customers need proof that their bank 
understands them and is looking out for 
their best interests. By continually offering 
personalized programs and services that 
address the specific and timely needs of your 
customers, your bank can build trust and gain 
the loyalty — and added business — from 
that customer.

All it takes, however, is one mistargeted program 
for all that trust to go into the waste basket along 
with the paper the offer was printed on.

Suppose, for example, you are trying to build up 
the business segment that consists of college 
students age 18 to 21 who have acquired their 
first credit card. You offer them rewards and 
cash-back incentives and everything is going 
along swimmingly, until one day, someone in 
your organization decides to bulk mail a 
promotion for a low-interest home equity loan. 
All your student-customers get the mailer — but 
how many will consider it? None, because not 
one of the customers in this segment owns a 
home. Instead of building trust, loyalty, and a 
feeling of friendship, this misguided effort would 
most likely damage the fragile relationship 
that you have begun to build with your young 
customers and may lead to many of them 
defecting to other banks or fintech solutions 
where they feel they will be better understood.

Source: Yes Marketing July 2019 The Financial Brand

KEY TAKEAWAY  Your sales strategies need to be 
built around your customers’ needs, not tied to a 
quarterly growth plan.

9%

Content is unique/exciting 
(e.g., use of gifs, fun ways 
to earn credit card points)

Messages make me 
trust the company

Messages delivered 
where I prefer to see 
them (e.g., email, social, 
notifications, display ads)

Content includes 
reviews of the services 
or customer testimonials

52%
CONTENT IS 

RELEVANT TO 
MY NEEDS

15%

13%

11%

MARKETING FACTORS THAT WOULD 
INFLUENCE PEOPLE TO SWITCH 
FINANCIAL INSTITUTIONS

HOW OFTEN CUSTOMERS FIND FINANCIAL 
INSTITUTIONS’ MARKETING TO BE RELEVANT

19%

40%

36%

6%

ALWAYS

NEVER

OFTEN 
More than 

half the time

SOMETIMES 
Less than 

half the time



Financial Institutions already have the data they 
need to start personalizing their programs. The 
answer lies in discovering clear insights into your 
data. Data analytics can be used to dive down deep 
into your organization’s customer information and 
provide meaningful insights on different consumer 
groups or behaviors based on age, income, and a 
variety of other variables. When it comes to data, 
clarity is key to understanding your customer and 
to developing personalized, value-added programs 
that generate maximum ROI.

With a variety of sophisticated software tools, you 
can create a detailed plan that will map out the 
future for each type of customer that you currently 
have. This puts your bank in the position of offering 
your customers the products and services they 
need just when they need them — not before and 
certainly not after. Not only will this use of data build 
trust with your customers, but it will maximize profit 
and return on investment for your bank.
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Optimize your data solutions.03

KEY TAKEAWAY  By using data 
effectively, revenues will increase 
significantly while costs go down, 
resulting in dramatic increases in ROI.



Leveraging emerging technologies is essential to 
remaining competitive in the financial services industry. 
Emerging technologies offering machine learning and 
artificial intelligence (AI) have made the task of sifting 
and understanding data fast and accurate. This makes 
it easy to develop and deploy new products or services 
quickly and cost-effectively and can have a profound 
effect on marketing ROI.  

Predictive analytics are significantly driving marketing 
and customer service success in today’s highly 
competitive financial marketplace. Analyzing real-
time and historical data can help you not only better 
understand today, but also predict future market trends 
and developments with greater accuracy. Armed with 
keen insight on how future trends may be unfolding 
across specific markets or customer segments, allows 
your FI to minimize negative impact and maximize 
opportunities fueled by changing market dynamics.

Cloud-based sales and service automation is also 
helping many FI’s automate and schedule otherwise 
manual tasks. These technologies can help present and 
sell additional, complimentary products and services, 
assist customers in receiving the help they need, or 
alert you and your customers about possible fraudulent 
activity or security breaches before they happen.
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Take advantage of fintech solutions.04

80%
OF EXISTING 

REVENUES

WILL BE IMPACTED BY FINTECH 
COLLABORATIONS BY 2020

Source: Fintech Adoption in the 
U.S., 2018, Cornerstone Advisors

KEY TAKEAWAY  New technologies 
can help you service and satisfy your 
customers better, faster and with 
reduced costs and risks associated 
with developing the solution yourself.



It’s been said that a good plan today is better than a 
perfect plan tomorrow. So set goals, practice basic 
blocking and tackling, and take productive steps forward 
today — don’t wait until tomorrow to get started.

Be true to yourself, meaning that you must understand 
your organization and how you fit into the current 
marketplace. If you are not fully committed to digital 
communications with your customers, for example, 
then don’t convince yourself that you are. If you are 
committed to doing 50% of your business online but 
still want to service your customers by phone and 

mail to coincide with your belief in providing ultimate 
customer care, then don’t target customers who only 
want digital service. Understand the business model that 
makes the most sense at a given time, and then tailor 
your programs to match that model. You’ll be far more 
successful if you do.

Lastly, set reasonable goals for growth and ROI. Don’t 
try to do too much too fast. Practice basic blocking and 
tackling. You can work to achieve buy-in into your vision 
and supporting strategies by planning a series of smaller 
steps and successfully executing and measuring them.
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Take action.05

KEY TAKEAWAY  Use the truth of your data, understand what your existing customers want and need 
from your financial institution and be there for them when they do. Don’t try to solve all of your marketing 
goals with one mega-program — diversify. Define a program and execute it quickly. Calculate results and 
ROI. Learn from your mistakes and successes. Repeat the ones that work and discard the ones that don’t.
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With customer expectations changing as fast as digital 
technology, and new kinds of competitors emerging 
every day, Saylent helps Financial Institutions find their 
best way forward. Founded in 2006 with a focus on 
building solutions across the banking enterprise, Saylent 
interprets data so financial institutions can understand 
their customers and discover opportunities for growth.

CLARITY IN DATA 
Innovative solutions that analyze banking and payment 
behaviors to understand customer need

CLARITY IN ADVICE 
Crystalizing these needs into unique insights with 
recommended actions to address them

CLARITY IN RESULTS 
Automated execution that demonstrates an increase in 
profitability and customer loyalty

508-570-2161

INFO@SAYLENT.COM

116 HUNTINGTON AVENUE, SUITE 502 
BOSTON, MA 02116

SAYLENT.COM

CLARITY IN ACTION 
Powering customer relationships through data.

Discover how Saylent can help you gain clarity 
of insights for your Financial Institution.


