YOUR CUSTOMERS WANT TO HEAR FROM YOU

67
OFFERS

FROM THEIR FINANCIAL INSTITUTION

According to our Awareness to Action Survey,
banking customers are receptive to marketing from their financial institutions.
You have the offer, you have the data and you have the budget.
All you need now is the plan.

WHAT'S THE

YOUR FINANCIAL INSTITUTION’S PRODUCTS AND SERVICES?
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WHAT KIND OF OFFERS DO PEOPLE WANT? IT DEPENDS!
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You can achieve acquisition success when you personalize
offers, tailor your messaging and use an omnichannel
marketing approach. It’s all about what is relevant to

 ANATOMY OF

ABANK‘TGCST"’?E“ - your institution’s individual customer sets.

Download the complete

for additional insights and tactics.
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https://www.vericast.com/insights/report/anatomy-of-a-banking-consumer-report/

