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Today’s Retail Banking Reality

FIERCE COMPETITION

• Pricing irrational and often 
impossible to match

• Large banks expanding retail 
businesses

• Fintech competition focused 
on retail

HEIGHTENED EXPECTATIONS

• Easy, fast, simple

• More personalized

• More transparent/authentic

• Value clear

• Deposit costs rising; margins under 
pressure

• Economic uncertainty affecting 
confidence and markets

• Late stage in credit cycle; 
delinquencies ticking up

ECONOMIC HEADWINDS
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SINGLE 
SERVICE 
HHLDS

50%

NET NEW 
HHLDS

FLAT OR DOWN

SPENDING
UP

Today’s Retail Banking Reality
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Customers and Competitors are Not Waiting

Digital 
advertising 

revenue grew 
21% and 

surpassed TV 
ad spend 

YOY. 

ADWEEK, May 2018

By 
establishing 

analytics as a 
true 

discipline, 
banks can 
grasp the 
enormous 
potential.

Forbes, Jan. 2019

One-third of 
financial services 
CIOs identified 
digital as their 
top business 

priority for 2019, 
up by more than 

8% from last 
year.

Gartner, Jan 2019

“If smaller banks 
can’t find a way to 

start offering better 
digital services 

without spending 
billions of dollars, 

we’ll begin to see the 
twilight of the 

American community 
banking era.”

McKinsey, April 2017
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Key Trends in Financial Marketing Today

“Marketing is moving from the ‘back room’ to 
the Board room.”

Tony Rizzo, Marquis
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Key Trends in Financial Marketing Today

• The Marketing function is taking on a more strategic role in many banks and credit 
unions, shifting from a cost center to a profit center – as a greater proportion of 
marketing activities are directed at revenue-generating activities and can be measured 
and their ROI quantified. 

• Marketing contributes to the bottom line by helping drive new household acquisition 
and onboarding, and using analytics to deepen existing customer relationships.  

• This accountability is also making the partnership and coordination between Marketing, 
product owners, and the sales organizations more critical, to ensure that Marketing is 
supporting the achievement of sales objectives and that the sales organization is fully 
leveraging the marketing tools being deployed.

• At banks predominantly focused on commercial and private banking, Marketing is 
building on its events and sponsorships heritage to add thought leadership, branding, 
testimonials, content marketing and lead generation capabilities.

• Marketing and Sales Automation, combined with analytics, are becoming imperative to 
identify sales opportunities at the individual customer level, and  serve them up to the 
sales force at the appropriate time, track results and measure ROI.
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Marketing’s Role in the Sales Process is Growing
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Digital marketing, lead 
management, marketing 
automation and changing 
consumer behavior have 
placed more of the 
purchasing decision in the 
hands of the Marketing 
team.

Additionally, as consumers visit the branch less often, “relationship management” and ongoing 
customer engagement is becoming more of Marketing’s responsibility.



Key Trends in Bank Marketing Responsibility

• The traditional responsibility of Marketing for branding, marketing communications, corporate 
communications/public relations and events management has broadened significantly in the 
past decade to include:

 Customer and Market analytics;

 Customer segmentation and insight;

 Product and Value Proposition design for each segment;

 Sales prospecting assistance through content development and sales lead 
management; and

 Customer experience management (defining and measuring brand promise delivery and 
customer loyalty).

• As Marketing’s role has shifted to supporting sales revenue generation, effective partnering 
and collaboration with lines of business and sales teams for integrated campaign planning 
and management has become essential.

• Direct response and digital marketing media, as well as marketing automation and CRM, 
have required marketing teams to become much more analytical and data driven.
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Marketing Is Taking On More Varied Responsibilities
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Insource or Outsource?
The Marketing function has typically made use of specialized outside resources to cost-effectively tap 
into expertise which is difficult or expensive to recruit internally.  This is more true today than ever 
before.  The following diagram profiles three commonly used agency types that many financial 
institutions use to enhance the capabilities of their internal teams while simultaneously increasing 
internal capacity.
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Advertising Agency

Brand Identity Standards

Important campaign 
development

Traditional media planning 
and buying

Digital media planning (SEO, 
SEM, etc.)

Public Relations Agency

Thought Leadership and 
Content Marketing

Media relations

Events and Sponsorships

Social media 

Crisis communications

Analytics Partner

Customer and prospect data 
modeling and targeting

Market research (brand 
awareness, etc.)

Campaign results 
measurement

Marketing and Sales 
automation (rent vs. buy)



The Majority of Financial Marketers Outsource Analytics 
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2019 Is The Year of Marketing Data and Analytics

“Data is the foundation of each of the 2019 Retail Banking Trends 
and Predictions as well as the foundation of modern marketing”
Topics included:

• Advanced analytics converts data to insights

• Advanced analytics and the customer journey

• Advanced analytics and cross-selling

• Advanced analytics and multi-channel engagement

• The Future of advanced analytics in marketing

Source:  2019 Financial Marketing Trends, Digital Banking Report, March 2019.
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And Yet, Data Analytics is the Biggest Challenge
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Your Opportunity

• Data can provide windows into 
WHO your customers are, 
WHAT they need and WHERE 
and WHEN to engage with 
them.  

• Leveraging data can help you
increase market share, expand 
and retain your customer 
relationships and drive more 
bottom line value.
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What is an analytics growth 
engine?

What are the components
& benefits?

How do you build it?

How do you measure success?

Debrief & wrap-up

2

3

4

1

5
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Data Analytics Powers a Growth Engine

PROSPECTING

ACQUISITION

ONBOARDING

ACTIVITATION/UTILIZATION

RELATIONSHIP EXPANSION

RETENTION REVENUE RESULTS

3

5

1

2

4
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Effective use of analytics is akin to using 
power tools in place of hand tools 

More precision and scalable results combine to elevate performance, increasing both efficiency and effectiveness.

Segmentation Customer Value
and Attrition
Propensity

Life Stage
Marketing

Targeting Engagement
Strategies 
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Let’s look at each component
of the growth engine
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The Foundation – Segmentation

DATA & ANALYTICS:  

• Key segment dimensions include but are not limited to:  

• Who your customers are

• What their ongoing needs are

• When they need them, why they need them

• Where they prefer to seek information and make transactions

• Who they are influenced by

Who are your “best customers” 
and what products/offers/value 
propositions will attract more of 

them?  What traditional and 
digital media reach them?

INCREASED SALES DEEPER 
RELATIONSHIPS

STRONGER 
RETENTION
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Top Funnel – Prospect Targeting

DATA & ANALYTICS:  

Key data and modeling includes but is not limited to:  
Applying analytics to 
prospecting – Define targeted 
growth segments where you can 
WIN new customers.
Relevancy increases response 
and conversions.

• Demographic data

• Purchase data

• Behavioral data

• Geographic data

• Credit data

• Predictive response/sales propensity models

• Look-alike modeling

• Channel interaction data

• Contact history data

SEGMENTATION ANALYTIC 
MODELING

MULTI-CHANNEL 
CONTACT 
STRATEGY
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New Customer Engagement – Onboarding, 
Activation & Utilization

DATA & ANALYTICS:  

Key data and modeling includes but is not limited to:

• Contact history analytics

• Account activation & utilization data

Using data to customize onboarding and activation 
enables engaging contact strategies, alerts to sales 
teams on front lines and alerts to customers in self 
service channels to drive activation & utilization and 
realization of marketing ROI and revenue.

PORTFOLIO ANALYSIS 
ON TEMPORAL BASIS

ESTABISHED KEY 
MILSTONES

MULTI-CHANNEL 
CONTACT 
STRATEGY
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First 
Job

Marriage/ 
Newly Wed Baby Retirement 

Planning
Empty Nest Caring for 

Elder
Estate 

Planning

Checking, 
Savings,   

Credit Card

Mortgage, 
Heloc, HEL

401K, IRA, 
Insurance

401K, 
Investment 
Planning, 
Mortgage

Investment 
Planning, 
Mortgage

Mortgage, 
Consumer 
Lending

Investment 
Planning

Life Stage Marketing – Relationship Expansion

DATA & ANALYTICS:  

• Key data and modeling includes but is not limited 
to: Segment Life Stage Analytics

• Key Milestone, Transaction & Interaction Trigger 
Analysis

Segments follow predictable life stage paths, and 
analysis of these can enrich opportunities to be a valued 
service provider, to generate revenue and to expand and 
retain relationships.

SEGMENT ANALYSIS 
OF KEY LIFE STAGES

KEY MILSTONES 
AND TRIGGER 
ANALYSIS

MULTI-CHANNEL 
CONTACT 
STRATEGY
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Customer Value (CTV) Management– Retention

DATA & ANALYTICS:  

• Key data and modeling includes but is not limited 
to: Customer Value Analytics

• Attrition Propensity modeling

• Life cycle & trigger analytics

• Account, Transaction & Interaction data

Portfolio analysis to determine the right 
balance of customer value and attrition 
propensity should guide investment in 
retention marketing, and retention 
marketing should be a key driver of LTV. 

CUSTOMER VALUE 
ANALYSIS

ATTRITION 
PROPENSITY 
MODELING

MULTI-CHANNEL 
CONTACT 
STRATEGY
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How Do You Build Your Growth Engine?

• Executive prioritization of 
products and projects 

• Standardized expectation of 
delivery timing

• Significant early progress 
can typically be made with 
existing infrastructure

• Rapid growth requires 
investment 

• Optimize B2C targeting, B2B lead 
nurturing and measurement to 

• Enable ongoing performance 
improvement

• Delivers scalable results and 
efficient ROI

EXECUTIVE ALIGNMENT INFRASTRUCTURE ANALYTICS
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Objective 
Planning

Targeting 
Analysis

Campaign 
Execution

Measurement 
Analysis

Marketing Analytics Baseline

Data 
Warehouse

Marketing Execution
(List Management & 

Reporting)

Marketing 
Campaign 

Management

Infrastructure Analytics

Planning – High level portfolio goals and KPIs established at Exec level

Targeting Analysis – Eligibility analysis, look-alike modeling, lead list generation

Data – Account level product and balance data, demographic data

Execution – Direct Mail and Email

Measurement – Weekly & Monthly reporting, post campaign analysis
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Semi-Advanced Marketing Analytics

Targeting Analysis – Response, conversion and retention propensity  modeling, 
campaign and lead list generation
Data – Account data, demographics, 3rd party credit
Execution – Direct, Digital, Mobile & Social marketing scaled by marketing 
automation, Digital ads powered by DMP
Measurement – Weekly funnel analysis, insight identification and optimization,  
monthly, quarterly results

Infrastructure Analytics

Marketing 
Campaign 

Automation

CMS
(Content 

Management 
System)

DMP
(Data 

Management 
Platform)

Marketing 
Analytics 
(Modeling 

Group)

Objective 
Planning

Targeting 
Analysis

Campaign 
Execution

Measurement 
Analysis

3rd Party Data
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Planning – Specific Portfolio KPIs, Executive Alignment on Resource Prioritization
Targeting Analysis – Behavioral analytics, 3rd-party triggers, Response, conversion 
and retention propensity modeling, campaign and lead list generation
Data– Account data, demographics, 3rd party data, contact and response history
Execution – Direct, Digital , Mobile & Social marketing scaled by marketing 
automation, Digital ads powered by DMP and CRM and constant optimization
Measurement – Real-time campaign result monitoring, advanced data visualization 
and insight identification

Advanced Marketing Analytics

Objective 
Planning

Targeting 
Analysis

Campaign 
Execution

Measurement 
Analysis

Infrastructure Analytics

CRM
Interaction 
& Contact 

History 
DataMart

3rd Party 
Anonymized 

Cross Sell 
Database

Advanced
Marketing 
Analytics 
(Modeling 

Group)
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Where Are You On The Marketing Analytics Journey? 
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Complete Advanced Marketing 
Infrastructure & Analytics

Baseline

Semi-
Advanced

Advanced

Infrastructure Analytics

3rd Party 
Data

Data 
Warehouse

Marketing Execution
(List Management & 

Reporting)

Marketing 
Campaign 

Management

Marketing 
Campaign 

Automation

CMS
(Content 

Management 
System)

DMP
(Data 

Management 
Platform)

Marketing Analytics 
(Modeling Group)

CRM
Interaction 
& Contact 

History 
DataMart

3rd Party 
Anonymized 

Cross Sell 
Database

Advanced
Marketing 

Analytics (Modeling 
Group)
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Baseline

Semi-
Advanced

Advanced

Infrastructure Analytics

3rd Party 
Data

Data 
Warehouse

Marketing Execution
(List Management & 

Reporting)

Marketing 
Campaign 

Management

Marketing 
Campaign 

Automation

CMS
(Content 

Management 
System)

DMP
(Data 

Management 
Platform)

Marketing Analytics 
(Modeling Group)

CRM
Interaction 
& Contact 

History 
DataMart

3rd Party 
Anonymized 

Cross Sell 
Database

Advanced
Marketing 

Analytics (Modeling 
Group)

How Marquis Tools fit with the Infrastructure
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How Marquis Tools fit with your 
existing infrastructure

• CRM

• Marketing Automation

• Data Warehouse

• Business Intelligence
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Measurement and ROI
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Marketing Measurement Best Practices

32

Measurement of results of 
Marketing Programs is imperative.  
The most common metrics are:

• Customer satisfaction
• Sales/Revenue growth
• Retention
• Return on Investment
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Measuring Marketing Performance and ROI

While Marketing finds it useful to track engagement metrics such as:  opens; 
clicks; and likes, it is imperative that each campaign have goals that relate to 
Executive and Line of Business goals.  These KPIs may include:

• Incremental product sales;

• Incremental balances;

• Incremental new households;

• Target cost per acquisition; and

• Target NPV or MROI.

A process and responsibilities for measuring the KPIs and reporting them on an 
agreed upon basis should be established prior to the program being launched.
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Wrap Up

Where are you on your Analytics Journey?

How do Marquis’ tools fit with your current infrastructure?

What are your next steps?

Other Questions?

20

34

5



We can help you determine the optimal marketing analytics structure to meet your 
specific goals and growth objectives.

Mary Beth Sullivan
Managing Partner

(202) 337-7872
msullivan@capitalperform.com

CPG can help!

Mark Gibson
Senior Consulting Associate

(508) 322-8146
mgibson@capitalperform.com

Also visit us at www.capitalperform.com 
and follow us on Twitter @CPG_DC
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CPG is a management consulting firm founded in 2001. We focus exclusively on the financial services industry and have four 
practice areas: Strategy, Marketing, Distribution Planning, and Finance/Risk Management.

We provide value to our clients by delivering proven solutions to critical business issues, empowering decision-makers with 
relevant, concise, well-organized information, and engineering work practices to drive efficiencies and productivity.

CPG is unlike any other consulting firm. We partner with our clients and form lasting relationships. We know the financial 
services industry inside and out. We are dedicated to helping our clients succeed in this highly competitive and regulated 
industry.

Capital Performance Group:  Who We Are

• Experience — we are industry veterans. Our full-time professionals and consulting associate team members 
average over 20 years of experience in the financial services industry as practitioners and consultants.

• Focus — we specialize in financial institutions consulting and have developed unique tools and methodologies 
to address the business issues and challenges that are unique to the industry. 

• Practicality — we know what it takes to implement and manage strategic initiatives and business 
model/process change efforts. We provide hands-on assistance and actionable advice.

• Insights – it’s our job to keep an eye on the competitive marketplace and help you navigate it. Read our latest 
Wire and follow us on Twitter.

• Results – we help our clients get things done faster and with better results.
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APPENDIX – Marketing Analytics Infrastructure Definitions
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3rd Party 
Data

Data 
Warehouse

3rd Party 
Anonymized 

Cross Sell 
Database

CRM

Marketing 
Campaign 

Automation

Interaction 
& Contact 

History 
DataMart

DMP
(Data 

Managemen
t Platform)

CMS    
(Content 

Managemen
t System)

Online 
Bank 

Targeted 
Marketing

Marketing 
Campaign 

Management

Definitions – Infrastructure

Baseline

Semi-
Advanced

Advanced

A CB

D FE G

H I J

A – Database that contains customer 
account and transaction data
B – External data used with internal 
data for models and triggers Ex. MLS 
data or 3rd party wealth indicators
C- Marketing tool used to assemble 
and deploy direct and email lists
D- Marketing tool used to automate 
execution of more complex 
campaigns.  Enables sophisticated 
scale of marketing execution. 
Automation example: Marketo
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3rd Party 
Data

Data 
Warehouse

3rd Party 
Anonymized 

Cross Sell 
Database

CRM

Marketing 
Campaign 

Automation

Interaction 
& Contact 

History 
DataMart

DMP
(Data 

Managemen
t Platform)

CMS    
(Content 

Managemen
t System)

Online 
Bank 

Targeted 
Marketing

Marketing 
Campaign 

Management

Baseline

Semi-
Advanced

Advanced

A CB

D FE G

H I J

E – External tool, usually agency 
hosted, that enables using internal 
lists to identify the same or similar 
audiences to target via digital 
advertising
F – Database or system repository of 
content for digital marketing, 
necessary for scaling a digital 
marketing program
G – A system to deliver targeted ads 
on a consumer facing web site
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3rd Party 
Data

Data 
Warehouse

3rd Party 
Anonymized 

Cross Sell 
Database

CRM

Marketing 
Campaign 

Automation

Interaction 
& Contact 

History 
DataMart

DMP
(Data 

Managemen
t Platform)

CMS    
(Content 

Managemen
t System)

Online 
Bank 

Targeted 
Marketing

Marketing 
Campaign 

Management

Definitions – Infrastructure (continued)

Baseline

Semi-
Advanced

Advanced

A CB

D FE G

H I J

H – A marketing system designed to 
maximize customer value by 
organizing customer data to enable 
segmentation and contact strategies 
that identify the right offer at the 
right time and place.  Sales teams also 
use these systems to for sophisticated 
lead management.  CRM example: 
Salesforce
I – Database used to record campaign 
response data and channel interaction 
data.  Used to build predictive models
J – External system for anonymously 
screening consumer credit.  Ex. use:  
to scale pre-approved credit offers.
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Definitions – Analytics

Baseline

Semi-
Advanced

Advanced

A

B

C

A – Eligibility list preparation, and  basic response metric reporting by 
channel

Marketing 
Analytics 
(Modeling 

Group)

Marketing 
Execution 

(List 
Management
& Reporting)

Advanced
Marketing 
Analytics 
(Modeling 

Group)

B – Expands on A with light segmentation and propensity modeling, to identify 
customer characteristics and build profile clusters, and to build targeting lists that 
predict an outcome such as response, conversion or attrition.  This sophistication also 
supports basic trigger marketing in reaction to internal transaction or account 
triggers.

C – Expands on B with complex segmentation analysis to increase message and 
contact strategy effectiveness, and predictive models that leverage interaction 
and contact history to predict life-stage events like buying a home.  This 
sophistication also supports more advanced triggers leveraging external data 
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