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The world of banking was changing rapidly even
before the pandemic hit. Customers wanted a
different banking experience and fintechs were ready
with their tech powered innovative offerings. Despite,
the trust enjoyed by traditional banks, customers,
especially the younger ones, were increasingly willing
to try different and unique financial services that
offered them choice, control, and hyper personalized
services. And as the pandemic unfolded across the
world, banking changed even more. Bad loans
iIncreased, loan applications reduced, and customer
behavior changed. As social distancing became the
norm, online banking went mainstream and early
research indicates that this trend may be here to stay.
Under these circumstances, traditional banks must
reinvent their strategies and operational models to
continue acquiring and retaining customers.

The foundation of a new banking strategy must be based on customer centric relationship
models - understanding what the customer wants, their holistic engagement across the bank,
and offering relevant and value-added offerings. This is key to customer loyalty, retention, and
long-term growth. Banks now must delve deeper into their customer psyche to improve their
offerings and deeper behavioral segmentation is key.

Expanding Segmentation
Strategies to Include
Customer Behavior

Customer segmentation is not a new phenomenon. For

decades, banks have been classifying customers based on

some broad demographic factors such as age, gender,

location, income, and the kind of account they hold with

the bank. They then used this information to craft loyalty

programs, or service offerings such as special deals for S -
women account holders. This worked in an era when
competition was low, innovation was limited, and banking
followed predictable operational models. Today,
competition for customer share of wallet is fierce and
customer loyalty on the wane. Retaining customers and
growing existing business is critical. If customers feel there
is value delivered in their engagement with their bank,
they are 82 percent more likely to repurchase or renew
with the same bank." They are 86 percent more likely to
increase spends at the same bank and 97 percent more
likely to share positive word of mouth reviews, which may
help to bring in more customers.

To thrive in the digital era, financial organizations need
more insights into customer behavior and preferences.
This includes a holistic view of their engagement with the
bank across products and departments. A customer can
have a savings account with the bank and be a health
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