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Using Data to Uncover Consumers’ Needs

Delivering 
Personalized Service

Daniel Haisley | EVP of Innovation
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What’s our problem?

Historically, as community bankers, 

we’ve succeeded in competing on 

service, but today we’re forced to 

compete on price. 

A race to the bottom. 
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The answer is still service.
For the purpose of today’s discussion, it’s the personalization of service.
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This is not new news.
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The Financial Brand: 

850 articles and webinars 

about personalization
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Yeah, but what do I do about it?
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This presentation would be a raging success if…

• You walk away with tangible next steps 
to serving your customers uniquely.

• You know where to look for the traps 
and challenges.
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Trust ExecutionValue
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Trust ExecutionValue
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Trust in Government
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Trust in Media
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Trust in Religious Institutions
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Trust in People You Don’t Know
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Trust in People You Know
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Trust in Financial Institutions

Banks and 
Credit Unions: +4.2%
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I’m from the government, and I’m here to help...

CFPB Guidance: Dodd-Frank 

1033

• Transparency

• Data Ownership

• Data Availability

• Standards

Open Banking is (almost) here!
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Americans’ Shadow Financial Lives
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Data is the lifeblood of 
tomorrow’s economy.

People increasingly understand 

that and are more careful about 

their data.



20Confidential

Terms & Conditions: Consent Disclosures

Don’t Do 

This

Do

This
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Trust: A lifetime to build and a moment to lose…

How to build trust:

• Speak simply

• Be forthright about what data you’re using and why

• Demonstrate an understanding of unique user needs (show value)

How to lose trust: 

• Mismanage user data (selling or sharing with “marketing affiliates”)

• Have complex terms of service (ulterior motive)

• Be patronizing
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Trust ExecutionValue
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Simple gestures go a long way…
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Silence is deafening…
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What value do your customers say you provide? 

Loans & 
Deposits

Financial 
Command Center

Financial
Safety

Trusted Financial 
Partner
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How to move up the value chain?

Loans & 
Deposits

Financial 
Command Center

Financial
Safety

Trusted Financial 
Partner

Acknowledge customers for their 
successes

• Job/salary changes

• Progress to goals
• Graduation or retirement

Scan the horizon for pitfalls

• Missed or duplicated payments
• Cashflow shortfalls

• Credit balances rising

Provide relevant financial literacy education

• Feature walkthroughs
• Debt management

• Peer benchmarking

Next best product
• Auto loan for kids coming of age

• Working LOC for fluctuating business revenue

• Mortgage for renters with sufficient cashflow
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Trust ExecutionValue
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Steps to Success

1. Pick a problem you want to solve.

Important Note: Whose problem are you solving?
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Here’s what this looks like for us…
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Steps to Success

1. Pick a problem you want to solve.

2. Determine and procure the data you would need to solve it.

Core

Digital

CRM

Credit 

Reporting

Industry 

Researc
h

ERP / 

Accounting

Tax

Analytic

s
Loan 

Application

Account 

Origination
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Steps to Success

1. Pick a problem you want to solve.

2. Determine and procure the data you would need to solve it.

3. Determine the engagement strategy.

• Cost-optimized (digital = cheap)

• Data-driven (Do they use a branch? Do they log in regularly?)



32Confidential

Steps to Success

1. Pick a problem you want to solve.

2. Determine and procure the data you would need to solve it.

3. Determine the engagement strategy.

4. Fail fast, celebrate learnings, incorporate feedback, and try again.
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Challenges

Internal bureaucracy
• Business vs. Marketing vs. IT – Where does this live? This requires a clear-cut owner; it 

cuts across too many streams. Option to consider: Hire a CDO with a high EQ.

Investment $ 
• All IT spend is going toward replacing antiquated systems to keep the lights on, not grow 

the business. Sell the bank.

Access to data
• Data is siloed. Find a partner, hire a bulldog, or both.

Competition for talent
• Data talent is hard to keep. What you’re doing has meaning. Lean into it. 



34Confidential

We cannot continue to compete on price. 

We must use data to provide the world-class personalized service clients 
deserve. 



apiture.com
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