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Building trust with multiple demographics

hen it comes to building trust within
specific demographics, Jennifer Fox’s
strategy is pretty straightforward. No
matter what demographic she and her
team are working with, the goal is to
make sure they understand every resource
available by The Reserve Investments team. For example, the
Newport Beach, Californiq, firm has an admin sit in each client
meeting tasked with sending a recap email outlining each
action item from both sides.

This not only makes sure that every client feels ‘ ‘

heard, but that the process is held accountable

by both sides on follow-through of tasks and We create meeting agendas for
goals. “l personally take the time to discuss every meeting with items that we
any topics gone over in a meeting or call that . ,

a client may seem a little confused on,” says know are (OI" should be if they re
Fox, Director of Operations. “A client may seem not) top of mind for our clients,

or think that they understand everything the given their ages, even if they

advisor discussed, but questions may arise
minutes later. | allow a client to take as much
time as needed to go over the details missed or — Samantha Fraelich-Rohe, Co-founder,
concepts not understood to help assure them IntegriGen Wealth Management

that | am here to help.”

haven’t thought of it yet.”
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At the end of the day, trust building

in the financial sector is becoming
more of a two-way street. According
to the “2024 Q2-Harris Poll Report,”

74% of financial consumers across
generations have asked for more
personalized banking experiences and
are comfortable with their financial
institution using data to deliver what
they need. The survey queried Gen Z
(ages 18-26), millennials (ages 27-42)
and Gen X/Baby Boomers (ages 43
and up) on a range of topics, including
digital banking usage, preferences for
Al, and fraud and security.

“I would like to think that our in-

office activities do not vary based

on demographic,” Fox says. “We

want every client and individual that
spends time with us to leave feeling
peaceful and like part of the family.
We monitor our open rate for emails/
marketing materials. We realized that
our older clients are not opening or
do not wish to receive emails, so we
have also added in paper versions of
our materials, so they feel included
and are in the loop with what we have
going on within the firm and industry.”

The key is to tailor the right services
for the right demographic. For
example, for its growing younger
demographic, The Reserve
Investments utilizes an app for
communications and transactions,
while the older demographic mainly
prefers corresponding via paper
mail. It also uses the planning
software eMoney, which enables
multiple institutions to be added
and monitored by The Reserve
Investments team and its clients.
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Trust

by design

What do your financial consumers want? To find
out, the “2024 Q2-Harris Poll Report” surveyed
consumers across generations to gain an accurate
understanding of perspectives and preferences,

at every age. Key findings included:

0%

across all generations
have expressed their belief
in the banking industry’s
trustworthiness based on
personal experiences.

6%

are comfortable with their
financial institution using
their data to personalize
their experiences.

0%

of Gen Zers said they noticed

a positive impact on their
financial habits or goals due
to personalized digital banking
features, compared to just 33%

of Gen Xers and Baby Boomers.

41%

affirmed their financial
institutions provided
occasional support or
choices that reflected
their dreams and priorities.

8%

demand higher levels of
security for their financial
data in the future.
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The platform shows accounts,

living expenses, and has a vault
section allowing the client to upload
important documents that they

can access anywhere with an
internet connection.

1

We want every client and
individual that spends time
with us to leave feeling
peaceful and like part of
the family.”

— Jennifer Fox, Director of
Operations, The Reserve Investments

“Our younger demographic really
likes this platform because they can
see their entire financial picture in
one spot and that is exactly how we
market it,” Fox says. “We are happy
to do this, because at the end of the
day, it is all about their comfort level.
We have not encountered any trust
problems that we have been forced

to address. We are very transparent
with our clients, and this has created
trust in return.”

When it comes to laying the
groundwork for the trust Samantha
Fraelich-Rohe and Brad Glickman
build with their clients, the strategy
starts in those first steps. On the home
page of their wealth management
firm, the founders of IntegriGen
Wealth Management specifically
address how they engage with their
respective clients.

Depending on what phase of life
their clients are in—i.e, Boomer,
retired or Gen X, etc.—the Rockuville,
Maryland-based firm provides
specific examples about issues,
concerns and gquestions. When
working with their clients, which range
from CPAs, estate attorneys and
everything in between, the strategies
employed lean more on their
experiences and needs than it

does data.

This proactive approach ensures that
clients are not only addressing their
immediate needs but also planning for
long-term financial security. “We create
meeting agendas for every meeting
with items that we know are (or should
be if they're not) top of mind for our
clients, given their ages, even if they
haven't thought of it yet,” Fraelich-Rohe
says. “For example, disability insurance
for people in their '40s at the peak

of their earning years, but still need
income for another 20-plus years.”

As financial institutions continue

to evolve, the ability to build trust
across multiple demographics will
remain a cornerstone of success.
By leveraging data-driven insights,
embracing personalization and
fostering meaningful in-branch
experiences, marketers can create
authentic connections that resonate
with diverse audiences. In doing
so, they can not only earn trust, but
cultivate lasting loyalty in today's
ever-changing landscape. @

I 866.938.3607 ! https:/[gonextpage.com | B



FEATURE STORY

The

9

Gra

Mastering customer acquisition

ou don't see too many stories
about people switching
financial institutions. In fact,

it doesn't happen as much as
you think. According to a recent
Bank Administration Institute’s “BAl

Banking Outlook,” only 40% of consumers

anticipate changing where they conduct their
financial services, with 24% saying they expect
to switch in the next two years and 36% on the

fence. To note, 35% have shopped around over

the past 12 months.

When it comes to reasons, pick one.
The BAI report shows everything from
convenient branch networks, cash
incentives and rewards, and best
products and rates. One of the main
reasons is that it is just too much
work. With a new regulatory rule on
the horizon for 2026 by the Consumer
Financial Protection Bureau aimed
at reducing the hassles attached to
switching money and data, the flood
gates may open.

But for now, financial marketers like
Sean Shrewsbury continue to explore
ways to entice potential customers

and build lasting relationships.

The Director of Marketing for
GenWealth Financial Advisors
believes this approach includes a
balance of technology and human
interaction. “We use a seamless blend
of digital tools and personalized in-
branch experiences to connect with
our target audience. Online resources,
like downloadable guides, newsletter
content and educational workshops,
drive engagement and build trust,
while our offices across Arkansas

and Louisiana provide opportunities
for meaningful, face-to-

face consultations.”

Consistency is key

to building trust, |
so our digital content, ’
radio programs and
in-person consultations
all emphasize the same
core principles.”

— Sean Shrewsbury,
Director of Marketing,
GenWealth Financial Advisors

One of GenWealth’s most successful
recent campaigns was its “7 Steps

to Financial Independence” guide,
which combined targeted social
media ads with follow-up emails and
in-person workshops. The initiative
drove increased engagement and
appointment bookings.
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The key, Shrewsbury says, is being
consistent in your approach.
“Consistency is key to building trust,

so our digital content, radio programs
and in-person consultations alll
emphasize the same core principles:
financial independence, education

and personalized planning. We also talk
about those core principles every week
during our all team meetings and use
further training and cross-departmental
collaboration to ensure alignment.”

Shrewsbury says the GenWealth in-
branch staff is trained to understand
digital campaigns and guide clients
who may start online, but prefer
in-person interactions. Data helps

the team identify prospects who

align with GenWealth's ideal client
profile—individuals aged 55 and older
with $250,000 or more in investable
assets. Through analytics and artificial

intelligence (Al), they are able to target

and personalize messaging across
channels to ensure their strategies are
both efficient and impactful.

"Our team acts as the bridge between
online resources and deeper financial
planning services,” Shrewsbury says.
“We've embraced convenience and
personalization by offering flexible
scheduling, both in-person and virtual
meetings, and content tailored to
different life stages. This ensures that
clients feel supported no matter how
or where they interact with us.”

Playing to your strengths

Peter Murphy Lewis believes the key
to balancing digital tools and in-
branch experiences lies in a financial
institution’s ability to leverage their
strengths. For example, digital tools
provide speed and accessibility for

initial engagement, while in-branch
experiences build trust through
personalized interactions.

In addition, a prospective customer
might start online with a mortgage
calculator, but closing the deal may
require an in-person consultation

to address complex concerns. “Your
strategy succeeds when digital

tools naturally guide customers into
meaningful human connections,” says
Lewis, a longtime fractional CMO and
CEO at Strategic Pete.

Lewis recalls a campaign that paired
geo-targeted mobile ads with branch-
specific offers. “We promoted financial
wellness workshops through online ads,
directing interested users to register

at their local branch. The strategy
increased branch traffic and resulted in
a 20% uptick in new checking accounts
opened during these workshops.
Success came from ensuring the entire
customer journey—from ad click to in-
branch visit—felt seamless.”

His advice to today’s finserve marketers
is to lean in on dato-driven insights,
which he believes are foundational

for effective customer acquisition.

“By combining CRM data with predictive
analytics, we can pinpoint potential
customers based on behaviors like app

engagement or transactional trends. For

example, a customer frequently saving
for large purchases might be offered
high-yield savings accounts or tailored
investment advice. Data integration
ensures outreach across digital and
in-person touchpoints is timely, relevant
and effective.”

In today’s fast-paced financial
landscape, customer acquisition

isn't just about catching attention;

it's about earning trust, sparking
interest and building loyalty that lasts.
The real win comes from mastering
the balance between innovation

and personalization, ensuring every
interaction feels as valuable as the
products and services you offer. The
art of the big grab not only means
reaching new customers, but keeping
them coming back. @
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STATISTICS & INSIGHTS

Likability
Factor

Marigold's “Relationship Marketing
Trends: Brand Rankings Report” is
a consumer research study with
data and insights on 200 brands
across industries. In August 2024,
Marigold surveyed a total of 21,700
consumers from the USA, UK, and
France on what matters most to
them about financial institutions.

Get
Personadl

o of consumers say they're likely
to engage with a personalized
o email tailored to their interests.

of consumers say their
favorite brand treats them
like an individual.

o of consumers have cited frustrations with receiving irrelevant content or
o offers from brands in just the last six months, with similar numbers (33%)
taking issue with brand messages that fail to address their needs or wants.

*The pressure is on financial services brands to make good use of their client data; to connect the dots, and deliver messages.

in
According to the report,
nearly sevenin ten
consumers will pay

more to shop with the
brands they're loyal to.
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Without trust, relationship building is a near
impossible feat. For their relationships to flourish,
brands need to make consumers feel comfortable—
and perhaps even obliged—to interact and share
personal data and feedback with them. It's this
dynamic that is key for reputation, data collection,
and ultimately, personalization.

N /8

Brand actions consumers cite could help win them back:

More attractive discounts
or coupon codes

Enhance the quality of
products or services

Better customer service

Broaden its range of
products or services

Strengthen its data
privacy policies

Reconsider its stance
on societal issues

of consumers say that say a brand's

their favorite brand reputation is a factor
uses their dataina more important than
way that makes them price when making a
feel comfortable. purchase decision.

Refine its digital
user experience

Source: Marigold Relationship Marketing Trends:
FINANCIAL SERVICES BRAND RANKINGS REPORT

Brand
Loyalty

There is perhaps no better barometer for a
brand’s success in relationship marketing
than the level of connection or loyalty its
clients feel. Will they jump ship the second
a competitor tries to woo them? Or will
they stick by their favorite brand’s side,
remaining loyal even as competitors circle
in? The latter is a goal for most, if not alll,
brands. And some are succeeding.

o

o

7o

o

o

of consumers will pay more to shop
with the brands they're loyal to.

of consumers have switched away from
or became less loyal to a brand they
previously liked to buy from in the past year.

Customer attrition is a reality, with over
33% of consumers switching brands in
the past year. Fortunately, there are
effective tactics to win back loyalty and
rebuild the crucial sense of connection
for long-term relationships.
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More Than Print

8300 NE Underground Dr.
Pillar 122

Kansas City, MO 64161

Unlock the Hidden Potential of

New Movers

Reach consumers with results-driven, timely
omnichannel campaigns, combining direct mail
and digital to introduce your brand to new
residents. Don’t miss this opportunity to
take the first step toward effectively targeting a
profitable audience today.

Secure exclusive zip code access
before your competitors!

New Movers SCAN TODAY TO GET STARTED!
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A Lucrative Audience for New Customer Aquisitio
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