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Advertising Inter Galactically
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The US is the largest advertising market on the planet, with over $180B dollars spent last year alone.
Companies also go out of their way to find unique places to advertise to capture customers. Tray tables on
airplanes and stamped-on eggs are a few original ones we have seen. Believe it or not, outer space is another
place where some companies are advertising. Because of all this, people are inundated with advertisements,
but despite this reality, 50% of Americans say they would voluntarily receive personalized advertisements and
communications from their bank. Community banks should take notice of this fact and leverage it up.

One of every two Americans with a bank account would willingly receive personalized advertising and
marketing communications from their banks, based on the findings of an online survey by analytics company,
Segmint. Of course, the key to the survey's findings is the fact that bank customers aren't interested in being
bombarded with random pitches about products.

Instead, people want personalized advertisements relevant to their lives. As with all things tech-related, the
survey also found that millennials have the greatest interest in targeted bank advertising, aimed at providing
them with guidance to reach personal finance goals (such as paying off college loans or saving for a down
payment on a house). The survey found that 67% of millennials with bank accounts would be up for receiving
targeted ads, compared with 42% of bank customers who are 45 or older.

Banks have an opportunity to reach out to more customers directly. Start by thinking of the best approach to
discuss targeted offerings through advertisements.

Here, Segmint's survey discovered that even though 49% of bank customers say they would be receptive to
relevant advertisements from their bank on various online and mobile platforms, 57% of customers said they
don't come across any advertisements from their bank (other than through the bank's website or mobile app).

Further, the success rate of community bank efforts to reach customers through online advertising and
marketing programs is only slightly better than similar efforts by credit unions. According to Segmint's findings,
72% of individuals with local credit unions say they never come across online ads from those organizations
outside of their own websites and that number drops just a bit for community banks at 69%.

As for areas to improve here, community bankers should note the survey found only 44% of large national
banks customers say the marketing they receive is limited solely to the bank's websites and mobile apps.

Interestingly, gender also plays a role in how likely customers are to be receptive to targeted online advertising
websites or mobile apps. Here the survey found that 52% of men and 46% of women were amenable to such
ads - so be sure to segment.

Community banks may not think they need personalized ads for customers, since you already know them.
However, personalized advertisements may not only help you increase product sales, but also enhance
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customer loyalty by reducing the possibility of customers being lured away to competitors using high
frequency advertising. Not everyone can resist a tempting ad.
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