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The Finance Industry’s
Guide to Marketing Data

From zero-party to third-party, how consumer -

data drives growth indhefimaneiakindustry

Introduction

The financial services market is changing. A recent PwC survey revealed that 71% of U.S. banking executives consider
non-traditional new market entrants to be a threati, indicating that competition from FinTech and companies like Ama-
zon and Apple is putting pressure on legacy financial brands. Furthermore, evolving consumer expectations for conve-
nience and personalization are creating a need for a more customer-centric approach within the financial industry. In
fact, in a recent Data Axle survey, 52% of financial services consumers ranked relevant content as the most important
marketing factor that influences their decision to switch to a new provider.

Financial brands that master the application and analysis of consumer data to elevate customer experiences and
improve marketing ROI (return on investment) will gain an edge over their competitors. Understanding how market-

ing data is collected, utilized, and leveraged is the key for financial marketers to adapt and modernize for the digital
consumer.



https://www.data-axle.com/resource/inside-lifecycle-financial-services-consumer/

The four types of consumer data

Consumer data is divided into four categories based on how it is collected.

Zero-party data >

Data that is shared directly and proactively by
consumers about their preferences, interests, and/or

intent. (e.g., surveys, preference centers, polls) \_/

D
D

. > First-party data
: : @ @ Data collected by marketers abqut their aqdience
and customers. (e.g., account history, email
\/ activity, web behavior)

Second-party data

Data that is collected, owned, and

N < >
managed by a partner company @ @
(their first-party data). It is shared < . < <

through a partnership agreement \_/

and with the consumer’s permission.
(e.g., data from co-branded campaigns,
ad data from Google)

Third-party data

Data collected by third-party data providers, like Data Axle, that do not have
a direct relationship with the consumer. The data is gathered from various
platforms, apps, and websites. (e.g., consumer contact, demographic,
psychographic, or business data purchased from a data provider).

pg. 2


http://www.data-axle.com/our-data/

Zero-party data

What is zero-party data?

Zero-party data is shared by the consumer and includes their preferences, interests, and/or intent.

It is NOT:

e Inferred through identity or device matching

e Observed through spending behaviors or cookie data

e Basic contact details such as name, email, address, phone number, etc.

Zero-party data is also known as:
o Preference data

e Intent data

o Declared data

Zero-party data is generated by consumers directly interacting with surveys, preference centers, polls, and
questionnaires — essentially any format where they can share preferences and purchase motivations in return for
better personalization or another benefit.

Why should financial brands collect
zero-party data?

A recent Forrester report estimated that by next year a mere 15% of global
brands will be collecting zero-party data.iIn contrast, 92% of marketers said
they believed preference data is critical to their growth."Based on these
findings, it's clear that zero-party data is an area of missed opportunity for
many financial brands as it offers unique benefits:

Highly reliable - Explicit interest handed over by customers is more
reliable than implied interest based on activity history or other data
points.

Efficient - Zero-party data means marketers can simply ask for this data,
which is a quicker and more economical way to generate insights.

Low cost - Can be free or low-cost (if a company knows how to collect
it).

Privacy friendly - Consumers exercise complete control of their data by
sharing their opinions and preferences directly with a brand.
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Zero-party data

How do financial marketers capture zero-party data?

Brands can capture zero-party data in a variety of ways:

Preference centers

Subscriber preference centers help marketers improve the
relevance of their communications and ensure the brand
is communicating at the right frequency.

Preference center information to gather:
o Contact frequency preference

e Communication topic preference

e Product/Category Interest

e Unsubscribe settings

Brand example: TD Bank

TD Bank provides an email preference center to give their
customers an easyway to control which types of messages
they receive and to gather important insights into which
products their subscribers are most interested in.

@57 Wells Fargo AssetMgt &

s/ @WFAssetMgmt

According to our recent Twitter poll, 48% of respondents
believe that a #recession is likely soon. See how our

#Fixedincome strategies strive to offer consistency in
inconsistent markets. on.wf.com/601211kSo

What is your view on the status of
the current economic expansion?

48% 27% 15%

RECESSION MARKETS HAVE THIS FEELS
LIKELY SOON ROOM TO RUN LATE CYCLE

Couecn: Tuittor nall an AUEAceatblams | 02210 10210 | 2402 untac

Bank

America‘s Most Convenient Bank®

Manage Your TD Bank Marketing Email Preferences

Your email address: jsmith@website.com

I choose not to receive the following marketing emails:

OPTOUT

Emails about deposit products, such as D
checking, savings, certificates of dep[osit
and money market accounts

Emails about lending preducts such as
mortgages, home equity and auto loans

Emails about credit cards

Emails about other financial products and
services, such as insurance, securities
and other non-deposit investments

All types of marketing emails from
TD Bank

Social polls

Social media polls can be a unique way to
both connect with consumers and gauge
sentiment or interest from your audience.

Brand example: Wells Fargo
Asset Management

Wells Fargo Asset Management created a
Twitter poll to gauge consumer sentiment
about the economic climate. When the poll
indicated that consumers felt a recession
was likely on the horizon, the brand offered
consumers financial advice to help them
weather volatile markets.

pg. 4



Zero-party data

Feedback surveys

Consumer feedback today is amplified by technology advances that make it easier than ever to solicit feedback,
giving marketers a more accurate picture of consumer expectations.

Feedback surveys - questions to ask:

How would you rate our service?

Would you recommend us to a friend or family member?
Did you find what you were looking for on the website?
Do you think our services/interest rates are comparable to those of our competitors?

Brand example: Bank of America

Bank of America (BoA) sends 90 million email surveys to its customers per year and receives more than 12 million
responses, providing real-time feedback to their teams through a customer interaction technology called Voices,
which automatically sends survey results to a dashboard for easy viewing.

In addition to email surveys, BoA also collects customer feedback through their digital assistant, Erica, which handled
50 million interactions in its first year of deployment. The brand’s focus on consumer feedback seems to have paid
off: In JD Power’s 2019 U.S. Retail Banking Advice Study, BoA took the top spot in satisfaction with financial advice

and increased their score by 26 points."

LI

-< Inbox

BANK OF AMERICA %7

Dear MARY,

Thank you for your recent visit on March 09,
2019, to a Bank of America financial center.

To help us better serve you in the future,
please take a few momenis to share your
thoughts about your visit.

Rate your overall satisfaction with your
visit to the financial center:

Mot ALAl Extrizmaly
Satisfied Satisfied

1 2 3 4 5 6

7 B a 10

9:41 AM 7 & 100% -
& survey.medallia.com

How satisfied were you with
Rachel on the following:

Willingness to help

Nat At All Extremely
Satisfied Satisfied

123456?890

Making good use of your time

Mot At All Extremely
Satisfied Satisfied

123456?890

Knowledge of Bank of America products
and services

Not At All Extremely
Satisfied Satisfied

2:41 AM 7§ 1007% = ¢
& Sufviry. medalila com

Please share your feedback
with Rachel. The more detail,
the better.

Do not include sensitive information, such as your
account number, PIN, password or Online 1D, in your

feedbacks.

Rachel was fantastlc as was the entire team
of folks we Interacted with. 've been very
Impressed with our first few visits with BOA,
I'm so glad | got my husband to agree to
switch banks. The team there made the
experience feel local....

Powered by ogo MEDALLIA

W © 2018 Survey Quher Contactinfo Privacy

Example of a BofAA Voices email survey following consumer interaction at a branch
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Zero-party data

What can you do with zero-party data?

Finance brands use zero-party data to create real business results, for example:

Expanding their knowledge of prospects and customers

Having direct data from consumers about what they want and how they behave can help financial service companies
improve customer experience and brand communications.

Brand example: Western & Southern Financial Group

On the Western & Southern Financial Group site, the brand uses quizzes on a variety of finance-related topics to

educate consumers and to collect valuable intelligence about customer and prospect behaviors, including how they
seek financial help, their investment style and financial goals.

Home Contact Q. Search 8 Family of Companies

%’;ﬁ;ﬁ:‘ﬁ‘&?{;ﬁgcm Tndlukduale v Products Services Learn About Careers

Home > Learn > Financial Style Quiz

What's Your Financial
Style?

Finances are a part of life we all have to manage, but did you know
that each of us has a unique financial style? Do you like to create a
saving or investment plan and stick with it? Maybe you'd rather have
alittle help managing your meney and spend it on the experiences
you enjoy most in life,

Take our short quiz and learn which financial style you are. Your
results can raise your awareness and help you choose a financial
path that makes sense for you

TAKE THE QuUIZ

—

What Will Your Financial Style Be?

You are just a few minutes away from discovering your Financial Style! Use the sliders below to tell us how you feel

about each statement,

All financial products are the same; it's the relationship with my financial
representative or company that makes the difference.

Strongly Disagree Strongly Agree
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Zero-party data

Craft customized campaigns

Finance brands can create personalized campaigns based on
consumer-reported details on their values and preferences.

Brand example: HSBC

HSBC created an innovative, interactive acquisition campaign
for younger consumers in Singapore to drive awareness

for four different credit cards. The “Choose what you love”
campaign encouraged users to complete a quiz with lifestyle

questions. Each consumer then received a completely R

personalized song and music video based on their details
and quiz answers, along with additional real-time data points
like the time, date, local weather and Facebook details if
users granted permission for access. The music video
concluded with a highlight of the HSBC credit card type that
fits the consumer’s lifestyle.

\\\\\\\\\

& ,,;
f\\ l\u ’

© asronent © sanng i © Rosuangvaursponang | (©) UnderstaningYour

Paycheck

Wm

0 Are You u ady to Buy a 0 Managing Debt 0 Refinancing Your © Financial Aid
ortgage

Boost remarketing and
acquisition efforts

Finance brands can use self-reported product interest and
preferences to create more effective retargeting and
acquisition campaigns.

Brand example:Bank of Tennessee

The Bank of Tennessee uses quizzes on their website to give
consumers a fun and interactive way to plan their finances.
Consumers answer questions about their lifestyle, wants, and
needs to get an idea of how they can plan to achieve these
goals. The data collected with this playful tool provides the
bank with crucial details about their customers and
prospects - such as spending behaviors, financial plans, and
product/ service interest - which can be used for remarketing
and acquisition campaigns.
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Zero-party data

Enhance customer experience

When you gather information directly from customers,
you have the power to understand their experiences
from their viewpoint. Brands can use zero-party data
from surveys to make improvements to customer
experience.

Example: Payments Company

A payments company wanted to enhance their ability
to resolve customer disputes about charges on their
accounts. The company was considering making
extensive investments in technology to help the
company reduce processing times. However, after
soliciting direct customer feedback through surveys
and customers interviews, the brand discovered that
their customers’ major pain point was the lack of status
updates during a dispute, not the processing times. The
company was able to improve their communications
during the dispute process, better addressing their
customers’ woes at a much lower cost than an
unnecessary technology overhaul.

Improve engagement

Asking your audience how often they'd like to hear from you helps boost engagement, avoids email fatigue (because
of too frequent communications) and prevents missed connections (because of communications that are too spaced
out).

In addition, asking consumers how they'd like to be contacted helps identify their channel preference and avoids
the waste of marketing dollars on ineffective campaigns. Email preference centers can have the added benefit of
reducing deliverability issues and spam complaints. Consumers are more likely to consistently open messages they
expect (since they've shared their preferences on frequency).
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First-party data

What is first-party data?

First-party data is information about your prospects and customers that is collected, owned, and managed by your
company. It is all the information, both observed and inferred, that you have gathered about your audience. It can be
data observed through spending behaviors, or it can come from first-party cookies on financial brand’s own site.

First-party data is also known as:
e Customer data
¢ CRMdata

>

& ,
@ o Why should financial brands
x collect first-party data?

First-party data is your bread and butter — one of
your most important strategic assets. According
to Google andEconsultancy, 92% of leading
marketers said using first-party data to get an
understanding of their audience is critical to
growth."

First-party data is beneficial to finance marketers
because it is:

o Highly reliable - There are typically no
middlemen between you and your first-party
data, so you know the information is current
and insights gleaned from it are reliable.

e No cost - First-party data is collected directly
by you and, therefore, available at no cost.

o Flexible - It can be used to execute and
optimize campaigns across many different
channels.




First-party data

How do financial brands capture first-party data?

First-party data is typically collected using tracking pixels or cookies, website analytics, app data, social media,
marketing campaign activity, and account activities (deposits, withdrawals, new loans, etc.).

First-party data includes:

Form-submissions
Data containing basic contact details.
o Example: Name, shipping address, email, etc., collected via web forms, product inquiry forms, and email

subscription forms

Transactions
Data related to day-to-day transactions.

o Example: Payments, invoices, fees

Marketing campaign activity

Observed data from marketing efforts.

e Example: website page views, email clicks, content downloads, comments, and likes

.y




First-party data

What can you do with first-party data?

Since first-party data includes the bulk of the information you've collected about your audience, the applications are
nearly limitless. The insights you gather from first-party data can inform all marketing program components — from
email creative and copy, to loyalty program design, to crafting in-store experiences and merchandise displays.

This is data-driven marketing at its core — taking insights from the data you've collected first-hand about your
audience and applying them to create more impactful, profitable programs.

Here are a few examples of some smart marketing applications for first-party data:

Deep product/services insights

First-party data related to which products/services your customers are using, and how and where they are being used,
can give financial companies important details about their marketing efforts, products, and customers. It can inform
how they forecast demand, predict which products appeal to certain customers segments and which drive the most
revenue, and understand sales trends by account/product type, season, or region.

Unigue customer insights

Finance brands can glean crucial information about their audience from first-party data, everything from identifying
the highest-value customers to grouping key customer segments (by demographic, behavior, geographic, etc.) to
understanding the customer journey.

01Jan 2014 - 30.Apr 2014

Active customers @ Customer Lifetime Value Orders by age group Active Customers by Shop
14 14

O JAN 2014 - 30. AFR 2014 QT O JAN 2014 - 30. AFR 2014 QT 01 JAM 2014 - 30. APR 2014 QzT 01 JAM 2014 - 30. APR 2014

Customers by Retention Segment Customers by ABC S5egment Mew vs. Returning Customers

DiOccaslonal Buyers) BAET
B (Lipscale Buyers) 570
C{Bangain Buyers) 536

735

e e e e e e s o o o B
TOCW OW OW OW Ow CwW Cw CW Cw OW CW O OW OW CW OW W oW Cw

523

QU JAN 2014 - 30. AFR 2014 QT QU JAN 2014 - 30. AFR 2014 0. Jan 3014 - 30. Apr 2014 Q7T

Cohort Analysis by Repeat Customers Return Rate Return Rate of First Order
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First-party data

Data-driven cross-selling

Considering the demographic attributes and behavior can be critical for developing accurate customer profiles that
can inform upselling and cross-selling campaigns.

Brand example: ATB Financial

An analysis of your customer database might help you identify a key audience segment for a product or service. For
example, ATB Financial developed the following campaign to target young consumers, a key segment for the bank'’s
“Load & Go” prepaid Mastercard. The campaign targeted 17-to 19-year-old ATB customers who do not currently use
the prepaid credit card product. In addition to the Load & Go product, the bank highlighted their mobile app and mobile
payment capabilities that are perfect for young consumers on the move.

/ D SErirg,

S~
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First-party data

Dynamic and automated messaging

Financial brands can use data to inform and design compelling
campaigns. Using technology to automatically deliver dynamically
populated content can make the process incredibly cost-effective.

Brand example: Simple Finance

Finance brands can use first-party data to deliver highly
relevant content to their audiences. For example, brands
could create a personalized financial literacy series on topics
such as debt management, saving for college, or saving for
retirement. Online banking brand, Simple Finance, created
this email specifically for younger consumers, with content and
product information selected for this audience. With the right
technology, the brand could create corresponding campaigns
across other audience segments, instantly, by automating
content blocks that are dynamically populated based on
audience attributes (age, product use, interests, etc.).

© simpLE

The Simple: Tije

7 QRahto schosl:
%5moyomwgagﬂ

Hey Smiles Davis ,

Although the days of finding the perfect Lisa Frank school
supplies are unfortunately over for me, I'm far from immune
to Fall sales. But | also want to be paying down my student
loans faster. So | created a "back-to-school Goal to allow for
that new pair of suede boots, while also keeping my long
term plans on track. What are your Fall money plans?

Kate, stationery queen & Simple employee

Automate Your Budget, with Expenses

Expenses are our most-requested feature of all time! &
Seriously, you can plan for all your recurring purchases-not
just bills like your student loan, but anything you buy all the
time, like groceries or coffee.

e S Trigger communications

5 Credit Card Application

€/ PENEED

HEY, WE NOTICED (%"
YOU LEFT... 7

When you are ready to finish your credit card application,
please call us! We appreciate your interest in PenFed
and the opportunity to serve your financial needs.

Sincerely,

PenFed N0 ®

CONTACT US AT:
XXX-XXX-XXXX

Application Number: 456789

©2015 Pentagon Federal Cregit Union +1-800-247-5626

Privacy Policy | Disclamors

To chango your o-mal add tome page

Connect with PanFed f (@)

are as of June 2015,

PonFod s not 10ponsiblo for omissions, 67ors, Y50s, of Other information inconsistant wih policy, fin doub, D250 CONACtus.

Quostions or comments? E-mail us! inlo@hg oented g

Profie”.
To UNSUBSCRIBE, pleaso use this k. Do nol rogly.

Pentagon Fedoral Crodit Union, 2930 Eissnhower Avonuo, Alsxandria, VA 22314,

APY = Annual Porcentage Yield
APR = Annual Percentage Rate

records aro updatod. Aftor you log on, g0 1o "Manage Your Account” then “Updato

Finance brands can use first-party data to create
triggered email campaigns that are automated based on
consumer behaviors.

Brand example: PenFed

PenFed created this email, which is triggered by an
incomplete credit card application on its website.
Similar to the retail industry’s abandoned cart emails,
this type of automated messaging can really help boost
acquisition efforts. In fact, a recent report by Signicat
revealed that 50% of retail banking customers had
abandoned their attempt to sign up for new financial
services"', indicating there's a huge opportunity to
increase conversions by following up on abandoned
requests.
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First-party data

ene [in] @

HSBC »

Advance

Engage with the right message at WELCOVE TO HSBC ADVANGE

Future Support

the right time

Financial brands can use first-party data to create
personalized messages that resonate with their audience.

Brand example: HSBC v

AND WE’LL BE THERE WHEN IT DOES

Banks can create campaigns to automate the upsell process
and ensure that they don't miss an important opportunity to
reconnect with customers. HSBC sends a triggered welcome
email to new customers. The email is written in a casual,
friendly tone and features an important call to action -
offering a “financial review” at a branch as a way to upsell
new customers on additional financial services.

Becky
Head of HSBC Advance

Build stronger acquisition

222 = N campaigns with look-a-likes
e SoFi ifr Like Page First-party data can be applied to lower acquisition
Sponsored - @ costs and boost campaign results by creating look-a-like
Refinance your student loans. Pre-finance your future home. models or similar audiences. Financial services brands

can take what they know about their best customers
- how they behave, what incentives and offers they
respond to, what they’re interested in — and use it
(in combination with third-party data) to target new
audiences who are most likely to convert.

10 . Th
l*lmho !! v
.'wl"

E R B B

Brand example: SoFi

Google Ads, Microsoft Bing Ads, Facebook, and LinkedIn
all have features that allow marketers to build look-
a-like or similar audiences based on first-party data.

- Online personal finance company SoFi uses Facebook’s
Student Loan Refinancing lookalike capabilities to create targeted campaigns
Save an average of $14k. Find your rate in 10 min online. based on their own first-party data. The brand delivered
Ppe— an ad for student loan refinancing, which was targeted

WWW.SOFI.COM . . . .
o to millennial Facebook users. The campaign motivates

consumers to refinance their loans and use the savings
towards their future home, hitting millennials with a
message that resonates (since millennials represent the
largest cohort of home buyers) and also teases another
SoFi product — mortgage loans.
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Second-party data

What is second-party data?

Second-party data (aka, partner data) is information retailers acquire through a partnership with another company
that provides access to their first-party data.

Examples of second-party data:

o Data acquired through ad services like Google or Bing

e Co-registration campaigns such as contests or sweepstakes

o Co-op data pools created by a partnership between a group of companies

Why should financial brands
collect second-party data?

o Reliable - Second-party data is collected directly
by your partner, so the origins are completely
transparent. You know where the data came
from, when it was collected, and how/if it was
verified.

e Scalable - First-party data on its own may not be
enough to power all of your marketing programs.
In a recent Forrester survey, 27% of participants
said they use second-party data due to a lack of —
scalability of their own first-party data."i

o Minimal effort to collect - Second-party data has e
many of the benefits of first-party data with the
added operational advantage of not having to
collect it yourself.

o Competitive advantage - Instead of launching
one-size-fits-all campaigns to consumers, you B
can use second-party data to identify desirable
audience segments based on behaviors and
preferences captured on a partner’s website and
tailor campaigns accordingly.



Second-party data

How do financial brands collect second-party data?

Retailers may collect second-party data directly from the company that owns it. In this case, there’'s no middleman, so
brands must find partners who are willing to exchange data for mutual benefit.

Both brands should agree how data will be shared and ensure they have the same approach to data privacy. In
addition, the brands can explore technology solutions that help to protect consumer data while allowing them to
exchange data efficiently.

In the case of co-op data sources, a group of companies agree to pool their first-party data to create a collective data
source that allows brands to benefit from other companies’ data. Some data co-ops require members to contribute
their own first-party data to participate. Other co-ops - like Data Axle’s Transactional Data, which provides
transactional consumer data — do not require brands to provide their first-party data but instead enable companies to
acquire transaction data through a list rental.

What can you do with second-party data?
Increase your audience

Marketers can increase their reach by using second-party data to find new audiences who are interested in financial
services. For example, credit card companies frequently partner with other businesses, such as airlines, hotels, and
retailers, to reach new potential customers.

Brand example: ICICI Bank

ICICI Bank in India partners with Ferrari to offer a co-branded credit card. This partnership enables the bank to identify
luxury car owners and enthusiasts, thus reaching a difficult-to-find audience with a high net worth.

Brand example: Rocket Mortgage

Rocket Mortgage by Quicken Loans formed a strategic partnership with State Farm that allows State Farm agents to
offer Rocket Mortgage loans as a licensed loan originator. The partnership enables Rocket Mortgage to benefit from
the strength of State Farm'’s network of 19,000 local agents, which serve 84 million policies and accounts.

Have a Ferrari in your name.

S

And your name on a Ferrari. dm,c,éa,',',%{. g |

Introducing the Ferrari Signature i o \ & sta tE Farm RGCKET Mﬂr‘tgﬂge
135

Credit Card by ICICI Bank. by Qluicken Loans

APPLY NOW

SIGRATURE |
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Second-party data

Increase your data set for better consumer insights

More data equals better predictive analytics and more effective messaging. You can improve your ability to predict
certain outcomes by working with a partner and increasing the size of your data set. For example, by analyzing
second-party behavioral data, you could determine which actions best predict conversions.

Example: Financial Brand + Google ads

Financial brands that use Google ads are benefiting from second-party data. When consumers enter a search term to
find information, they are providing that data to Google, not to the financial institution. The search terms are Google’s
first-party data about its customers’ behavior, yet brands that use Google AdWords can understand which keywords
drove consumers to click on an ad, or they can use the Google Search Console to understand which keywords brought
consumers to their websites.

s38 [ 3 Reach niche audiences

Financial companies that need to reach niche audiences can
seek out data partners with customers in that niche, allowing
the brand to build out their data set for an audience they
might not have in their customer list.

“Women-owned businesses are home runs. They're

very attentive, good at paying back money and quick to Brand example Bank Of Amerlca

know when they're in trouble. Women are a good bet."

Bank of America partners with the National Association of

Anne Finucane Woman Business Owners to boost exposure among a key
target audience and communicate their core values as a
Vice Chairman at Bank of America busineSS.

|dentify opportunities for co-branded
campaigns and events

Savvy marketers can establish partnerships that allow
them to co-market with brands that have complementary
audiences.

SPONSORED BY O“y

Brand example: Ally Bank

Ally Bank partnered with media company, XO Group, to target
consumers in key life stage moments. XO Group created

21 content pieces on behalf of Ally Bank, which were
delivered across the media network’s publications -- The [
Bump, The Nest, and The Knot - and covered financial advice ;@' r— (]
for having a baby, buying a home, and getting married. The
campaign established Ally Bank as a financial partner for
XO Group's readers and provided a key connection point for
the bank to reach a millennial audience - diving consumers
towards additional content and product information on Ally
Bank’s website in the process.

12 Ways to Save on Baby Costs (According
to Experienced Moms)
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What is third-party data?

Third-party data

Third-party data is collected by external data providers that do not have any direct relationship with the consumers
whose data is being collected. The data is collected from various platforms, apps, and websites, then aggregated and
“packaged up” in various data sets. Third-party data is NOT simply lists of contacts for purchase.

Why should financial brands
use third-party data?

Eighty-eight percent of marketers surveyed by
Forbes use data obtained by third parties to
enhance their understanding of their customers.

In addition, the Interactive Advertising Bureau (IAB)
and the Winterberry Group estimated that spending
on third-party data increased by 17.5% in 2018 to
$19.2 billion.*

Some of the benefits of third-party data include:

Depth and breadth - While other data types can
be more accurate and less costly, they simply
can’t match the breath and scale of third-party
data. For example, has access to
more than 16 billion data points across an
audience of 320 million+ consumers and 15
million+ businesses.

Augment existing data - Third-party data is
important for filling in the gaps in your zero-,
first-, and second-party data and enables you
to develop a complete view of your customers.



http://www.data-axle.com/our-data/

Third-party data

How do financial brands obtain third-party data?

Third-party data can be purchased or licensed from a data provider. It can be integrated with a data management
platform (DMP) or consumer data platform (CDP), which enables companies to easily append third-party data to their
zero-, first-, and second-party data to build more comprehensive audience profiles and better targeting.

Data providers can create packaged data solutions by:

e Industry or use case (e.g., small business, B2B, insurance, non-profit, etc.)

o Consumer categories (e.g., frequent travelers, new movers, sports fans, etc.)
e The specific needs of the individual brand

Third-party providers have millions of data points that are collected from a variety of sources, from voter registration
to real estate and mortgage information.

Some examples of data types available from third-party providers include:
e Media affinity

e Household income

e Leisure affinities (biking, hunting, knitting, etc.)

o Life events (graduation, new mover)

e Buying habits
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Third-party data

What can you do with third-party data?

Third-party data is used extensively by companies to understand their audiences and to better target prospective
customers.

Achieve a complete view of your customers

While first-party data is valuable because of its precision and relevance, it often lacks scale. Leveraging third-party
data for additional insights into your own audience means achieving a more complete view of your customer, which
enables retail marketers to improve communications and generate new opportunities.

Example: Finance common interest

After supplementing their existing audience file with third-party data, a finance brand could learn their best

customers are females aged 30-50 with children under the age of 10 in the household and that 50% of these high-
value customers share a common interest (like having an affinity for a certain sport) and prefer to consume media via
social channels. This information opens new doors for high-ROI advertising opportunities through personalization.

Connect with new customers via

personalized campaigns - |
In a recent Data Axle survey, half (52%) of financial services $ PENFED . i» &
consumers ranked relevant marketing content as an ‘/ CREDn' umon r A A B 2 {RLEIRIE

important factor in deciding to use a financial institution.
Financial brands can use third-party data to augment their
acquisition efforts; they can identify and target prospects at
various life stages — for example, graduating high school,
buying a new home, or expecting a baby — and deliver
personalized content to engage and convert them.

Example: Major life event

Financial brands could use third-party data to reach
consumers who are preparing to move or find recent grads
who might consider opening a new checking account; they
can also tailor their communications to appeal to customers
with a growing family who might have changing financial
needs.
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Upgrade with our
30-Year Fixed
Jumbo Mortgage.

Federally Insured by the NCUA
Equal Housing Lender

BankofAmerica %%

Life means new beginnings —

and changes
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Conclusion

For financial services companies, the key to staying competitive in a changing marketplace is to meet consumer
demands for greater personalization while boosting growth. This all can be achieved by putting data to work. Doing
so helps improve performance, reduce ineffective marketing spend, and increase long-term loyalty by improving
customer experiences and creating relevant, powerful communications.

Sources
Thttps://www.pwc.com/gx/en/banking-capital-markets/banking-2020/assets/pwc-retail-banking-2020-evolution-or-
revolution.pdf

https://www.forrester.com/report/Predictions+2019+B2C+Marketing/-/E-RES144776
ihttps://www.forrester.com/report/Predictions+2019+B2C+Marketing/-/E-RES144776
vhttps://thefinancialbrand.com/84792/banking-consumer-feedback-bofa-customer-experience/
https://www.mckinsey.com/industries/financial-services/our-insights/managing-a-customer-experience-
transformation-in-banking

vihttps://www.thinkwithgoogle.com/data/first-party-data-user-statistics/
vihttps://www.signicat.com/resources/digital-customer-onboarding-are-you-doing-it-wrong
vijhttps://www.ownerig.com/assets/The-Era-Of-Second-Party-Data-Is-Here.pdf
*https://images.forbes.com/forbesinsights/StudyPDFs/Teradata-Data_Driven_Marketing-REPORT.pdf
*https://www.adexchanger.com/data-exchanges/advertisers-will-spend-more-than-ever-on-third-party-data-despite-

privacy-concerns/

About Data Axle

Data, applications, and services that help you make and save
money. Our commitment to accuracy, service and innovation
drive customer acquisition, retention, and product
enhancement.

@ ContactUs

Phone 1.866.DATAXLE -+ Email sales@data-axle.com °+ Website data-axle.com
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