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How to Unlock Growth 
at Financial Firms with 
Unified Analytics



M arketing is different today than it was even a couple 
of years ago. And it’s not because of the pandemic: 
structural shifts in technology, consumer behavior, 

and privacy regulations around the world are driving marketers 
to make radical changes to the way they do business.

The new operative word is customer-centricity. It’s not a new 
concept: the idea of having marketing campaigns centered on 
individual consumers (and their needs) and away from large, 
indiscriminate population segments has been around for half 
a century. The difference now is that marketers have the raw 
data, analytics and processes to make it happen at scale.

The benefits of customer-centricity can be substantial. 
Professor Peter Fader, for instance, has used it in recent 
years to develop customer lifetime value models that are 
incredibly helpful to assess marketing’s long-term success. 
And it’s absolutely essential to short-term performance 
measurement too—proper marketing attribution would 
simply be impossible without it.

But the amount of ‘retooling’ that customer-centricity 
requires from organizations and their marketing departments 
can be substantial as well. Where startups can zero in on 
a new opportunity and deploy winning customer-centric 
strategies from the start, large established companies have 
complex legacy systems to contend with. 

One of the areas where adoption of customer-centricity has 
been slow is in financial services. It’s not that financial services 
firms don’t have expertise in data analytics. In fact, they might 
be some of the most sophisticated users of data analytics 
across all sectors of the economy. But for many of them, that 
expertise in data analytics only serves the product line: to 
minimize risk and fraud, for instance, or to optimize pricing 
and lending practices. It’s rarely used for marketing purposes.

In today’s rapidly changing environment, financial services 
companies need to speed up their transition to customer-
centricity and start using analytics to get a holistic view of 
their customers—or risk losing out to more agile competitors.
In this report, we’re reviewing key steps that financial services 
companies like yours should take to transition successfully 
to customer-centricity. These include technical steps, like 
adopting a unified analytics framework, but also cultural steps 
needed to make a lasting impact at your organization.

It’s a playbook, and we’re confident that 
it will help you better understand the 
field of play, prepare for the game, and 
come out swinging.
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Key forces driving the future of  
financial services companies
There’s no denying that marketers in the finance industry 
face a culture that’s much more risk-averse than in many 
other consumer segments. The stakes are particularly 
high: consumers entrust financial firms with their hard-
earned paychecks, and any breach of trust, privacy or 
data security can have devastating consequences. As if it 
weren’t enough, a myriad of state and federal regulations 
(and the internal governance controls can come with 
complying with these regulations) force marketers to be 
exceedingly cautious with how they use customer data.

But the corporate culture at financial services companies 
is risk-averse for a separate reason as well: by and large, 
they still see marketing as a cost center, not as a revenue 
center or contributor to growth. Being risk-averse with 
lending or investing is one thing, but being risk-averse with 
marketing strategy is an entirely different thing, especially 
considering the current shifts in the marketplace:

1. LOYALTY IS ERODING 
Gallup reported a couple of years ago that Millennials 
are 2.5X more likely than Baby Boomers, and 1.5X 
more likely than Gen-Xers, to switch banks. The gap is 
starting to close, however, and not in the direction of 
more widespread loyalty. Across all age groups, half of 
the people planning to open a new checking account 
now are considering doing so at a different bank than 
the one they currently use, according to PwC. 

2. DIGITAL ADOPTION IS ACCELERATING 
Young customers are drawn to digital services (e.g., 
mobile banking, digital wallets) at a greater rate than 
their older counterparts. According to research by 
fintech company Marqeta, twice as many Millennials 
as Baby Boomers use peer-to-peer banking apps 
(like Cash App and Venmo), 57% vs. 27%. CapGemini 
reports that consumers are now more likely to 
research insurance policies via recommendations and 
online reviews than through an agent or broker. 
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https://www.gallup.com/workplace/237734/ways-banks-win-keep-millennial-customers.aspx
https://www.pwc.com/us/en/industries/financial-services/library/digital-banking-consumer-survey.html
https://www.marqeta.com/digitalbankingtrends
https://www.capgemini.com/2020/11/the-age-transcending-millennial-mindset-is-transforming-the-insurance-industry/


3. PHYSICAL BRANCHES ARE LOSING APPEAL 
While 60% of Boomers still choose their retail bank 
based on geographic proximity (branch or ATM) and 20% 
based on recommendations from family and friends, 
these figures are flipped for Millennials: 60% go with 
recommendations and only 20% care about the location 
of the nearest branch, according to PwC. Growth in 
retail banking used to be a function of the number of 
physical branches in operation, but that’s not the case 
anymore. McKinsey reports that the top 25 banks in 
the U.S. have seen a 15% decline in their number of 
branches and a 3X increase in deposits since 2008. 

4. CUSTOMER SATISFACTION DRIVES GROWTH 
At retail banks, the correlation between customer 
satisfaction and deposits is evident. That same McKinsey 
report highlights how the top-ranked US retail banks 
in terms of customer satisfaction enjoy an 84% boost 
in the annual growth rate of their total deposits (from 
3.2% to 5.9% CAGR). Researchers from the University of 
Michigan and Michigan State University studied 15 years 
of audited financial returns from public companies (from 
2000 to 2015) and found that a portfolio made up of 
businesses with stellar customer satisfaction brought 
in cumulative returns of 518%, compared with the S&P 
500’s 31%. An oft-quoted article from Harvard Business 
Review a few years ago reported that a 5% increase in 
customer retention rates could increase profits between 
25% and 95%. The numbers tell a simple, compelling 
story: Customer satisfaction drives real business growth.

The 2020 pandemic has accelerated all of those trends. 
The volume of direct deposits on Square’s Cash App tripled 
in April this year, as people used the service to manage 
their stimulus checks. With physical branches remaining 
closed or reducing hours for weeks on end, customers have 
learned to rely on digital solutions where they are available. 
Once you’ve learned how to deposit a check with a mobile 
app, it’s unlikely that you’ll go through a teller ever again. 
That is, if you know what a check is (research by the Federal 
Reserve Bank of Atlanta shows that 40% of consumers 
haven’t used a personal check in a year).

For marketers at financial services companies, these forces 
are an urgent reminder that they need to look for ways to 
develop and strengthen relationships with their customers. 
There are signs that this is starting to happen.
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What customer-centricity means  
for financial services companies
“Financial services companies are starting to focus on this idea 
of deepening existing relationships with their customers,” says 
Gregory Caiola, director of consulting for Marketing Solutions at 
Neustar, who works with many of the company’s financial services 
clients. “They’re placing less emphasis on selling individual products 
and focusing much more effort on developing meaningful customer 
relationships that will be more valuable to the firm in the long run. 
There’s an important role for marketing to play in that effort.”

A shift from the long-standing emphasis on product to a more 
customer-centric and relationship-based approach is increasingly 
a priority for forward-thinking financial services companies. And 
there’s ample evidence that having a customer focus is smart 
business strategy.

“Financial services companies are starting 
to focus on this idea of deepening existing 
relationships with their customers.”
GREGORY CAIOLA, DIRECTOR OF CONSULTING FOR MARKETING 
SOLUTIONS AT NEUSTAR
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To understand why customer-centricity 
is so important for financial services 
companies, think about how consumers 
make purchase decisions. 

The pathway to buying a product or service is full of influences 
and drivers, some of them directed by the company and 
its marketing, and others completely outside their purview. 
It includes everything from the state of the economy to 
seasonality to marketing activity from their competitors.

Financial services companies understand that all these 
factors can influence a customer’s purchase decision but 
may not always know how to tease out individual effects. 

Historically, they’ve relied on disjointed datasets and 
disparate models to try and measure short-term and 
long-term impact, or user-level and market-level effects. 
That approach has led to siloed strategies where certain 
channels (like direct mail, or affiliate programs) often get 
the upper hand because they’re closer to the customer’s 
last touch. Or they might be easier to measure. Or they’re 
simply more entrenched. This has been frustrating for 
C-suite executives looking for a more holistic view of all 
marketing efforts at their organizations. 

“It can be incredibly challenging to navigate, understand and 
reconcile a variety of approaches to measurements, all with 
their own KPIs, particularly in a way that is meaningful for 
marketing decision-makers,” notes a marketing executive at 
a top US bank and a client of Neustar’s.

It’s time to use unified analytics to break down those silos.

FIVE STEPS YOU CAN TAKE TO WIN 
WITH UNIFIED ANALYTICS

1. Understand the benefits of unified 
analytics for your company

2. Pitch unified analytics as a revenue 
generator, not a cost saver

3. Start with a small and visible project to 
make an immediate impact

4. Use early success to get buy-in for wider 
adoption from your C-suite

5. Use unified analytics to change your 
company’s culture
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Step #1 
Understand the benefits of  
unified analytics for your company
First things first: You can’t make a 
successful pitch for unified analytics if you 
don’t have a solid grasp of what it is, and 
how your company might benefit from it. 

A good way to describe unified analytics is as the happy marriage 
between MMM and MTA.

A marketing mix model (MMM) is a time-series model. It typically 
uses various forms of regression analysis to optimize marketing 
allocations across all channels (online and offline) and answer 
questions about how much to invest, where and what the effect 
might be. Firms in all industries have used MMM for decades for 
long-term budget planning.  A multi-touch attribution model 
(MTA), on the other hand, is a user-level model used for tactical 
short-term planning and optimization. MTA models are a more 
recent development, and they answer questions about which 
audiences have the highest potential to convert, where and when 
to best reach them, and how often they should be messaged.
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Allyson Dietz, who leads product marketing for customer 
analytics at Neustar, notes that “on paper, MMM and MTA 
should be the best of friends: MMM helps marketers with  
long-term decisions, while MTA helps them deal with  
short-term campaign tactics.”

“But over the years, they have evolved into two competing 
practices,” she continues. “MTA proponents point to the 
futility of long-term planning in pandemic times, and MMM 
proponents cast a shadow on touchpoint analysis at a time 
when cookies and mobile ad IDs (MAIDs) are being phased 
out, and visibility into walled garden activity remains limited, 
misconceptions abound.” 

Thankfully, modern unified analytics solutions are now 
emerging to bring the two together into one holistic and 
analytically connected system. They make use of persistent 
identity (not perishable third-party cookies of MAIDs) to 
link relevant datasets, and integrate market-level and user-
level data in a virtuous circle where each model is used to 
calibrate the other.

By integrating the two approaches into one cohesive system, 
unified analytics can serve use cases at the top of the 
organization (e.g., the budget-makers) and use cases for  
front-line media planners (e.g., budget-takers). For 
example, budget-makers can use unified analytics to build 
out their budgets and demonstrate return on investment. 
Budget-takers can use unified analytics to help with annual 

media planning and to optimize real-time spend based on 
specific targets, creative and media placements. Financial 
services companies are particularly well positioned to 
benefit from unified analytics. “You have the advantage in 
financial services that individual customers tend to stay for 
a relatively long time. People don’t switch banks the way 
we switch shirts,” says Dominique Hanssens, distinguished 
research professor of marketing at UCLA’s Anderson School 
of Management. “As a result, there is a real opportunity 
here for financial services to understand the drivers of 
customer acquisition, the drivers of customer loyalty, and 
the opportunities offered by up-sell and cross-sell activities 
because the data is so good.” 

Large retail banks still get most of their conversions in-
branch, and tying these conversions to media has always 
been a major challenge. With great customer data, a privacy-
compliant identity graph, and unified analytics to sort out 
the effect of every media touchpoint along the customer 
journey, you can finally start to unveil that mystery.

“You have the advantage in financial 
services that individual customers tend 
to stay for a relatively long time.”
DOMINIQUE HANSSENS, DISTINGUISHED RESEARCH PROFESSOR OF 
MARKETING AT UCLA’S ANDERSON SCHOOL OF MANAGEMENT
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Step #2 
Pitch unified analytics as  
a revenue generator, not a cost saver
As an industry, the financial sector is one of the top spenders 
in big data analytics. But for traditional financial companies, 
the bulk of those analytics investments still go to back-
office operations—to intercept fraudulent transactions, 
for instance, or automate labor-intensive tasks. Or it goes 
to streamline legacy customer applications, like customer 
service. Very little goes to acquiring new customers or 
growing the relationship with existing customers. 

In other words, most financial services companies still invest 
in analytics primarily because of the cost savings, not for the 
opportunity to grow revenue.

Take Artificial Intelligence (AI), for example. In a recent survey 
by The Economist Intelligence Unit, 86% of executives at 
investment banks, retail banks and insurance companies said 
they planned to increase their spending in AI technology over 
the next five years. 

Most (71%) expect those investments to 
help them reduce their cost base, but only 
27% believe they will spur new products 
and services for their companies.
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Unified analytics solutions, on the other hand, are designed 
to learn from customers to serve them better and attract 
more customers like them. Their whole purpose is to 
improve the company’s business outcomes: sales, profits, 
churn reduction, customer lifetime value (CLV), or any other 
metric by which the business measures success. Those are 
corporate KPIs, not marketing KPIs.

Neustar’s Caiola notes that the blend of statistical 
techniques used in his company’s unified analytics approach 

allows quantifiable business value to be assigned to each 
piece of the marketing mix at strategic and tactical levels. 
This helps finance leaders and executives make more 
confident decisions about budgeting. “A big bank or financial 
services company knows exactly what the return is of $1 
invested in product or people or any number of things,” 
he says. “In marketing, we want to get to a common value 
metric that can be stacked up against other investments a 
CFO is going to make. You need to make it easy for them to 
see the value of marketing.”
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Step #3 
Start with a small  
and visible project  
to make an 
immediate impact
A unified analytics approach can deliver 
significant benefits and be a growth driver  
for a financial services company. But to get  
to those benefits, you first need to get  
unified analytics in the door.

Your C-suite counterparts will remain unconvinced about the 
value of a unified analytics approach if discussions are mired 
in theory. You need to provide real-life use cases that can 
demonstrate the value of unified analytics. These can be relatively 
narrow use cases at first. For example, marketers can highlight the 
quantifiable benefit of moving from higher-cost channels to those 
that are most effective at bringing in high-value customers. “If you 
show how that resulted in a 20% decrease in cost per acquisition 
and a 28% increase in lifetime value, then you start connecting the 
theory to the tangible output,” Caiola says. “That speaks louder 
to a bank leader because they’re so quantitative and financially 
driven to begin with.” 
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You’ll need to agree on a value metric (e.g., sales lift, or CLV) 
that makes sense to the decision-makers in your finance 
department, so that they may evaluate the marketing 
investments you’re requesting alongside other projects 
seeking funding. And you’ll need to be fully transparent about 
your results. It’s one thing to say that unified analytics can 
deliver a 5X return. But that assertion will have no legitimacy 
unless decision-makers see the data, assumptions and 
methodologies used to calculate that ROI.

Be prepared for skepticism, and team up with reputable 
vendors only. The governance processes financial services 
companies use to certify products for production are rigorous, 
and few vendors can adequately meet those demands. 

“In marketing, we want to get to a 
common value metric that can be 
stacked up against other investments 
a CFO is going to make. You need to 
make it easy for them to see the value 
of marketing.”
DOMINIQUE HANSSENS, DISTINGUISHED RESEARCH PROFESSOR OF 
MARKETING AT UCLA’S ANDERSON SCHOOL OF MANAGEMENT
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Step #4 
Use early success to get buy-in for 
wider adoption from your C-suite
Early successes are a must-have to 
convince your C-suite that unified 
analytics can deliver on the promises,  
but don’t automatically assume that the 
door will immediately swing wide open. 

Even with proof in hand, unified analytics can be difficult  
to explain to non-marketers. 

Customer-centricity upends the long-held organizational 
practices that focused on the sale of individual products. 
Those charged with implementing different facets of a 
company’s product strategy may also find a unified approach 
threatening because they may already have forms of  
measurement that paint their particular tactics in the most 
positive light possible. They might be tempted to attribute 
your early success to channel-specific conditions or even 
outside factors, not to your unified analytics approach.

CLV is an extremely useful metric, but it’s also a bit of a 
misdirect: You need to convince your decision-makers that 
what matters most is not the value that your customer brings 
to your company over their lifetime, but rather the value that 
your company brings to each of your customers over their 
lifetime. It’s a major change in perspective.

Ultimately, implementing a unified analytics approach 
demands a disciplined, patient, organized and transparent 
effort to communicate exactly what unified analytics is 
and how it can improve a company’s financial performance 
as well as the effectiveness of individual departments and 
leaders. Because a move to unified analytics represents such 
a transformative step for financial services companies, it’s 
crucial to secure buy-in at the top.

Marketing leaders need to apply their persuasion skills to 
paint a vision for what customer-centricity means to the 
bottom line, and that unified analytics is the way to make it 
happen today.
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Step #5 
Use unified analytics  
to change your  
company’s culture
It’s not enough to convince the higher-ups. 
You also need to convince your peers that 
customer-centricity is a paradigm shift that 
requires a new culture at the company.

Your colleagues in IT and information security will 
understandably have something to say about what data and 
technology solutions you can use for your unified analytics 
applications. If you use outside data at any point in the 
process, or intend to share data in a clean room with a 
potential partner, or use an outside vendor to provide unified 
analytics capabilities, or activate your unified campaigns 
through an outside agency, you’ll need to demonstrate that 
those functions are carried out with carrier-grade security. 
This can be an extensive and exhaustive process.
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But the cultural change we’re talking about needs to happen 
at a more molecular level: You need to demonstrate to 
everyone involved that unified analytics makes them better 
at their jobs. They need to own it, and subscribe to the value 
proposition as much as you do.

In a way, unified analytics give financial services companies a 
perfect way to transition to a more agile corporate culture. 

“The beauty of the capability is really as a unifying cultural 
mechanism,” says a marketing executive at a top US bank 
who partnered with Neustar to implement unified analytics. 
“Beyond the solution itself, it helps encourage that cultural 
pivot toward joint decision-making, and a renewed curiosity 
across the company to explore new opportunities. Thanks to 
it, we now make decisions that serve our customers better.”

“The beauty of the capability is really 
as a unifying cultural mechanism.”
A MARKETING EXECUTIVE AT A TOP US BANK WHO PARTNERED 
WITH NEUSTAR
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Conclusion
The world is changing fast in the financial services industry. Leaders 
of financial services marketing departments know the work they do 
is essential to the success of their companies. But in an industry 
where data and analytics have always been important, marketing 
leaders need to take the next step and adopt tools and solutions 
that place the customer at the heart of their operations.

It’s not just a technology challenge, or a data challenge. It’s also a 
cultural challenge for financial firms that often grew out of separate 
product divisions, aren’t used to sharing data across those historical 
silos, and still tend to see marketing as a cost center.

Marketers at financial services companies need to step out of their 
comfort zone to remain competitive, and unified analytics solutions 
are the key to unlock enterprise-wide growth potential. We hope 
that the recommendations in this playbook get you started in the 
right direction.

HOW NEUSTAR DELIVERS  
UNIFIED ANALYTICS

Let’s unpack how Neustar approaches unified 
analytics and what the implications are for those 
who set company budgets and strategy and those 
who are on the front lines of implementation. 

“Our approach combines an aggregate time-series 
methodology to guide strategic forecasting, budget 
setting and optimization, and a customer-level 
bottom-up model to drive more frequent in-flight 
optimizations,” says Caiola, director of consulting 
for Marketing Solutions at Neustar. “Essentially 
what we are doing is leveraging techniques that are 
best able to extract the maximum amount of insight 
from the available data, and doing it in a way where 
you have an analytical system that is sharing data 
and measurements in a consistent way.”
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The two models rely on different datasets, depending on the 
granularity of data available for various business drivers. The 
time-series data represents multiple years of data across 
a hierarchical panel structure that can include brands, 
products, geographies and customer segments and is used 
to capture influences for which individual-level data is not 
available. “Beyond marketing, you are also factoring in a 
whole host of things you control as a marketer and things 
that are more fundamental to your business that you cannot 
control,” Caiola says. “Things you control include various 
investments in marketing strategies and tactics across all 
channels, and things you don’t control could be anything 
from macroeconomic headwinds and tailwinds, the interest 
rate environment, what your competitors are doing, changes 
in your distribution profile—really anything that exists in the 
world around your customers and prospects should be tested 
for impact in the models.”

Complementary to the time-series data is a model built with 
user-level data. This includes every exposure of a customer 
or prospect to a company’s advertising that can be captured. 
This data includes digital tactics, such as online display and 
paid-search marketing, as well as offline marketing, such 
as telemarketing, direct mail and various forms of television 
and video. This incredibly rich observational data allows for 
very granular insights at a velocity that empowers marketers 
to make near real-time decisions and in-flight course 
corrections as the models are continuously refreshed. 

For more details on Neustar’s unified 
analytics approach, see The Future of 
Measurement: Improving Outcomes with 
Unified Analytics.
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About Neustar

Neustar is an information services and technology company and a leader in 
identity resolution providing the data and technology that enable trusted 
connections between companies and people at the moments that matter most. 
Neustar offers industry-leading solutions in marketing, risk, communications, 
and security that responsibly connect data on people, devices, and locations, 
continuously corroborated through billions of transactions. Neustar serves more 
than 8,000 clients worldwide, including 60 of the Fortune 100. Learn how your 
company can benefit from the power of trusted connections here: home.neustar.

Learn More

http://home.neustar
https://www.home.neustar/marketing-solutions


studioID is Industry Dive’s global content studio offering brands 
an ROI rich tool kit: Deep industry expertise, first-party audience 
insights, an editorial approach to brand storytelling, and targeted 
distribution capabilities. Our trusted in-house content marketers 
help brands power insights-fueled content programs that nurture 
prospects and customers from discovery through to purchase, 
connecting brand to demand.

LEARN MORE

https://www.studioid.com/
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