For bank marketing and financial services marketing, Empirics™ rates neighborhoods
by their households’ propensity to buy specific financial products and services
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Improve efficiency and effectiveness of direct marketing campaigns MAPPING ANALYTICS
Append to customer file to drive loyalty and cross-sell programs

How to use the Empirics database:

Analyze neighborhood markets for customer acquisition
SMARTER DECISIONS. BETTER RESULTS.



What is the market potential for financial
products around your bank’s branches?

i

Empirics Propensity to
Invest in a CD
A1 - Most Likely
A2 - Highly Likely
B - Average
“ ' c- somewhat Likely
", D- Unlikely

All block groups scoring Al for propensity to invest in a CD are shown in red

"Avoid inefficient, costly, low-response
marketing and embrace one-to-one
communication with target consumers
likely to respond!”

Empirics Measures These
Consumer Propensities:

FINANCIAL BEHAVIOR

- Switch Primary Financial Relationship

—] Ideal for building loyalty
programs targeted to customers

- Use Multiple Financial Service Relationships at risk of switching - or acquiring

- Attend Financial Seminars

BANKING AND INVESTMENTS
- Borrow with Home Equity Line of Credit

- Buy Certificates of Deposit
- Buy Annuities

- Invest in Money Market Deposit Accounts
- Invest $10,000 - $50,000 in Money Market Accounts
- Invest over $50,000 In Money Market Accounts

new customers ready to switch
—1  from competitors

Improve marketing efforts

- Invest In Bond Mutual Funds Not Currently Held beyond traditional demographics

- Invest In Stock Mutual Funds Not Currently Held
- Invest In a 529 College Savings Plan
CREDIT CARD INCENTIVES

and lifestyle clustering

Reach high-potential consumers
for your products and services

- Accept/Use a Credit Card for Cash Rebates while avoiding those unlikely to

- Accept/Use a Credit Card for Frequent Flyer Miles

INSURANCES

- Buy Term Life Insurance (Any Amount)
- Buy Term Life Over $200,000 Face Value
- Buy Term Life Under $40,000 Face Value

- Buy Long Term Care Insurance

- Buy Medicare Supplemental Health Insurance

- Buy Individual Health Insurance

respond

MAPPING ANALYTICS

120 ALLENS CREEK ROAD ¢« ROCHESTER, NEW YORK -+ 14618
(585)271-6490 « WWW.MAPPINGANALYTICS.COM

SMARTER DECISIONS. BETTER RESULTS.



	Page 1
	Page 2

