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Chapter 3 
Personalization: More Than a 
Tailored Experience

Money is deeply personal. It’s tied up in  
futures and dreams, hopes and ambitions.  
It’s also wrapped up in all kinds of insecurities 
and fears—and often a deep need for expertise 
and guidance. 

If the subject matter weren’t enough, the 
technologies of today and tomorrow 
continuously enable a deeply personalized 
brand experience. From the music platforms 
we listen to, to the websites where we search 
for new job opportunities, consumers are being 
conditioned to expect a level of personalization 
from their products and services. 

New financial products that are brought 
to market must be insights-driven and 
intuitive, and they must revolve around an 

understanding of all aspects of their  
consumer profile: geographic location, life 
stage, spending habits, their relationship with 
their money, and so much more. In short, they 
must be personal. 

Financial institutions can build this personal 
touch using the power of AI. A McKinsey study 
found that across 25 use cases, “AI technologies 
can help boost revenues through increased 
personalization of services to customers (and 
employees); lower costs through efficiencies 
generated by higher automation, reduced 
errors rates, and better resource utilization; 
and uncover new and previously unrealized 
opportunities based on an improved ability to 
process and generate insights from vast troves 
of data.” 

These insights can build robust customer 
profiles, using purchase and lifestyle 
information to offer not only advice on things 
like loans or big-ticket items, but also updates 
and notifications on everything from retail 
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bargains to rental properties. For banks 
fighting for relevance, choosing a content 
strategy that delivers immediate, very  
personal value to their customer is the 
bedrock for building trust and a 360-degree life 
integration. Rather than becoming the invisible 
bank behind purchases, banks can become the 
lens through which all purchases are made. 

By leaning into personalization as a core  
tenet of brand building, banks can find ways 
to meet the customer in the moment. This 
strategy capitalizes on the trust and security 
that banks are known for, all powered by the 
technologies of today and tomorrow for a truly 
competitive edge.

At VSA Partners, we’re problem solvers 
above all else. We keep our clients’ needs and 
challenges in focus, leveraging our signature 
hybrid approach to brand and strategy to 
unlock opportunities for growth. I’d love to 
discuss how my team at VSA Partners can 
help your company identify and capitalize on  
a unique value proposition to set you apart  
from the rapidly emerging competition.  
To start the conversation, drop me a line at 
slent@vsapartners.com. 

Stay tuned for future chapters, where we’ll 
continue to explore brand through ease, 
personalization, and care—identifying the 
brands that are doing it well, the technologies 
that make it happen, and the opportunities that 
await for those bold enough to leapfrog into 
the financial future.

In this series, we examine how banks can anchor themselves to their value proposition—or ruthlessly 
carve out new ones to meet demand—to remain relevant in this ever-evolving financial sector. Brand 
is the most powerful tool financial institutions have to demonstrate their willingness to embrace the 
technologies reshaping the sector and to communicate their marketplace value. With this positioning 
in mind, we’ve identified major trends in the financial industry that paint a picture of its future, 
and then used these insights to select three lenses for exploration and innovation of brand: ease, 
personalization, and care. Each lens explores how emerging technologies can be implemented and 
built upon to create an exciting, relevant brand identity.
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