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23% of Banking Customers Are High Value And At Risk of Leaving Their Financial Institution
Segmentation study by Ipsos Loyalty reveals state of loyalty among U.S. retail banking customers

October 19, 2004, New York, NY — Nearly one in four (23%) U.S. retail banking customers are considered “High Value
Vulnerables” who are at risk of taking their business to another bank, according to results from a survey among 1,000
American adults conducted by Ipsos Loyalty, the global customer satisfaction and loyalty research firm and member of the
Ipsos Group.

Using the company’s Loyalty Optimizer model, the study classifies retail banking customers into four loyalty and value
segments and identified the direction of change required to improve the retail bank’s ability to manage customers to
achieve greater profits.
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" financial services, it is still important to make customers feel a personal
connection to their bank,” continued Osipow. “In fact, Ipsos Loyalty’s survey
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Banks need to understand what their customers consider to be the specific
components of trust, and how they are performing on each of those
components, she said. “A positive customer experience follows closely in
importance with factors such as: meeting customer expectations and delivering
consistently high quality products and services. Offering unique and relevant
Experience 20% products and services is another critical driver.”
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What About Core Customers?

The study reports that one in five (19%) retail banking customers in the U.S. are “Core Customers,” defined as customers
who are loyal to their primary banks and have above average savings and investments at financial institutions. “A top
priority is to retain the customers in this segment who have positive net value, by keeping them highly satisfied,” said
Osipow.
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Developing Effective Strategies for Low Value Customers

The report further shows that three in ten (29%) retail banking customers
are considered “Low Value Contented Customers“—those who are loyal
but have below average savings and investments. “They should be profiled
to assess where opportunities exist to increase their value to move them
into the Core Customer segment,” said Osipow.

Another three in ten (29%) customers fall into “Low Value Vulnerable
Customers” segment. “These customers have low savings and investments
and a low share-of-wallet at their primary bank. Their value to the bank
needs to be increased through methods such as fee increases and
differentiated service delivery. Otherwise, this group may be more of a
profitability drain than an asset,” said Osipow.

Banks who wish to classify their customers into loyalty and value segments
can use the customer information in their databases to score each
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customer into one of the four segments. This enables the bank to target
customers who can be profitably migrated out of less attractive segments,
into more attractive segments.

Why Is Customer Loyalty Important?

“Loyal customers stay with their primary bank longer, give more of their business to the bank, and are a source of positive
word of mouth, which attracts additional new customers. Loyal customers—with their longer customer lifetimes and
potential high lifetime values—can mean greater market shares and profits,” said Osipow.

“To optimize growth, banks must look at loyalty levels and the related customer value of all customers. Listening to high
value customers and consistently delivering on the drivers of their loyalty is essential to sustained growth in profitability.
And, just as Core Customers deserve the dedication of higher resource levels, other customer segments should be
receiving fewer resources than they are receiving today.”

An in-depth understanding of customer perceptions is critical to developing effective action plans. Osipow recommends
that banks “identify which broad strategic areas need the greatest attention — customer relationship, experience, brand,
offer, price — and obtain detailed customer feedback in these areas. This tactical approach allows banks to take clearly
defined actions to improve customer satisfaction, loyalty, and profit.”

For more information, please contact:
Jo-Ann Osipow

Senior Vice President

Ipsos Loyalty Financial Services

Tel: 1-516-507-3247
Joann.osipow@ipsos-na.com
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Methodology
Data were gathered July 23—25, 2004 using Ipsos U.S. Express, a weekend turnaround omnibus surveying 1,000
American adults via telephone, ages 18 and older. The margin of error is +/- 3.1%.

Ipsos Loyalty

Ipsos Loyalty is a global, specialized practice dedicated to helping companies improve business performance through
customer satisfaction management, customer relationship management, and employee climate management. Ipsos
Loyalty provides a state-of-the-art approach to customer-driven business performance through a modular suite of
innovative research tools that provides an integrated framework to identify complex global business solutions. Ipsos
Loyalty is an Ipsos company, a leading global survey-based market research group. To learn more, visit
www.ipsosloyalty.com

Ipsos
Ipsos is a leading global survey-based market research company, owned and managed by research professionals. Ipsos
helps interpret, simulate, and anticipate the needs and reactions of consumers, customers, and citizens around the world.

Member companies assess market potential and interpret market trends. They develop and build brands. They help
clients build long-term relationships with their customers. They test advertising and study audience responses to various
media. They measure public opinion around the globe.

Ipsos member companies offer expertise in advertising, customer loyalty, marketing, media, and public affairs research,
as well as forecasting and modeling and consulting. Ipsos has a full line of custom, syndicated, omnibus, panel, and
online research products and services, guided by industry experts and bolstered by advanced analytics and
methodologies. The company was founded in 1975 and has been publicly traded since 1999. In 2003, Ipsos generated
global revenues of $644.2 million U.S. Visit www.ipsos.com to learn more about Ipsos offerings and capabilities.
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