Going Beyond Life-Cycle
Marketing to Deliver
Real-World Value

How Banks Can Differentiate to Attract, Acquire
and Retain Multi-Generational Audiences.




Executive Summary

Banks have long relied on lifecycle marketing and basic segmentation
strategies to attract and retain customers. But today’s financial
landscape requires more than good marketing, it demands real-world
solutions to real-world problems.

Fintechs are pulling ahead and quickly capturing more market share of
younger demographics because they are focused on building products
and delivering on digital experiences designed for specific audience
challenges. To remain competitive, community banks and must reinvent
how they approach their products, services, and delivery channels—not
just their marketing playbooks.

This white paper outlines:

e Why generational and demographic insights must go beyond
stereotypes.

e How audience empathy and financial behavior insights create
opportunity.

e« Why we need to push ourselves to rethink how we deliver value.

e Practical steps to build products that deliver lifetime loyalty and
impact.

e Real client examples from Nuuvia showing how this approach works
in practice.
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The Market Reality: Competition,
Challenges,and Changing Expectations

Financial institutions face unprecedented headwinds:

e Interest rate and liquidity pressures are squeezing margins.

e Fintechs and digital banks now account for 44% of new checking
accounts, up from 36% in 2020*

o $2.15 trillion has moved from banks & credit unions into fintech
investment accounts since ~2020.**

o Customer trust and expectations have shifted, only 14% of Gen Z say
they trust traditional banks “a lot,” compared to 29% of Millennials.***

At the same time, customers are clear about what they want: mobile-first
experiences, personalized support, cost transparency, and financial
education.

Checking Account Market Share
Percentage of New Checking Accounts Opened by Type of Institution
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*Cornerstone Advisors | The New Growth Playbook: Vertical and Niche Strategies
** Cornerstone Advisors | Stemming the Deposit Outflow: The $2 Trillion Investing Opportunity for Banks and Credit Unions
***Coinlaw Millennial vs. Gen Z Banking Preferences Statistics 2025
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Beyond Generations: Understanding Life
Stages and Financial Drivers

Generational targeting is too shallow. The real driver of financial behavior
isn’t birth year, it's financial moments and intent:

e A 22-year-old entering the workforce doesn't want a checking
account. They want to get paid.

e A 35-year-old, blending two families, isn’t thinking about their bank.
They are concerned about managing their finances and paying bills.

e A 60-year-old preparing for retirement is thinking about how they
can make their money work harder and longer for them so they can
retire with confidence.

Life events create intent, and that goes beyond demographics and
labels.

Financial institutions must recognize these fluid, non-linear journeys and

design products and services that flex with them as people go on their
financial journey and play out their lives in the real-world.

Key Insight: Lifecycle banking is about serving
financial moments, not just marketing segments.
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The Next Generation: Gen Alpha and Gen Z

Getting to Know Your Future Depositors, Entrepreneurs, and Profitable
Customers.

Gen Alpha and Gen Z Audiences are the future of banking. They will
reshape how we service, communicate and deliver products. They will
demand more from our brands, and hold us accountable to new
standards that are aligned with their values and buying patterns.

Future customers bring even more complexity:
o $360B annual discretionary spending in the youth market.**
o $26B family wallet opportunity.*

61% 69%

of Gen Z switched banks in would consider switching banks if eco-
the past two years* friendly practices aren’t adopted*

22% 92%

feel confident managing credit of Gen Z prefer banking
scores or interest rates* apps over branch visits*

The Implication: Banks must design for
digital-first, financially anxious, values-
driven audiences.

*Cornerstone Advisors | The New Growth Playbook: Vertical and Niche Strategies
**Gen Z Planet
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Seeitin Action.

A $400M institution in rural New York and Pennsylvania, faced
the challenge of reaching the next generation in a slow-growth
market. With Nuuvia, they launched a youth program designed
for ages 5-18 that combined debit cards, savings tools, and
built-in financial literacy content.

e 200% growth in the first four months, surpassing the
initial goals

« High parent satisfaction, with special interest in the
program’s financial literacy benefits

« Stronginitial engagement among teens, especially those
exposed through employees’ families and early testers

“Our future members are young today. We
want to give them a reason to start here and
stay here—for their first car, their first home,
and their children someday.”

— CEO Rich Yeager
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From Good Marketing to
Real-World Value

Marketing matters, personalization and relevancy matters, but we must
challenge ourselves to go further than good marketing and deliver real-
world value and that takes redesigning our products, services and
experiences.

Delivering real-world value means:

Going beyond basics.
Products must solve problems: budgeting, debt
management, or early paycheck access.

Designing for flexibility.

Products should grow with customers as their
lives evolve.

Leading with empathy.
Data shows the “what,” but empathy reveals the
“why.

N

Investing in education.

The next generation of banking customers seek
financial literacy tools in-app.




Deliver Experiences Based
on User-Intent

Our Gen Alpha and Gen Z audiences are vocal about what they are
seeking from community financial institutions, and it is clear in the data
that they are finding resonance and value in challenger brands that are
both paying attention and taking action.

Community Fl's can start by immersing themselves in the audience and
mapping the journey to these individuals' financial experience, and of
those responsible for enabling them. This goes beyond good marketing,
and delivers real-world value based on where the audience is in the life-
stage, their unique financial needs and what delivers value.

Parents want their kids to be pr— Create financial education that is
financially literate, empowered p— simple, self-service and native
and secure. to the mobile experience.

Children want to be incentivized for
accomplishing good grades

Gamify the banking experience and
motivate younger audiences

by earning money to make small
y 9 y to understand how money works.

purchases on their terms.

their children with an allowance across accounts and interact with

Parents want to be able toreward Deliver an easy way to move money
i
for completing chores. —— their children.

Key Insight: Community Financial Institutions can compete with
challenger brands by understanding and prioritizing the financial
journey and life-cycle.
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One of Arizona’s largest financial institutions launched Kickstart,
a Nuuvia-powered youth program, to create a family-oriented
experience that engages kids and teens while reinforcing the
DFCU brand.

Seeitin Action.

e 32% increase in youth accounts
since launch. “Kickstart empowers

young members to build
e 8.5debit card transactions per

youth/month, averaging $150 in skills early and
spend. promotes long-term
growth and loyalty.”

e 14 monthly transfers per youth

account, simulating real-world — Michelle Murray

income. AVP of Product Management

Why It Matters

These examples prove that when banks go beyond generic youth
accounts and instead deliver real-world tools for families and teens, the
results are transformative:

Programs that
scale loyalty
across
generations.

Measurable Higher engagement New member acquisition tied
deposit and transaction to family and community
growth. volumes. trust.

Bottom Line: Nuuvia helps financial institutions future-proof their
growth by turning financial literacy and early engagement into
lifelong member relationships.



Framework for Action

Identify underserved segments by
mapping financial behaviors, not just age.

Co-create solutions with target audiences
through testing and feedback loops.

Leverage partnerships to accelerate speed
to market.

Measure success by lifetime value
(engagement, deposits, retention), not just
account openings.

Explore Nuuvia.com



Conclusion

This isn’t about trends or flashy branding. It's about making a lasting
impact on the lives of the customers and members you serve.

Banks that go beyond life-cycle marketing to deliver real-world,
empathy-driven value will not only compete with fintechs but will also

create durable, trust-based relationships that span generations.

Nuuvia stands ready to help financial institutions build and deliver the
products that today’s and tomorrow’s customers truly need.

To learn more about youth and life-cycle banking, get in touch with an
expert for a strategic conversation.

To learn more about youth and life-cycle banking,
get in touch with an expert for a strategic
conversation.

Speak to an Expert

Nuuvia.com



