
Same Age, Same Income. Different Desires 
 

 
 

Why Decoding Consumer Behavior Spells Success 
What if two consumers—both in their 30s, earning the same income—walked into your 
financial institution today? Same ZIP code. Same salary. Same age. 
Would you offer them the same products, services, and messaging? 
 
If so, you may be missing a major opportunity to build trust, increase engagement, and drive 
meaningful adoption. Because while income and age are easy to measure, they don’t tell the 
full story. Not even close. 
 
Today’s financial landscape is shaped just as much by lifestyle, mindset, and digital comfort 
as it is by broad demographics. It’s no longer enough to know how old someone is or how 
much they make. You need to know how they live. 

Two Stories, Two Mindsets 

Meet Lauren and Daniel​
 
Both are 38 years old. Both earn $95,000 annually. Both live in mid-sized cities and rent 
condos in walkable neighborhoods. But when it comes to how they handle money—and 
what drives those decisions—they couldn’t be more different. 

Lauren: The Digital-Dominant Optimizer 
Lauren works in digital marketing. She’s single, child-free, and focused on personal freedom 
and flexibility. Her smartphone is her financial HQ—she automates her bills, contributes to a 

https://www.forbes.com/councils/forbesfinancecouncil/2025/02/05/the-future-of-banking-when-data-transforms-into-action/


Roth IRA, uses micro-investing apps, and dabbles in crypto. Her idea of financial success is 
optionality: the ability to change cities, careers, or priorities at a moment’s notice. 
 
She recently researched cyber insurance after reading about identity theft. She worries more 
about digital risk than long-term family planning. She’s not shopping for life insurance—but 
she is trying to optimize her travel rewards card portfolio. 
 
To Lauren, managing money is about speed, self-direction, and protecting what’s already 
hers. 

Daniel: The Grounded Strategist 
Daniel, also 38, works as a project manager for a regional construction firm. He’s married 
with a 3-year-old daughter and is saving for a home in a nearby school district. He prefers 
desktop banking and visits his credit union monthly. He’s careful with credit, has term life 
insurance, and maintains an emergency fund that he tracks in a spreadsheet. 
 
Daniel’s finances are shaped by long-term responsibility. He recently looked into disability 
insurance and is working with an advisor on a college savings plan. 
 
To Daniel, financial planning is about security, legacy, and protecting others—not just 
himself. 

Same Income, Different Consumer Behavior—What Drives the Divide? 
Lauren and Daniel look similar at first glance—but a few key data points begin to separate 
them: 
 

Factor Lauren Daniel 

Marital Status Single Married 

Children No Yes (1) 

Housing Renting by choice Saving to buy 

Insurance Interest Cyber insurance, Accident 
Expense 

Life and disability 
insurance 

Financial Tools Mobile apps, 
micro-investing 

Financial advisor, 
spreadsheets 

https://www.thepennyhoarder.com/investing/best-micro-investing-apps/
https://www.self.inc/info/digital-banking-statistics/


Communication Channel App notifications, email 
alerts 

In-person, long-form email 

 
These are not personality quirks—they’re predictable, trackable behaviors that can show up 
in your system if you’re looking at the right signals. 
 
Or if the right data-scientists are looking for you, while you and your team focus on other 
priority items. 

Why It Matters to Financial Institutions 
Using demographic targeting alone, Lauren and Daniel might receive the same campaign: a 
home loan promotion or a generic savings product. 
 
But smart behavioral segmentation could lead to: 
 

●​ Lauren receiving a mobile push promoting cyber insurance, along with a high-interest 
savings offer for short-term goals.​
 

●​ Daniel receiving an email with educational content on life insurance, college savings 
plans, and family budgeting. 

 
When financial institutions fail to personalize, these messages get ignored. But when they 
align with real-world needs and preferences, they drive action. 

Behavioral Segmentation in Action 
Let’s say your consumer knowledge covers: 
 

●​ Which products they would be most likely to buy. 
●​ Which type of communication channel they prefer. 
●​ Which type of message they would relate most to. 
●​ Which type of creative they would find impactful. 

 
You now have the tools to create parallel marketing journeys aimed at the right people in the 
right place at the right time—offering the right product in the right way. 

Better Targeting Means Relevance 
Segmentation doesn’t just improve personalization—it improves performance, because it 
spells relevance to consumers. 
 

●​ Higher response rates: When the product fits, people click. 
●​ Stronger loyalty: Consumers feel seen when messaging aligns with their lifestyle. 
●​ Better ROI: Marketing dollars aren’t wasted on irrelevant campaigns. 

 
In a nutshell: 

https://www.dasca.org/world-of-data-science/article/the-future-of-data-science-emerging-trends-for-2025-and-beyond
https://adsp.ai/ultimate-behavioural-segmentation-guide
https://themarketinghustle.com/marketing-strategy/the-2025-state-of-marketing-quick-look/
https://www.globalbankingandfinance.com/emerging-market-segmentation-techniques-for-2025


Lifetime Consumer Value (LCV) and sustainable non-interest income can be greatly 
enhanced when targeting the right people in the right place at the right time. 

From Data to Desires 
Lauren and Daniel share the same age and income. But one is preparing for a career shift 
and travel, the other is saving for a home and planning for a child’s education. 
 
They don’t need the same message—and certainly not the same product mix. 
 
Financial institutions that move beyond traditional demographic segmentation and embrace 
deeper, more personalized data will gain a critical edge. Not only in marketing—but in 
building trust, increasing product relevance, and creating long-term value. 
 
Because personalization isn’t just about age or income. It’s about goals. Priorities. Dreams 
and desires. 
 
And it’s something your data can show you—if you know where to look. 
 
 

https://franklin-madison.com/what-we-do/overview/
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