
Acquiring the Most Attractive 
Small Business Customers



 
 
 
 
 

 
 

The Business 
Mid size regional bank with over 30 branches in the Southwest. 
This bank was acquiring local smaller banks, so it could offer its expanded 
services to the most attractive small business prospects within a certain radius 
around each branch.   “Attractive small business” was defined as high growth, 
deposit rich companies. 
 
The Challenges 

• Available data on small businesses is “thin”, at best, and little is available 
that quantify rates of business growth over time. 

• It is difficult to link business owner personal profiles to businesses, even 
though banking decisions are made on a small business owner’s profile, 
versus the business. 

• Marketing programs executed by branch personnel typically fail due to on-
going shifts in the branches marketing priorities. 

 
Intellidyn’s Solution 

• Instead of building the largest base of prospects, very small target groups 
were identified and delivered, each in segments by their business 
situation/need. 

• An internal marketing program was directed to the bankers, to enable 
them to understand: 

• The sophistication of the segmented targeting that was done on 
their behalf and,  

• How to interpret the descriptions of the prospects business 
situation/need.  

 
Method applied to narrow down the target list: 
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Internal Marketing Plan - "Business Situations"
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Sophisticated screening and selection 
criteria used to identify attractive 
small  businesses: 

 

Client Results: 
• Highest quality lead rate program in history 
• Continuous feed of targeted prospects to bankers 
• Recognition from prospects and clients that “The banker took the time to 

‘Know Me” 

*Weight out: 
Very New Businesses 
Retail Businesses (Single Location) 
Least profitable from Economist Indexes 

*Weight In: 
Professional Practices 
Most Attractive Economic indexed  

196,676 (Group  1)  
57% Incremental Business 

43% Matched Business  

339,132 Businesses
$500K<=Revenues <= $15MM 

TX Small Businesses 1,433,716

1 2 3 4 5 6 7 8 9 10
0. 0 3 58 15 2 1 1 0 3 76 2,556 2,715
1. <10K 1 1 6 0 7 21 62 87 169 51 405
2. <20K 907 848 2,479 736 359 637 2,671 1,991 1,563 1,662 13,853
3. <30K 1,077 1,763 2,379 2,625 2,501 1,450 3,004 2,934 2,596 1,678 22,007
4. <40K 437 1,290 1,714 3,013 1,940 1,171 1,742 1,974 1,760 1,146 16,187
5. <50K 362 967 1,949 2,063 1,151 712 669 943 806 576 10,198
6. <60K 78 542 957 821 674 464 390 427 419
7. <100K 131 1,329 2,158 1,085 1,049 636 381 450 497
8. <150K 94 362 782 285 385 148 69 109 367
9. 150K+ 6,725 2,240 456 179 173 71 71 161 704 390 11
Total 9,815 9,400 12,895 10,809 8,240 5,311 9,059 9,079 8,957 8,886 92

Demand 
Deposits

High<-------Propensity to open new account --------> Low Total

275 5,047
381 8,097
171 2,772

,170
,451

And arrived at a base of 
26,203 TOP prospects 

Additional Screens: 
 1. Risk Level:  Low, Medium, High 
 2. Life cycle:  Growth, Mature, Static, 
Declining 
 3. Multi Location:  Single, Multiple 

Probability of

Single Bank

Using a Single 
Financial Institution

B=above the norm
C=Centered toward the norm
D=Below the norm
F=Well below the norm

A=Well above the typical 

 *Business Owner’s 
Personal Financial Profile 

Target  = 5,444 prospects

5 mile radius 

Deposit Richness AND Propensity 
to change banks or open new 

accounts 

Unique methodology: 
Business criteria 
matched with the 
business owner  criteria:  

 *Business Owner’s Personal Financial Profile 
 (DSI) Discretionary Spending Index>=500 
 (IPA) Income Producing Assets>=250K 
 Recent Loans 

Top 4 deciles of probability of deposit>$15K 




