
Case Study: Behavioural Neuroscience in Q2; 2022

Introduction:
XYZ Financial is a well-established financial platform that has been in operation for over a
decade. In 2021, the company decided to launch a new product, a mobile banking app, to
expand its offerings and better serve its customers. The company was confident in the quality
and features of the app, but wanted to ensure that it was well received by its customers and that
it had a strong launch.

The Problem:
XYZ Financial knew that the success of the mobile banking app would depend on its ability to
gain a large number of pre-registrations from its existing customer base. The company had
always relied on traditional marketing techniques, such as advertising and email campaigns, to
promote its products, but it wanted to try something new for the launch of the mobile app.



The Solution:
XYZ Financial decided to try a trust-based marketing approach for the launch of its mobile
banking app. Rather than focusing on promoting the features and benefits of the app, the
company instead focused on building trust with its customers.

To do this, XYZ Financial made a few slight changes in its behavior. First, it increased its
transparency by providing more information about its products and services on its website and
social media channels. It also made an effort to be more responsive to customer inquiries and
complaints, showing that it valued its customers and was committed to their satisfaction.

The Results:
The changes in behavior that XYZ Financial implemented as part of its trust-based marketing
campaign paid off. The company saw a significant increase in pre-registrations for its mobile
banking app, with over 1 million pre-registrations by the time of the app's launch.
This success can be attributed to the trust that XYZ Financial was able to build with its
customers through its transparent and responsive behavior. Customers were more likely to
pre-register for the mobile app because they trusted the company and believed that the app
would be of high quality.

Conclusion:
XYZ Financial's trust-based marketing campaign was a success, resulting in over 1 million
pre-registrations for its new mobile banking app. The company's focus on transparency and
responsiveness helped it build trust with its customers, leading to a successful launch of the
app. This case study demonstrates the power of trust-based marketing and the importance of
building trust with customers in order to drive product adoption and success.


