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Introduction

Marketers in financial services are under increasing
pressure. Despite tight budgets, demand for seamless,
hyper-personalized content across channels continues
to grow. Teams are expected to move faster, prove
ROI, and maintain trust, all while navigating regulatory
complexity and data fragmentation. Al is playing a
growing role in meeting these demands. And it's not
only about using Al for content creation. It's about
evolving to agentic Al, which doesn't only assist with

a single task, but can plan, execute, and optimize
multi-step workflows under human direction.

Recent Microsoft research into Frontier Firms
—organizations that deeply embed Al into their
operating models—offers a clear signal: those who
move early (and responsibly) with Al are realizing
disproportionate returns. In fact, financial services
organizations are seeing a 2.9x return on investment
from generative Al initiatives.!

58% of Al users say
they're producing work
they couldn’t have a
year ago. That rises to
80% among Frontier
professionals, the most
advanced Al users in
Microsoft's research.?
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By empowering teams with Al-supported workflows
and reimagining processes, organizations can achieve
marketing agility and personalization at a scale that
was unimaginable a few years ago.

While modern consumers now expect their
financial institutions to provide the same level of
intuitive, proactive guidance they receive from
leading digital platforms, most financial institutions
remain constrained by fragmented data and legacy
infrastructure, making it difficult to meet these
expectations consistently.

This gap between customer demand and current
capabilities is widening. While interest in Al is
growing, many organizations are still in the early
stages of translating individual Al usage into broader
marketing impact. Closing this gap represents a
significant opportunity.

Below are three high-impact use cases where Al
can help marketing teams drive more efficient,
personalized, and scalable engagement.



Use case one

Use case two Use case three

Al-powered
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content at scale

66% of Al users say

Al has allowed them

to spend more time
¥ on high-value work.>

High-quality content is the foundation of modern
marketing. However, in financial services, creating
that content has traditionally been time and
resource intensive. Producing a single thought
leadership piece or personalized email series

can take days or weeks of writing, review, and
compliance checks.

Generative Al is helping marketing teams accelerate
this process and scale content creation more efficiently.
Organizations can now build a more dynamic content
pipeline, using Al to generate tailored content for
specific audience segments, or even individual clients,
in a fraction of the time.

Take the launch of a new rewards credit card.
Traditionally, marketers would develop separate email
copy for different audiences—young professionals,
retirees, small business owners—to highlight

the most relevant benefits for each group. With
Microsoft 365 Copilot3, teams can draft messages
tailored to each segment’s priorities in seconds, then
review and refine as needed.

Hyper-personalization at scale

One large U.S. bank’s marketing team is beginning

to implement this approach. The organization uses
generative Al to draft customer email content for a
travel rewards campaign on its elite card, enabling the
creation of tailored messaging around travel perks
and exclusive offers for different customer segments.
The team then reviews, refines, and approves the
content.

The bank even integrated customer data and
predictive analytics into the process, so each draft
email comes with personalized offers.

Delivering this level of personalization at scale would
be highly challenging to achieve through manual
processes alone.

Reimagining the content
production cycle

Al is also helping organizations accelerate content
creation without sacrificing compliance or brand
consistency. Tools like Microsoft 365 Copilot® are
designed to generate content aligned with established
style guidelines, enabling teams to draft executive blog
posts or social media updates from just a few inputs.
This approach helps ensure content remains on brand
and within regulatory guardrails, while increasing both
speed and scale.

For marketing teams, this means achieving both quality
and quantity, producing higher volumes of content
while maintaining consistency and oversight.

Microsoft has seen this impact firsthand. In some
campaigns, Al-assisted workflows have reduced content
production timelines from 12 weeks to three, enabling
more frequent updates and faster time to market. The
result is more timely, relevant messaging that better
reflects evolving customer needs and

market conditions.
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Real-world productivity gains

Take Finastra for example. The organization set out
to improve its marketing processes, with campaign
creation often taking up to several months. It sought
to streamline workflows, automate tasks, enhance
analytics, and better manage the data needed to
improve productivity and efficiency.

With Microsoft 365 Copilot?, Finastra can customize
content, personalize marketing materials, and
summarize meetings more efficiently. It supports tasks
such as managing email threads, analyzing campaign
performance, and generating insights, while also
transcribing and summarizing content in a fraction of
the time.

The impact has been significant. Depending on the
task, Copilot has helped save 20-50% of employees’
time, allowing for a greater focus on strategic

work. In one example, a major marketing campaign
was completed in 75% less time. By organizing

data and streamlining content workflows, Copilot
also helps accelerate content strategy and reduce
time to market.*

Why human oversight

still matters —

Human oversight remains critical, especially in a

regulated industry such as financial services. While

Al can produce fluent, confident-sounding content, Acce|erating from weeks

outputs may not always be factually accurate .

or compliant. For example, a tagline promising to minutes

“guaranteed returns” could be generated, but would

not meet regulatory standards. Al is helping organizations produce more content,
faster, while enabling more tailored experiences for

For these reasons, Al outputs should be treated as specific audiences.

a starting point, not final copy. Every Al-generated

draft still needs a human's review for accuracy and « Creating a multi-language product brochure, which

compliance before it goes out the door. The data once required coordination across writers and

backs this up, with 86% of Al users saying they treat Al translators in multiple regions, can now begin in

output as a starting point, not a final answer, and that minutes using Al-assisted workflows.

they “stay responsible for the thinking."?
» One financial institution noted that when using

Many firms have instituted a rule that no Al-written Copilot, writing that previously took their team
content gets published without a human validation 10 hours can now be drafted in one hour or less.

at key points in the content development process. .
With these guardrails in place, Al becomes a powerful * Australia’s Bank of Queensland found that

accelerator rather than a risk. It handles the heavy Microsoft 365 Copilot® reduced the time required
lifting of the first draft—the dreaded “blank page” to produce drafts of marketing content by 88%,
—uwhile marketers apply the final layer of judgment, freeing marketers to focus on strategy and

refinement, and compliance checks. creative work.®


https://www.microsoft.com/en/customers/story/18732-finastra-microsoft-viva-engage?msockid=0b4ca84d2bb561260177bea32a936002
https://www.microsoft.com/en/customers/story/20729-bank-of-queensland-azure
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Hyper-personalization at scale is now

achievable with Al. And those who embrace

it can keep customers engaged with a steady
¢ flow of relevant, on-point content.

Al is reshaping how financial services organizations At the same time, human oversight remains essential.
approach content creation, enabling more responsive, With the right safeguards in place, marketing teams
data-driven marketing at scale. What once took weeks can use Al to move faster and operate more efficiently,
can now happen in hours, allowing teams to adapt all while maintaining the accuracy, trust, and control
messaging more quickly to changing customer needs. required in a regulated industry.

Tools like Microsoft 365 Copilot® help marketers
generate and refine content for different audiences,
incorporate insights from data, and maintain
consistency with brand and compliance requirements.



Use case one

Use case two Use case three

Al at the Frontier of Financial Services Marketing 7

Campaign orchestration
and optimization

Al-powered campaign orchestration is
helping marketers cut time-to-market
while continuously optimizing performance
across channels, driving smarter spend and

¥ higher conversion.

Running a marketing campaign in financial services
can often feel like conducting an orchestra with a
score that keeps changing. Teams plan promotions
across email, social, web, and in-branch experiences

—then execute, monitor performance, refine, and repeat.

Traditionally, launching a multi-channel campaign
—such as one for a new loan product—could require
weeks of planning and cross-team coordination.
Today, Al-powered tools such as agents are helping
compress these timelines while adding intelligence at
each stage of the campaign lifecycle.

Al agents enter the
marketing workflow

One of the most important developments in
marketing is the emergence of Al agents, tools
that support marketing teams by automating and
informing key parts of the campaign process.

A great example is the Adobe Marketing Agent for
Microsoft 365 Copilot3, which Adobe and Microsoft
unveiled in late 2025.

This agent brings Adobe’s marketing capabilities
directly into the Microsoft 365 environment. In
practice, marketers can work in familiar tools such as
Microsoft Teams or Word and ask the agent questions

like "How is our Q2 credit card campaign performing?”

or “Which audience segment should we prioritize for
our mortgage offer?”

Using natural language, the agent will surface
real-time campaign insights and recommendations
within the flow of work. It can also help refine
targeting and suggest adjustments in real time. For
instance, identifying underperforming segments

and recommending changes to messaging, creative,
or channel mix. All of this happens through a
conversational experience, reducing the need to
switch between multiple dashboards or analytics tools
and helping teams act on insights more quickly.


https://marketplace.microsoft.com/en-us/product/saas/wa200010663?tab=overview

Real-time campaign optimization
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In the past, teams would launch a campaign,
review performance reports, and make
adjustments days or weeks later. Today, Al can
monitor engagement in real time and prompt
marketers to make incremental changes

l throughout the campaign—by the day or even

by the hour.

Agents can help turn campaign optimization into a
more continuous, interactive process. For example, if
an email subject line is underperforming by midday,
Al can flag the issue and suggest alternatives based
on historically effective language. Marketing teams
can review and approve these options, then deploy
updates while the campaign is still active to improve
performance. This level of agility was previously rare in
financial services marketing due to manual processes
and compliance bottlenecks. With Al, teams can now
pre-configure approved language and operate at the
speed of data.

Campaign personalization and
testing at scale

Another key capability is Al-driven multivariate testing
and personalization at scale. Al can create dozens

or hundreds of variant ads or emails for different
demographics. For example, when promoting a

new insurance product, Al can generate variations
that emphasize different value propositions, such

as affordability for cost-conscious customers, family
protection for households, or long-term value for
higher-income audiences. It can also adapt tone and
imagery for each segment.

Marketing teams can deploy these variations and use
Al to track which messages resonate most with each
audience. This enables a more detailed understanding
of customer preferences and supports the delivery of
content and experiences tailored to individual needs.
Instead of one-size-fits-all campaigns, teams can run
many micro-campaigns tuned to micro-segments,
helping improve engagement and

conversion outcomes.
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At Microsoft, we piloted Al-driven campaign
orchestration for an Azure product launch and
managed to shorten the concept-to-launch

U timeline by 75%.5

This speed helped the team bring the campaign to
market at the right time. The campaign also delivered
significantly better results. Financial institutions are
realizing similar benefits, including reduced manual
effort for tasks such as social content generation

and channel allocation. Al supports teams by scaling

campaign execution more consistently and efficiently.

From assisted Al to
agentic marketing

Agentic Al is evolving from supporting individual
tasks to autonomously managing routine marketing
campaign tasks. This allows marketers to focus more
on strategy and oversight, while Al operates within
defined parameters and governance frameworks.

In short, Al is helping teams launch and refine
campaigns more efficiently. Rather than a static
approach, campaigns can adapt over time based on
customer behavior and performance signals. As these
capabilities continue to mature, more day-to-day
campaign management activities can be supported
by Al, allowing marketers to focus on strategy,
creativity, and innovation.

Teams that embrace these capabilities, with

proper oversight, can gain a sustained competitive
advantage by delivering faster, more personalized,
and consistently optimized marketing.
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Use case one Use case two Use case three

Dynamic audience and
market research

Al is transforming audience insight from a
periodic exercise into a real-time advantage,
surfacing emerging trends, segment
opportunities, and customer pain

y points in hours instead of weeks.

From periodic research to
real-time insight

Knowing your customer has always been fundamental
to marketing. What's changing is how marketing
leaders get to know their customers (and the market)
in the age of Al. Traditionally, banking and insurance
marketing relied on surveys, focus groups, third-party
research, and manual analysis to identify segments
and preferences. These processes are time-consuming
and often provide a backward-looking view.

Al now enables continuous, real-time insight
generation across large and diverse data sources,
giving marketers a dynamic and evolving view of

their audience. ;|

Synthesizing unstructured data

One key capability is the ability to synthesize
unstructured data at scale. Organizations generate
significant volumes of text-based data, from social
media and public forums to call center transcripts and
customer feedback. Historically, analyzing this data

at scale was not feasible. Today, Al can process and
summarize it in minutes.



For example, Al can analyze social platforms to
identify what customers are saying about topics

such as mortgage rates or crypto investing. It might
surface themes such as growing frustration with rates,
increased interest in refinancing, or confusion around
new regulations. This type of always-on-insight helps
teams identify emerging sentiments and customer
needs as they evolve, often replacing traditional
quarterly reporting cycles.

Similarly, Al can support competitive insights

by monitoring competitor activity, such as
announcements, campaigns, and positioning, and
generating timely summaries. What used to take

a researcher days of gathering information and
reading can now be done by Al continuously in the
background. This enables marketing teams to respond
more quickly and adjust strategy in near real time.
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Al-powered segmentation
and prediction

Al also enhances customer segmentation and
predictive analytics. Machine learning models can
identify patterns that are difficult to detect through
manual analysis.

For instance, Al might find that a certain subset of
banking customers—say, young urban professionals
who travel frequently—are showing an uptick in
international ATM withdrawals and travel insurance
inquiries. It could flag this group as an opportunity
for a new premium travel card offering. It can

also translate these segments into plain-language
descriptions, helping marketers quickly understand
customer characteristics without detailed analysis.

Predictive models extend this further by anticipating
customer needs. A bank might identify customers
likely to refinance based on behavioral signals,
enabling proactive engagement with relevant offers
or content. This shifts audience research from
retrospective analysis to forward-looking insight.

Turning insight into action

Al also helps bridge insight to execution. If analysis
suggests that customers are uncertain about a
product’s features or pricing, marketing teams can
use generative Al to create targeted content that
addresses those concerns. Rather than separating
research and content development, Al can help
connect the two, reducing the time required to act
on insights.



What previously
required external
research or extended
survey cycles can
now be completed in
days or hours using

l in-house Al tools.

An insurance organization, for example, used Al

to analyze customer call transcripts and identify

rising concern around climate risk. This insight
emerged quickly and informed the development of
targeted educational content sooner than traditional
approaches would have allowed. Because of this, they
were able to address a customer concern much earlier
than if they had waited for the annual survey.

To illustrate the broader impact:

» Teams can analyze advisor transcripts, social signals,

and market trends simultaneously using Al tools.

« Insights may reveal emerging topics of interest,
such as sustainable investing or crypto-related
questions.

« Marketing teams can then adjust messaging and
content strategies accordingly.

« What once required weeks of research can now be
completed significantly faster.
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Balancing Al insight with
human judgment

Of course, Al insights should be applied with care.
Models may reflect underlying data biases or
misinterpret context, requiring human review and
validation. Privacy and compliance are also critical.
Organizations must ensure that all data usage
aligns with regulatory requirements and internal
governance standards.

With the right safeguards in place, Al can support
secure and responsible data analysis. It enables
teams to move from periodic research to a more
continuous approach, responding to customer needs
as they evolve and integrating insights directly into
marketing strategy.

Instead of relying

on assumptions,

Al can help surface

what customers are

saying and how their

needs are changing
' over time.

In financial services, where trust is everything, this
approach helps marketing teams deliver more relevant
and timely communications. Customers receive
content aligned to their needs, while teams gain
confidence that campaigns are grounded in current,
data-driven insights.



Conclusion

Building Al on a
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secure foundation

This e-book has covered a range of Al capabilities,
from content creation and campaign optimization
to real-time insights. While these innovations are
powerful, one fundamental priority remains: trust.
Financial services is a highly regulated industry, and
organizations must manage sensitive data with care.
Any Al solution must meet rigorous standards for
security, privacy, and compliance.

This is where Microsoft delivers a unique advantage.

Microsoft has built its Al solutions with an
enterprise-first approach to security and compliance.
From day one, tools such as Microsoft 365 Copilot?
operate within an organization's secure tenant
boundaries. Data isn't used to train public models;
it's kept within the organization’s control.
Administrators can manage Al agents using familiar
tools, including Microsoft Entra ID for identity and
access, Microsoft Purview for data governance, and
Microsoft Defender for security.

With Microsoft Agent 365, the control pane for
agents, organizations can centrally govern which
agents are deployed, define access policies, and
control how data is used. This allows teams to
innovate with Al while maintaining strong security and
compliance standards. Governance is built into every
layer of the Al stack, from Responsible Al guidelines to
tools that filter Al outputs for sensitive content.

13


https://www.microsoft.com/security
https://www.microsoft.com/security
https://www.microsoft.com/security
https://www.microsoft.com/microsoft-agent-365
https://www.microsoft.com/ai/responsible-ai
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B Microsoft

Seizing the Al moment

Marketing leaders have an opportunity to adopt Al in a measured and practical way. Starting with focused
pilot initiatives and working closely with compliance and IT teams can help ensure successful outcomes.

Organizations that adopt Al responsibly can improve efficiency while strengthening customer engagement.

By fostering responsible experimentation, sharing successes, and setting clear usage guidelines, teams
can create unprecedented productivity and impact, positioning themselves at the forefront of a new era
in marketing.

Ultimately, organizations that lead this shift will evolve how marketing operates in financial services,
delivering stronger business outcomes while maintaining the trust that underpins the industry.

The first step is building Al on a secure,
compliant foundation. Microsoft can help.

(> Learn how

IDC InfoBrief: Sponsored by Microsoft, What every company can learn from Frontier firms leading the Al revolution, doc#US53838325,

November 2025.
2Microsoft, Work Trend Index Annual Report, 2026.
3Per user license sold separately; also requires eligible Microsoft 365 plan.

“Microsoft, Finastra’s Copilot revolution: How Al is reshaping B2B software marketing for the financial services sector, 2024.

SMicrosoft, Bank of Queensland evolves operations, delivers business value with Microsoft Copilot, 2024.
5Based on Microsoft Internal Data.
"License required; Microsoft Intune sold separately. Learn more.

© 2026 Microsoft Corporation. All rights reserved. This document is provided “as-is.” Information and views expressed in
this document, including URL and other internet web site references, may change without notice. You bear the risk of using
it. This document does not provide you with any legal rights to any intellectual property in any Microsoft product. You may
copy and use this document for your internal reference purposes.
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https://marketingassets.microsoft.com/gdc/gdcvSFjHm/original
https://www.microsoft.com/en-us/worklab/work-trend-index/agents-human-agency-and-the-opportunity-for-every-organization
https://www.microsoft.com/en/customers/story/18732-finastra-microsoft-viva-engage?msockid=0b4ca84d2bb561260177bea32a936002
https://www.microsoft.com/en/customers/story/20729-bank-of-queensland-azure
https://www.microsoft.com/en-us/microsoft-agent-365?msockid=349f3b71e337642c1c912dc4e2f365dc#faq
https://www.microsoft.com/en-us/security/business/solutions/security-for-ai
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