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Introduction
]

The financial services landscape is evolving faster than ever. Customer
expectations are changing, competition is intensifying, and technology

is transforming how services are delivered.

In such a dynamic market, decisions made on intuition alone are risky.
Data has become the compass guiding strategic planning, marketing
investments, and product development. For forex brokers, fintech
platforms, payment firms, and wealth managers alike, market research

is no longer optional, it's a competitive necessity.

This guide explores how financial services brands can use data-led
market research to grow more intelligently. Whether you're launching

a new trading product, entering a new market, or trying to retain high-

value clients, market research will give you the answers you need.
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Understanding Today's
Financial Market Landscape

Over the past five years, the financial sector has experienced

profound shifts:

Mobile-first traders and

investors dominate, with

over 70% of trades placed Regulatory pressures are

via apps. reshaping data collection

and communications.

Al and automation are

enabling smarter, faster Fintech disruptors have

trading decisions. lowered entry barriers,

increasing consumer

options.

Add to this the globalisation of finance, rising
demand for education and transparency, and
changing demographics, and the need for data-

informed strategy becomes clear.
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Why Talking to Customers Makes
Your Marketing Actually Work

In financial services there's often a heavy focus on metrics, dashboards,
and data layers. But the most powerful insights for marketing don't
always come from analytics tools. Sometimes, they come from simple
human conversations.

Customer research doesn’t mean lengthy reports or academic surveys.
It means understanding what your users think, feel, need, and struggle
with, in their own words. And when you embed that insight into your
marketing, product design, or strategy decisions, everything starts to
click. Here's how:

é Strategy That Reflects Real Motivation

Marketers often assume they know what drives their audience -
° speed, features, low spreads. But talk to users and a different story
may emerge. For example, you might be under the assumption
(guess), that advanced charting tools are the main draw for your
marketing. But in user interviews, the top feedback might be,
“Their onboarding felt simple. | didn't feel overwhelmed.”

That insight shifts the messaging from “Advanced tools for pro
traders” to “Simple, Fast Signup.” That's a game-changing pivot,
and it comes straight from the customer.

Content That Resonates, Not Just Performs

Your homepage might say, “Trade with confidence.” But are your
first-time traders actually searching that phrase? Maybe they're
typing, “How do | avoid losing money on my first trade?”

Customer interviews reveal those high-emotion moments:
confusion, curiosity, hesitation. These you can translate into real
copy that answers the actual questions people have. That's how
your content becomes more than filler, it becomes useful.
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A Differentiator You Didn’t Know You Had

Brands often promote what they think sets them apart. Execution
speed. Account types. Spreads. But your edge might be
something else entirely. Real feedback surfaces differentiators
you've likely ignored and arms you with the kind of messaging
your competitors can't easily copy.

E’g Breaking Down Silos Between Product and Marketing

Marketing might be talking about “automated optimisation,”
while the product team is excited about a new execution engine.
But customers just want help making smart trades without giving
up control.

Customer research gets everyone on the same page. It aligns
feature benefits with how users talk and think. You reduce
confusion, increase adoption, and turn features into tangible value.

Research Prevents Costly Mistakes

Sometimes, the best insight is discovering what not to build or
® promote. For example, your product team want to build a
portfolio tool. But your research shows users already have one
they like and are unlikely to switch to your one. Without research,
that product would've consumed budget and attention. With
research, your team can reallocate focus to something users
actually needed.

L This is the hidden ROI of research: it saves you from wasting time
trying to solve the wrong problem.

Pro Tip:

Before you rewrite your next landing page, launch a campaign, or
pitch a new feature, speak to 5-10 users. Ask open-ended
guestions. Look for emotional responses. Then feed that language
back into your messaging. You'll be surprised how much it
sharpens your positioning.
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Types of Market Research in
Finance

There are several approaches to market research, but the most effective
strategies blend multiple types for a comprehensive view:

Primary Research

Directly collected from your
audience, such as:

e Client surveys

e In-depth interviews

e Focus groups

o Usability testing

Quantitative Research
Numerical and statistical, Qualitative Research

used for identifying patterns,

Secondary Research

Data already available, like:
e Industry reports
o Competitor website data
e Financial press coverage
e Regulatory updates

such as: Explores the reasons for
o Conversion rate behaviours:
benchmarking e Why users abandon sign-up
e Retention analysis  Why clients prefer certain
e Segmentation by trade platforms
volume  What motivates traders to

switch brokers

Read more on the qualitative vs ‘P
guantitative research methodologies. ’
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Segmentation Strategies for
Financial Audiences

Effective marketing requires relevance. Segmentation allows you to group
audiences based on shared traits and customise communication accordingly.

Demographic Segmentation
By age, income, location, etc.

Psychographic Segmentation

By values, personality, attitudes. Eg “freedom-
seeking millennials” vs “security-driven retirees’

Behavioural Segmentation

Based on user actions like deposit frequency,
trading sessions, preffered assets to trade.

Sample Segments:

Low deposit, Demo access,
education seekers tutorials

Beginner Traders

Technical resources,

Algo Traders Use bots and APlIs
latency performance

Personalised support,

HNW Clients Large portfolios . .
discreet service

Discover strategies on how to segment
your audience into personas. !

Q.analysis &
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Competitor Research &
Benchmarking

Competitor research helps you spot market gaps, identify successful
tactics, and benchmark your own performance.

Product offerings (types of accounts, leverage)

Fee structures

What to

Messaging tone and value proposition

Analyse?

Digital platforms and content strategy

Advertising spend and reach

SEMrush - SEO and PPC visibility

Similarweb - Traffic channels and engagement

BuiltWith - Tech stack and integrations

efficiency with competitor research.

Find out how financial firms are maximising ém

Quanalysis d
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Tools and Technologies You
Should Be Using

The right tools turn raw data into actionable insights.

=

GA4 (Google

. Track sign-up flow, time on page, segmentation
Analytics 4) gn-up Pag 9

CRM (e.g., HubSpot) Tag users by behaviour, trigger campaigns

Hotjar/Clarity Heatmaps and session replays for UX
Looker Studio Real-time dashboards for performance tracking
Survicate/Typeform In-platform surveys and NPS scoring

Qanalysis integrates these types of
platforms with client workflows to improve ﬁ@/%
decision-making and visualise KPlIs clearly.

Qanalysis
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Turning Data Into Actionable
Strategy

Collecting data is only half the journey. What truly drives growth is how
that data is interpreted and actioned across your marketing, product, and
customer experience strategies.

Financial firms often fall into the trap of data hoarding. This is the
gathering of huge volumes of information from CRM systems, Google
Analytics, and trading platforms, but failing to translate these into
practical steps that improve business outcomes. The key lies in connecting
insights to objectives.

Action

'Y, 4

Teamwor
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Map Insights to
Business Goals

Every data point must serve a strategic purpose. Before

implementing changes, clarify what the data is helping you achieve:

(3:@ Reducing acquisition costs’?)

Increasing LTV (lifetime value)'D

-

. oo
@ Improving customer onboardlng)

@ Refining messaging to reduce churn? )

For example, if your segmentation data shows high-value clients are
dropping off during onboarding, the action isn't to collect more data,
it's to examine and perhaps simplify onboarding steps, provide
personal support, or target them with a different incentive.

Qanalysis
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Align with Marketing and
Product Teams

Insight becomes powerful when shared cross-functionally. Here's how
different teams can action insights:

Marketing

e Adjust ad creative and copy to match
segment language (e.g., beginner
traders vs. experienced quants)

o Optimise campaign targeting using
behavioural clusters

e Refine landing page UX based on
heatmaps

@ o Sales & Support

e Customise scripts and email
sequences to align with user profiles

o Flag upsell opportunities based on
segment behaviours.

Product

©

e Prioritise feature rollouts based on
customer feedback trends and
competitor gaps

e Develop tools for underserved
personas like mobile-only traders or
copy-trading enthusiasts.

Qanalysis
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Create
Feedback Loops

Don't treat insights as one-off discoveries. Build a continuous
improvement cycle by:

—_ e e e e e e = e e e e e e e e o = —— =
-

N Setting KPIs tied to actions (e.g.,
I bounce rate reduction, form

\

\ completion rate, demo requests)

o e e o em mm m e m e e e Em e -
~

Running A/B tests based on \
research-driven hypotheses !

- e m o e e Em e e Em e e o e e o = = -
-

I Feeding post-campaign data back
\ into segmentation and analysis

~ e e - — — — -
-~

This ensures your business becomes more data-literate over time

and can refine decisions based on real-world performance.

Qanalysis

14


https://qanalysis.com.cy/

Theoretical Example:
Forex Broker Use Case

A mid-tier FX broker noticed declining demo-to-live account conversions.

v

Research revealed two major pain points:

Their platform was too
complex for beginners

High-intent traders dropped off
due to lack of instant support

Actions Taken —

Added in-app live

&
They launched a

simplified interface
for new users

chat for prospects
with a balance
over €1,000

Repositioned
messaging to
emphasise “guided
onboarding”

v

Result

Conversion rate fromm demo to live increased

significantly within two months, as did average

deposit values.

Ultimately, data must lead to decisions. By embedding insights
into workflows, and aligning them with real goals, financial firms
gain a decisive edge in increasingly competitive markets.

Qanalysis
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Common Pitfalls in Financial
Market Research

Even the most data-driven financial services firms can run into major
issues when conducting market research, especially when speed, scale,
and regulation come into play. Understanding these pitfalls can help
you avoid costly missteps and ensure your insights deliver measurable
value.

@ Misaligned Objectives

n
One of the most frequent and most damaging mistakes is

conducting research without a clear business goal. Collecting
data “just to have it" leads to scattershot insights that don't
connect to strategy.

Example: A fintech launches a customer survey without first
identifying whether they need insights for product
development, acquisition, or retention. The result? A data set
that can't inform any single department effectively.

Start every research initiative by defining a problem to solve, a
:" hypothesis to test, or a decision to inform. This keeps your
research focused and actionable.

Qanalysis
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@ Over-Reliance on Quantitative Data

In financial services, it's easy to fall in love with numbers. But not

insights, motivations, and emotional drivers often get lost in

‘ everything can be measured through metrics. Behavioural
dashboards.

Blend quantitative data (e.g., GA4 analytics,
churn rates) with qualitative research such as:
e User interviews
e Customer service transcripts
e Feedback forms
e Community forums

This gives context to your metrics and reveals
the “why” behind the “what”.

%) Treating Research as a One-Off Event

Markets evolve fast, especially in fintech, crypto, and forex. Yet
many firms run market research at best, once a year, leaving
their strategies outdated for months on end.

Adopt a continuous research mindset. Use rolling surveys,

website analytics, social listening, and customer feedback loops
to keep your understanding of the market fresh and relevant.

Quanalysis 17
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? Failing to Segment Meaningfully

Using only basic demographics (like age or location) to segment

segmentation, campaigns often miss the mark, wasting budget

\ your market is no longer enough. Without deeper
and damaging engagement.

@ Use behavioural, psychographic, and intent-based

segmentation to develop richer profiles. For example:

e Algorithmic traders vs. long-term investors
e Risk-takers vs. risk-averse

e High-frequency mobile users vs. desktop traditionalists

The more detailed your segmentation, the more tailored and
effective your marketing becomes.

é) Lack of Internal Buy-In

Your research may be solid, but if stakeholders don't trust or use

research sits in marketing but is disconnected from product or

‘ it, its value is lost. This is commmon in siloed organisations where
leadership.

e Involve key stakeholders from the start
e Present insights in decision-ready formats (e.g., dashboards,
T slide summaries)

e Use clear visualisations and financial impact projections to
gain traction

Q.analysis 8
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I In Summary:

Misaligned Research done Demo access,
Objectives without a clear goal tutorials
Over-Reliance on Metrics are Mix in qualitative
Quant Data easier to track sources
. . Compliance not Include regulation
Ignoring Regulation . .
involved early trend analysis
. Using onl Use behavioural and
Poor Segmentation 9 Y .
surface-level data psychographic models
Research sits in Present with impact
No Stakeholder Buy-In _ _ pact,
silos involve teams from the
start
One-Time Research Budget or time Build always-on
constraints research processes

Avoiding these pitfalls can be the difference between a report that gathers dust
and a strategy that drives measurable ROI.

Understanding what data to collect, how to objectively analyse it and to pull
out meaningful results is what the experts at Qanalysis do.

Quanalysis 19
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Conclusion &
Next Steps

Market research enables smarter decisions, not just more data. With
volatility, competition, and regulation shaping the finance world, brands
that know their clients, competitors, and market dynamics will always
outperform.

Qanalysis helps financial firms turn insights into
outcomes. From segmentation and strategy |i_\;,
to reporting and dashboards, our team can ii(}?b
support your research at every stage.

Qoanalysis
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Resources

Checklist: 10 Data Points Every Forex Broker Should Track

Conversion rate
(demo to live)

Preferred trading

nstruments

Average trade size
by segment

Churn rate by
trader type

Educational content

Qanalysis

consumption

Response rate to
incentives

? PP Y Y

First deposit time lag

Device usage
(mobile vs. desktop)

Churn rate by
trader type

Support touchpoints
pre-deposit

Geographic traffic
distribution

21
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Glossary of Research Terms

CAC Cost to acquire a customer

LTV Lifetime value of a client
Churn % of clients lost over a period
Funnel Path a user follows to convert

First-party data

Fictional profile representing a segment

Heatmap

Visual representation of where users click or scroll on
a page

Qanalysis
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Template: Customer Persona Builder

Use this template to create accurate, data-informed customer personas that
guide your marketing, product, and communication strategies. This isn't a
fluffy exercise, personas built on actual research can unlock ROl across your
campaigns by aligning offers and messages to real customer needs.

Customer Persona

| BACKGROUND

Give your persona a name (e.g., “Tech-
Persona Name: Y P =g

Savvy Trader Tim”")
Job e.g., Independent Day Trader, CFO of a
Title/Role: mid-sized financial firm

e.g., Forex, Wealth Management, Crypto,

Industry: Payment Processing
Seniority Level: Entry / Mid / Senior / Executive
Geography: e.g., MENA region, UK, Southeast Asia

I PROFESSIONAL GOALS & CHALLENGES

What are they trying to achieve? e.g., Maximise returns,

Primary Goals: diversify portfolio, reduce trading fees

What's stopping them? e.g., Confusing platforms, regulatory

Pain Points: uncertainty, lack of market insight

KPIs They Care

e.g., RO, spread costs, number of successful trades per week
About:

Qanalysis
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I BEHAVIOURAL INSIGHTS

Where Do They Get
Their Information?

How They Interact
With Brands

Preferred
Channels:

Purchase Decision
Triggers:

| MESSAGING

Tone and
Language:

Messaging That
Resonates:

Objections to
Anticipate:

I BUYING BEHAVIOUR

Budget Range or
Investment Size:

Buying Cycle:

Decision Makers /
Influencers:

News outlets, analyst blogs, Telegram groups, LinkedIn,
YouTube influencers

Passive (reads emails), Interactive (asks questions via
chatbot), Community-driven (forum participation)

Email, mobile push, webinars, WhatsApp, social media

Free demo, peer reviews, limited-time offers, regulated
status

Technical, straightforward, reassuring, data-heavy, or
informal?

e.g., 100% execution rate during volatile conditions,
Regulated across 4 jurisdictions, including FCA & CySEC

e.g., Will I lose my money? Is this broker regulated? Are
the spreads too high?

e.g., <$1,000, $1,000-$10,000, institutional-level

Impulsive / Considered / Research-heavy

Self, Partner, Investment Group, Internal Committee

IDATA INPUTS YOU'LL NEED

To avoid building personas based on assumptions, use:
e Primary Research: Surveys, interviews, user testing, live chat transcripts
e Secondary Research: Competitor persona reports, Google Trends, trading
community behaviour
« CRM & Analytics: Demographic data, session recordings, funnel drop-offs
« Social Listening & Review Mining: Identify recurring themes, language,
concerns, and reviews
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