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By Kathleen Burns Kingsbury

The financial services industry has a bad reputation with women. 
Most feel slighted by the industry and see it as catering only to 
male wealth creators. They resent the assumption that women 
are disinterested in financial matters, are not good with money, 
and “should not worry their pretty heads about it.” According to 
a State Farm Survey conducted in 2008, two-thirds of women 
don’t trust financial service professionals.1 They are dissatisfied 
customers, who have real economic power. And they are unhappy 
that the financial services industry does not provide products and 
services to meet their needs. 

Today, women control the majority of personal wealth in the 
United States,2 and make approximately 80 percent of family 
household buying decisions, including those related to banking 
and financial services.3 She has the money and the decision-
making power, whether she wears it on her sleeve or not.

Many well-meaning bankers miss the mark with their female 
clients.  Why? Because the financial services industry was founded 
by men for men.  Historically, women did not control wealth, 
earn money outside the home or achieve equal financial footing 
with men.  Understandably, bankers sought the individuals with 
the assets.  As the industry grew and prospered, best practices, 
marketing strategies, selling tactics and investment protocols 
were (and still are) developed with the male wealth creator in 
mind. Women felt left out because they were. 

Luckily, a few small shifts in how your bank does business can 
put you well on the way to better accommodating the needs of 
female account holders. Here are five practical strategies to help 
your financial institution get started:

Meeting Logistics: Sit Her Across from You

Women interpret eye contact differently than men. When 

someone is not looking them in the eye, the female brain processes 
this as a red flag that may indicate danger. Therefore, consistent 
eye contact with your female client is vital. An easy technique to 
ensure you have consistent eye contact with your female client 
is to sit them directly across from you during meetings. This 
positioning helps engender trust and allows you to regularly 
make eye contact without a lot of extra effort. When seeing her 
as a member of a couple, seat her across from you and the male 
client at a slight angle. This reduces a male’s natural tendency to 
be competitive and allows you to observe the dynamics between 
the couple as well.

Meeting Management: Make Sure She Tells Her Story

Women connect and build relationships by sharing details of 
their life verbally. Make sure your female clients have ample 
opportunities to share their stories during every banking 
encounter. Practice active listening, and reflect back what you 
heard your client say. Allow your client a chance to clarify the 
communication and to ask any additional questions. Remember 
the female brain loves details.  Be patient if your female customer 
or prospect requests more information than her male partner 
when making a financial decision. She is not questioning your 
authority, just trying to learn enough so she can make a good 
long-term decision for her and her family.

Communication: Use Analogies and Stories She Can Relate To

Find out what interests your ideal female clients and then 
incorporate some analogies or stories that resonate with them 
into your marketing, outreach and customer meetings. Does she 
like to read, knit, play tennis, watch hockey, or listen to music? 
Whatever her interests, using storytelling and examples framed 
around these hobbies is a great way to make her feel included 
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and appreciated. Make sure you don’t completely abandon what 
works for him; simply be aware of what might work for her, too.

Trust Building: Meet with Her Individually

Women are socialized to put other people’s needs first and their 
needs second. This happens in all areas of life, including their 
financial lives. To make sure you understand her financial goals 
and objectives, it is a good idea to meet with her individually. This 
meeting is a great way to help her identify and clarify her values, 
goals, and financial objectives. This may be the first time she has 
considered her financial needs separate from her family’s and is a 
great way to start building a foundation of trust with her. 

Performance Review: Tie Results to Real-Life Goals and Objectives

When you are communicating interest rates, account specifics or 
performance results to a women it is important to take a holistic 
view. Most women prefer to hear about the emotional benefits of 
a product or service and how financial results tie to her real-life 
goals and objectives. For example, if you are discussing interest 
earned on an account or investment, make sure you share the 
data relative to how this impacts goals such as saving for the kids’ 
college, paying for vacations, or funding charitable interests. You 
can still report results relative to standard financial benchmarks, 
but know that this may work well for the male client but leave 
the female client flat. While women can be just as competitive 
as men, they view wealth differently and more often than not, 
see money as a way to secure their children’s future or fund  
their dreams.

Many financial services institutions are taking action through 
women initiatives to be more female-friendly. While some 
firms have made a real effort to change corporate culture and 
the products and services offered to women, many others 
have just given it lip service. Believe me, women know the 
difference. Women thrive on connection, authenticity, and 
partnership. If you offer all three to your female clients, 
you are bound to become a trusted banker in their eyes. 
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