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Abstract 
 
Extant empirical research indicates that clients of banks tend to acquire financial products in similar 

orders, called acquisition patterns. It has been found that those products for the satisfaction of 

more basic needs tend to be acquired before products for higher order needs. Previous studies 

have shown that demographic variables may explain why some consumers make progress in such 

acquisition patterns and why others do not. We investigate whether a firm’s marketing activities 

influences progress of consumers in acquisition patterns. Managerially, the conducted analysis 

can be used for assessing the long-term effects of marketing activities on consumer product 

portfolios at banks. 

 

mailto:fulvia.pennoni@unimib.it

