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With deposit rates having turned up, 
over 35% of responders will promote 
money market accounts.  Another 25% of 
responders will be promoting savings 
and CDs.

Marketing Channels
The marketing channels that institutions 

will use to deliver their messages will 
remain broad based.  Direct mail will be 
important with, on average, over 30% of 
budget dollars being earmarked for the 
medium.  Print will receive 25% of available 
resources.  TV and radio account for about 
35%, with social media garnering the 
balance.

The WordCom survey responses suggest 
that the industry is still endeavoring to 
capture loan balances.  There will be, as 
always, many unforeseen events that will 
infl uence marketing plans as the year 
unfolds.  A sound strategy and good 
tactics should always be adaptable to seize 
opportunities.

Bank marketers must continually evaluate 
opportunities arising from the economic 
fundamentals, product demand, and 
strategic institutional positioning.  With 
the direction of interest rates always 
a question and mortgage refi nancing 
volume slowing appreciably, what course 
are institutions charting for their 2014 
marketing? 

A WordCom survey of fi nancial 
institutions provides some insight to 
industry marketing plans.

Product Focus
Undeterred by interest rate prospects, the 

overwhelming majority of responders will 
continue to emphasize loan products.  Over 
90% cited marketing of loans as the focus 
for 2014, while about 10% said core deposits 
would be their target. 

This direction mirrors the industry’s 
orientation of recent years.  In contrast, in 
2009, 75% of survey responders said core 
deposits were their focus. 

Which Loan Products?
When asked which loan products will be 

promoted in 2014, all responders (100%) 
said mortgages.  The industry retrenchment 
with respect to mortgage volume due to 
rates having climbed off  their lows has 
been well documented.  However, industry 
participants note that mortgages remain 
a core product and many institutions 
continue to strive for greater market share 
of new mortgages while maximizing any 
remaining re-fi  opportunities. 

INTELLIGENT 
TARGET MARKETING

In tandem with mortgage products, 
institutions will again turn their marketing 
eff orts to equity lines and loans.  A full 92% 
of responders said they would be focusing 
on equity products, always a major source 
of loan revenue. 

Other loan products will receive 
additional attention as part of the quest for 
loan balances.  Over 70% listed credit cards 
as being a part of their marketing strategy, 
followed by 50% who include auto loans. 

Marketing Planning Survey:  Plans For 2014
HARRY WALTMAN, VICE PRESIDENT 

Commercial loans clearly fi gure in the 
balance sheet equation, with over 60% 
of responders identifying the segment as 
important. 

Loan marketing eff orts will be centered 
on cross selling with 65% of resources 
targeting existing customers.  Off ering 
loans to prospects will encompass 35% of 
marketing resources.

Which Deposit Products?
On the deposit side of the ledger, all 

responders will market checking products.  
There will be a concentration on premium, 
fee-based checking accounts (65%), while 
the remainder will support free checking. 
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Getting A Better Response Rate On Credit Card Mailings
TIM BERGER, SENIOR VICE PRESIDENT

“Understanding the mindset of 
the buyer—and tailoring a specific 
marketing message to them—helped 
improve the response rates on our credit 
card mailings,” said Ron Waters, Senior 
Product Manager.

SECU, a $2.7 billion credit union located 
in Maryland, had been sending pre-
approved offers to their existing members 
who did not have a SECU credit card, 
using a generic letter that spoke to all the 
benefits their card offers.  Their results were 

•	Members	that	are	neutral	across	all	
categories, and they don’t show any 
significant trends toward any specific 
feature.

The model helps a marketer 
communicate a specific message tailored 
to the behavior of the credit card user.  
Using this insight, SECU sent five different 
letters and their results showed a dramatic 
increase over previous mailings.  

For example, the Rewards Program 
Enthusiast segment received a custom 
letter explaining in detail all the benefits of 
the rewards program, rather than one or 

Supplemented with Email
Another test that took place during the 

mailing program was a mail versus email 
test.  Those members who received both 
mail and a supplemental email message 
exceeded the response rate of those who 
received only a mail piece by 2.5:1.  The 
response rate for mail and email was 1.40%, 
while mail only was 0.54%.

Prior credit card pre-approval mailings 
focused on higher credit tiers, but for this 
mailing, SECU included some lower tiers as 
well.  The lower tiers had a higher response 

good, but they wanted to improve their 
open rate, so they searched for a better way. 

Five Buyer Buckets
“Our direct marketing partner, WordCom, 

introduced us to the Financial Personality 
Credit Card Model, which places members 
into five buckets based on their credit card 
buying behaviors,” said Ron Waters:

•	Members	that	carry	a	balance,	like	low	
teaser rates, and will switch cards often.

•	Members	that	carry	a	balance,	like	a	low,	
fixed APR, and prefer to use cash.

•	Members	that	pay	off	their	balance,	are	
not interested in a Rewards Program, and 
are fairly loyal to their current credit card 
company.

•	Members	that	believe	a	Rewards	Program	
is by far the number one factor when 
choosing a credit card, almost always 
pay off their balance, and they do lots of 
transactions.

two sentences in a generic letter.  It gave 
the member a clear understanding of why 
the SECU Rewards Program was a great 
deal for them.

Prior to using the model, the open rate 
for SECU’s credit card mailings averaged 

rate than the higher tier members in this 
mailing; 2.3% as compared to 1%—a lift of 
more than 133%. 

There are plans for future credit card 
mailings using the model and testing 
continues to be done so further refinements 

This credit card model helps communicate a  
specific message tailored to the behavior of the user…  

and results show a dramatic increase in response.

0.75%.  During the tracking window 
following their most recent mailing using 
the credit card model, the open rate was 
1.08%—a 44% lift in response rate.  

Additionally, the average balance of 
each credit card opened increased from an 
average of $1,593 to $1,944—an increase 
of 22%.  Lastly, the return on marketing 
investment (ROMI) as a result of the credit 
cards opened was 294%.

can be made to the message and audience, 
resulting in mailing fewer members and 
capitalizing on increased response rates. 

“WordCom also ran our entire 
membership through the model,” said Ron 
Waters.  “That gave us valuable information 
on our existing credit card holders.  This 
type of information can be useful in 
offering existing cardholders different card 
options—higher APR with substantial 
rewards for Loyal Rewards Enthusiasts vs. 
a lower APR and no rewards for another 
segment.”



While there is some debate over free 
checking vs. fee based checking and 
whether to offer a gift, cash, or nothing, it’s 
a given that the success of the institution 
is based on the ability to regularly bring 
in new checking customers.  There are 
alternative selection methods, but which 
one to employ should be based on the goals 
of the program.

Typically, there can be two different goals 
to a checking acquisition program: bring in 
as many checking customers as possible 
or bring in people likely to be “good” 
checking customers.  While clients typically 
say, “We want both!” the most cost-effective 
techniques to achieve these goals are very 
different.  Unless there are enough budget 
dollars for a hybrid approach, one goal has to 
be given priority.

Frequently, the goal of opening as many 
checking accounts as possible wins out 
because a) that’s how most marketers are 
measured and b) the results will include 
some “good” customers (who can later be 
targeted for additional products through 
Onboarding or Cross-sell programs).

Given an unlimited budget, the surest way 
to get as many openings as possible is to mail 
as many pieces as possible.  However, given 
real world budget limitations, some targeting 
needs to be done to get the most responses 
from the amount being spent.   

The best place to start this approach 
is with carrier route segmentation.  Using 
internal customer data as well as external 
data, carrier routes around each branch that 

are likely to generate the most checking 
openings are selected.  A combination of 
historical purchases, recent purchases, and 
geographic and demographic elements are 
combined to rank carrier routes based on 
their purchase propensity.  

This makes it easier to select a mailing 
quantity that fits within a budget: the top 
segments are selected until the target 
mailing quantity is reached.  This can also 
be done at the branch level to ensure 
coverage for all markets, but that step 
will affect overall response rates.

Using Carrier Routes
The main reason carrier routes are 

chosen as the basis of the segmentation 
is that it keeps the project costs low.  
The carrier routes are literally the 
individual routes of the mail carriers, so 
the Postal Service provides significant 
postage savings for mailings that have 
a high concentration of mail in a certain 
carrier route and that mail is then sorted 
in the order of the carrier’s route.

These resident lists contain no 
demographic information so the cost to 
rent the list is much lower, but this can also 
be a drawback to the carrier route based 
mailings.  There isn’t a way to select certain 
types of prospects that might be more 
likely to respond or match the profile of 
“good” customers.  Also, there are not many 
variables that can be “tweaked” to increase 
the response rate in areas that might need 
additional help.  

Using MicroModeling

If the goals of the program are to 
bring in better customers and/or increase 
response rates, MicroModeling may be 
the best tactic.  This is a process that 
inputs current checking customer data 
and appends over 400 household level 
data points to create a profile of the best 
checking customers for each market or 
branch location.  

That profile is used to develop a model 
and score the prospect universe at the 
household level to identify the consumers 
mostly likely to open a checking account 
with the institution.  As an added benefit 
to this process, a profile report can be 
generated for each market or location to 
show the characteristics of the current 
customers and what characteristics are 
different between markets.

Many institutions shy away from 
modeling for checking acquisition because 
it is assumed that the additional cost of the 
model, list rental and postage will lower 
the ROMI.  However, the response rate 
using a modeled list can be double that of 
a standard carrier route mailing.  Coupling 
that with the reduction in mail volume, 
the ROMI can actually exceed that of a 
traditional program.

Choices in Checking Selections
CHRIS WACHTEL, PRESIDENT AND CEO
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Charlie Gross:  Account Executive 
Extraordinaire.  “We really enjoy working 
with him!”  That’s what Charlie’s clients 
say, many of whom he has worked with 
for over 10 years.  And, all of his coworkers 
feel much the same.

A graduate of Brown University (but 
which class is “confidential”), Charlie began 
his adventure at WordCom in 1986.  He 
started his career with Bank of New England 
in Rhode Island, where he was in charge of 
Marketing and Branch Administration.  

His background in banking was a great 
asset to him in his new role at WordCom, 
where his extensive knowledge in financial 

Moderator of the Ellington Congregational 
Church and the president of his college 

fraternity’s national alumni 
organization. 

In warm weather, he can be 
found enjoying a leisurely ride 
on his vintage BMW motorcycle 
or playing a round of golf.  
Charlie and Julie, his wife of 40 
years, have two grown sons:  
Andy is a software architect in 
San Francisco, while Stephen is 
a chemical engineer in South 

Carolina.  Charlie will be the first to say 
“they get their brains from their mother.”

products helped lay the groundwork for 
building his client base.  From Rhode 
Island to Maine, Charlie has 
built lasting relationships with 
banks and credit unions that are 
spread all throughout the New 
England states and beyond.

Along the way, Charlie has 
led professional organizations, 
serving as president of the New 
England Financial Marketing 
Association and the Rhode 
Island Advertising Club.  

Outside the office, he has been the 

WordCom People:  Charles E. Gross, Jr.
MELANIE TRACY, ACCOUNT MANAGER

WordCom Gets a New Look
STEVE MORRIS, VICE PRESIDENT

It’s always exciting when a marketing 
agency decides that it’s time to give 
its branding a new look.  It’s much 
harder, though, like an artist painting a 
self-portrait or an interior designer re-
designing a room of their own home;  
the expectations can be overwhelming.  

On September 16, 2013, WordCom 
unveiled its new logo.

However, they decided to try a different 
approach with the redesign:  Internet 
sourcing.  This process gave WordCom 

an opportunity to see designs and 
perspectives from designers around the 
country versus starting with a familiar eye 
in the design.  Chris Wachtel, WordCom’s 
President, says, “It gave us a fresh jumping 
off point, and a way to begin the process 
without any pre-conceived notions.”

When asked the most difficult part of 
coming up with the new look?  “You never 
realize how many items have your logo on 
them and you consider that in the design… 
the website, brochures, shipping labels… 
it’s quite an undertaking.  I know things will 

still be popping up months from now.”

In the end it was a strategic partner 
that gave WordCom their fresh new 
look.  “We had a direction and had some 
designs that were pretty good, but this 
designer was able to give us the exact look 
that represents who WordCom is.  While 
bringing a new fresh approach, the logo’s 
subtle graphics represent our position as a 
target marketing company, with the focus 
on the ‘swoosh’ joining to the second ‘o’ in 
WordCom.”

Please see the “Contact Us” section of our website 
if you would like to obtain more information 

from your Account Executive.


