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The early bird gets more loan originations!
SEAN MULVANEY, VICE PRESIDENT OF PRODUCT DEVELOPMENT

Is mortgage acquisition a focus for your
organization in 2018? With the rising
rate environment, does your financial
institution want to focus on mortgages?
Innovations in the mortgage acquisition
process have made it easier than ever
for you to focus your marketing efforts
in that area.
Previously, financial institutions that
wanted to use a need-based approach to
marketing mortgages were out of luck.
There was simply no way to do it. But
technology has changed all of that. No
longer are financial institutions limited
to marketing only second mortgages
and refi’s. Today, banks and credit unions
can market first mortgages to potential
customers. When it comes to mortgage
acquisitions, the key to marketing success
lies in the data.

Discover how “pre-mover”
triggers can turn into
mortgage openings
Those financial institutions that can
identify mortgage prospects can be much
more successful than their competitors
when it comes to acquiring mortgages.
It all starts with Mortgage Triggers.
WordCom has identified these Mortgage
Triggers as:
• Customers and prospects who are
thinking about putting their home up
for sale

With the Pre-Mover Mortgage
Acquisition Program, you can
monitor any household across
the country. The statistics are
impressive: Of those who list their
home for sale, 80-90% will be in
the market for a new mortgage.
those who are in the process of putting
their home on the market, long before
they will need the new mortgage. With
data from WordCom, you can develop a
mortgage acquisition target marketing
campaign that identifies prospects from
a pool of your:

• New Home Listings
• “Under Contract” Homes

• Current mortgage customers
• Non-mortgage customers
• Prospects

The opportunities are real;
now, you can identify them

But you don’t have
to stop there

Each year, approximately 5-7% of your
customer and prospect base will list their
home for sale. Identifying them is the
first step in the mortgage acquisition
marketing process.

Identifying the “pre-movers” is one
thing. Qualifying them as a good
mortgage prospect is another. WordCom
offers a Mortgage IQ product that can
help you qualify new mortgage prospects
(see page 5).

WordCom’s Pre-Mover Mortgage
Acquisition Program provides banks
with the opportunity to identify those
who will soon need a mortgage. This can
put you ahead of the curve — enabling
your organization to connect with

WordCom’s proprietary process
segments your customer database and
matches it to our National Consumer
file to append demographic and
Continued on page 2
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The Pre-Mover Mortgage
Acquisition Program:
• Analyzes your existing mortgage
customer data against the general
population
• Refines mortgage data with over
1,000 demographic, behavioral
and lifestyle attributes
• Identifies key differences between
existing mortgage customers
and prospects to find out what
makes your customers unique and
ranks/scores prospects on those
variables

step further, since we can append data to
these customers and prospects to make
sure that we’re identifying only those
individuals who can meet underwriting
minimums. We can append any and all
affluency data (age, income, home value,
debt to income), and append purchasing
power as well through the use of a
modeled risk score.

MCIF file and WordCom will monitor
all pre-movers and report on that data
weekly, which will enable you to email
your customers in a timely manner. For
marketing materials directed to existing
customers, you can create a waterfall, or
“stair-stepped” approach, reaching out to
them numerous times throughout your
campaign.

How does it work?

Being the first to communicate
your mortgage product to your
customers and prospects early
and often will provide your
financial institution with more loan
opportunities.

Your organization can use the data
obtained through the Pre-Mover
Mortgage Acquisition Program in a variety
of ways — including direct mail, email or
through other marketing collateral.
All you need to do is provide a monthly

socioeconomic indicators. A model is
then created to pinpoint and identify
what makes your existing mortgage
customers unique and a scoring system
is designed to find new prospects with a
high likelihood of being good candidates
for a mortgage loan. And we take it one

CREATIVE
CORNER
Are you looking for a way
to market more effectively, so
that your message will stand out
from the crowd? Then consider the
benefits of 3-D marketing.
Today, attention spans are short.
Time is limited, and if your marketing
material fails to stand out, it might never
be seen! But 3-D marketing can capture
your prospects’ attention — quickly and
effectively.

Important tips for your
3-D marketing piece
• Your 3-D item can be anything you
want it to be — for instance, it can
tie into a marketing theme or be
a tchotchke imprinted with your
company logo.
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The Results Speak for Themselves
“We tested the WordCom Pre-Mover Mortgage Acquisition Program for 6
months and we were thrilled with the results. The mortgage open rate was
0.41% using just email to communicate to the audience”.
WordCom Client: $6 Billion Financial Institution

Market more effectively with 3-D
JANIS WESTON, ACCOUNT MANAGER & PRINT COORDINATOR
• What’s most important? That it be
something that grabs your recipients’
attention — so your package will get
opened.
• The more useful or fun your object is, the
better. That makes it likely to be seen or
used frequently, which helps keep your
company name top of mind.

Important considerations for
your 3-D marketing campaign
Be sure to identify:
• Your audience
• Your messaging
• The purpose of your item — whether
it will directly relate to your marketing
message or simply bear your company
brand
• Your budget:
• Consider sending to smaller targeted
groups, such as businesses or highvalue prospects.

• Total costs include the item itself, the
message, packaging, assembly and
postage.
• Your timing: When is the best time to
mail the package? Be sure to consider:
• Avoiding popular vacation times,
including any time that’s close to
major holidays
• When your sales team can
conveniently follow up to confirm
delivery of the package (Postal
tracking numbers can help drive this
process.)

Quick follow-up is critical
to your success
Remember: Your primary objective
with this type of targeted mailing is to
start the sales conversation. The success
of your campaign is based on how many
conversations are generated — not on
how many sales are ultimately made.

How well do you know your customers?
The answer could be key to your success.
TIM BERGER, SR. VICE PRESIDENT
The basic premise of how to achieve
marketing success is simple: Connect
with the right people, at the right time,
with the right offer. That being said, it
should come as no surprise that today,
people want more from their bank.
They want their financial institution
to anticipate their financial needs and
be there when they need them most.
Fortunately, nowadays, many sources
of data are available to help you gain a
clearer picture of who your customers
are, what they might need from your
organization, and when they need it.
Knowing more about
your customers enables
you to communicate with
them differently — with
targeted offers. This will
help to ensure that your
clients’ financial needs
are being fulfilled, and
your bottom line is being
enhanced.

Why banks lose customers
While there are many reasons why
customers may leave, chances are,
more than half of the customers your
institution loses will leave due to:
• a life event (29%)
• dissatisfaction with fees or a product/
channel fit (27%)

The importance of life events:
and how you can track them
While life events can cost your
organization to lose business, you can
also turn life events into cross-sell or
retention opportunities. In fact, did

you know that when your customers
are experiencing life events, they most
likely will require some type of financial
assistance?
WordCom’s Life Event Trigger
Monitoring Program provides banks
with the opportunity to connect with
customers when key events happen in
their lives. Approximately 10% of your
customer base will experience one
or more of the life events we monitor
annually.
Life event triggers include…
• Newly Married
• Newly Single
• Expecting Mother
• Newly Engaged

Communicate more
effectively, with targeted
marketing
Communicate with your clients
throughout the year, but only with the
right offer.
Leverage technology to append
the data you already have, for a more
targeted approach.
Segment your customers into
groups, starting with age and income,
so you can offer them the products that
will correspond to where they are in life.
Use predictive models (which target
next likely purchases) to “stack the odds
in your favor” that your customer could
need a specific product at a specific
time.
Mix in “emotional” messages with
your cross-sell messages to create a
more personalized approach.

• New Mother
• New Movers
• New Home Listings
• Under Contract Homes

“With today’s technology, it is
now possible to have a personto-person relationship with every
customer.”
Randy Garn, Skipio

What you don’t know
can hurt you
Do you know if your customers are
credit worthy? Typically, banks know
credit worthiness when customers apply
for a loan — but wouldn’t it be better to
know more about their credit risk before
you make them a loan offer?
Studies show individuals who have
impaired credit records are more likely
to respond to loan offers. WordCom’s
RiskIQTM allows you to take advantage of
this fact, while targeting those who pose
minimal risk to your financial institution.

A recent banking industry
article stated, “Banks need
to stop communicating and
start ‘connecting’ with their
customers if they want to
keep them as customers."
Connecting with them
at the times they need
you most (life events) will
provide tremendous crosssell opportunities and stem
attrition.
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Measure the relationship results of acquisition programs
with profitability tracking
HARRY WALTMAN, VICE PRESIDENT

Most financial institutions today want to ensure
that their marketing dollars are being well
spent. With checking acquisition efforts, the
true results are realized over the longer term.
Identifying and understanding the depth and
breadth of the relationships that are acquired
over time is critical to evaluating the success of
retail household acquisition programs.
Certainly, all direct marketing efforts require
measurement of responses to the mailing beyond
just the number of communications sent. Key
performance indicators (KPIs) include openings
of the product offered and balances generated.
Additional metrics such as all new product
openings, regional or branch results and ROMI
are standard.
Profitability tracking goes beyond
reporting on the immediate results of a
mailing. It evaluates the development of
the new household relationships over the
first six and twelve-month periods after
the results reporting window.

What is measured?
Each financial institution needs to
decide which KPIs are most meaningful
to the long-term success of an acquisition
campaign, but important metrics include:
• Retention/attrition rates
• the number of additional accounts and
services opened;
• average products and services per
household; and
• the corresponding account balances
and revenues generated from those
accounts.
Understanding how many responder
households have been retained over time
and assessing their growth in terms of
products opened, balances generated
and incremental revenues is the core
deliverable for profitability tracking.

How does profitability
tracking work?
Let’s use the example of a bank that
wants to increase its checking account
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customer base. The financial institution
acquires these new customers through
mailing checking account offers to
targeted prospects and non-checking
customers. Profitability tracking will
detail how the new customer relationship
has changed over time.
Standard Response Analysis reports
are provided for the eight-week period
after the mailing detailing responses,
products purchased and balances
generated by the promotion. Profitability
tracking digs even deeper.
Profitability tracking will initially
cover up to the six-month time frame
after the response analysis window has
closed, and will subsequently perform
the same reporting for the one-year time
frame after the response analysis. This
profitability tracking will detail how many
new customers have been retained or
have been lost through attrition.
For retained new customers, our
report will detail:
• Checking account balance growth
• Total number of new deposit accounts
and the total balance dollars of those
deposit accounts

• Total number of new loan accounts and
the total loan balances
• Total number of new services to
include: bill pay, online banking, mobile
banking, eStatements

“The value of the customer should
be looked at six months and 12
months later to get a clear picture
of the balance and account
growth potential. Additionally,
it is important to know how long
until a breakeven point on the
acquisition cost is reached and at
what point these new customers
become profitable.”
Chris Wachtel,
WordCom President & CEO

The bottom line is this…
Profitability tracking can help financial
institutions assess the value of their
marketing programs. This can help you
both plan and allocate resources for your
marketing programs more wisely moving
forward, helping you to strategically
deploy those resources in the most
efficient and effective way.

MORTGAGE IQ

MORTGAGE IQ
WordCom’s proprietary process geocodes your customer database
and matches it to our National Consumer file to append
demographic and socio-economic indicators. A model is then created
to pinpoint and identify what makes your existing mortgage
customers unique and a scoring system is designed to find new
prospects with a high likelihood of being good candidates for a
mortgage loan.
INTELLIGENCE: RIGHT ON TARGET
Eliminate the guesswork – increase your ROMI through better
targeting. Our Mortgage IQ methodology is designed to analyze
existing mortgage customers and leverage their most important
characteristics to target the best prospects for your marketing
efforts.
Mortgage IQ also determines what portion of the population is very
unlikely to need a mortgage loan so precious marketing dollars and
resources are not wasted.

Identifies households that are 3 times
more likely to open a mortgage

Analyzes your existing
mortgage customer data
vs. the general population
• Refines mortgage data with
over 1,000 demographic,
behavioral and life style
attributes
• Identifies key differences
between existing mortgage
customers and prospects to
find out what makes
customers unique and
rank/scores prospects on
those variables
•

Additional Key Features
• Can be easily applied to
customer data
• Improved response rates
through greater targeting
• Employ data at the
household and Zip+2 level
for accuracy that is cost
effective

Use modeling to refine the audience

800-822-0622 • 860-875-7373 • www.WordCom-Inc.com
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Boost your bottom line — and your customer base —
with the right cross-sell program
CHARLES GROSS, VICE PRESIDENT

Nowadays, banks and credit unions
devote significant resources on new
customer acquisition. Yet in many cases,
financial institutions find that in terms
of total households served, the needle
barely moves from one year to the next.
That’s because new households that
are added to the customer base merely
serve to offset the ones that leave. But
with the right cross-sell program, you
can deepen your customer relationships
and stem attrition.

Two smarter alternatives would be to:
1) Create a comprehensive profile (such
as MicroModel) of the consumers for your
selected product and then find others that
fit the profile; or
2) Use a predictive model (such the
Bank Intelligence Score [BIS]) to identify
those customers who demonstrate a high
likelihood of needing a particular product
or service.

It’s virtually impossible
for financial institutions
to prevent the loss of
customers from households
that move out of their
market — or account
holders who pass away. But
selling additional products
and services to existing
customers can help banks
to greatly reduce the
odds of attrition — which
can make the difference
between growing the bank
or simply treading water.

What is a
cross-sell program?
Simply put, cross-sell
programs encourage
customers of a financial institution who’ve
already bought a product to buy a related
or complementary product. The goal of
a cross-sell program is to maximize the
contribution of every customer to the
bottom line by encouraging the purchase
of additional products and services.

Where to begin?
A simple approach would be to look
at single-service households and offer
them something else. For example, you
could sell a savings account to your
single-service checking customers. But
this is not a very efficient approach for
those financial institutions that wish to
implement an effective cross-sell program.
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The Comprehensive Profile:
The MicroModel approach
WordCom’s MicroModel approach
takes the customers from an existing
product category (such as checking
accounts) and then appends over one
thousand demographic, behavioral and
lifestyle attributes. The attributes that
are statistically significant are then used
to build a very accurate profile that can
then be applied to customers who do not
have a checking account. Non-checking
customers are then scored in deciles from
the strongest matches to the weakest.
The end result is an opportunity to direct
a cross-sell offer only to those customers

who look like they are the best fit for the
product in question.

The Predictive Model:
The Bank Intelligence ScoresTM
Bank Intelligence Scores (BIS) is a
process that looks at “snapshots” of
customer data taken over a period of up
to a year. In the process of analyzing the
changes in product patterns over time,
the BIS model is able to identify those
customers who are the
most likely to purchase
specific products in
the future. As with
the MicroModel, each
customer household
is scored using deciles
which gives the
marketing team the
flexibility to target only
the customers with the
highest potential of
additional purchases.
The BIS model can
not only identify those
customers who are
most likely to buy, but
it also generates an
attrition score which
identifies customers
who look like they are
the most likely to leave.
This score provides the opportunity
to proactively reach out before the
business is lost.

Using either the MicroModel or
the Bank Intelligence Scores, you
can design a more efficient, more
cost-effective targeted marketing
program.

New Positions at WordCom

What hasn’t Brian
Battles done? He comes
to WordCom with an
immense amount of
experience and a varied
background. He has been
a database, application,
and web developer for
25+ years and a Microsoft
Certified Professional
(MCP) since 1999. He’s
also been a freelance writer and was Features Editor
for QST Magazine. And, he was audio production
manager for a business seminar/publishing firm.

Meet Caren Maglio —
Data Management
Specialist
Caren comes to us with 22 years
of experience in the mailing industry
with 19 of them in Data Management.
Her background in both mailing and
data has enabled her to adapt very
quickly to her new role at WordCom.
In her spare time, she enjoys
scrapbooking and country line
dancing, and her newest hobby is
photography. Her son and daughter
also keep her busy with their sports
activities. She enjoys watching her
son play baseball, swim and run cross

country and her daughter swim and
play tennis. As a family, they also
enjoy camping, trips to the beach,
and visiting amusement parks.

Meet Brian Logan —
Data Analyst

Meet Linda Gracia —
Data Management
Specialist
Linda comes to us with
seven years of experience in
Data Management, as well as a
background in Graphic Design.
These skills have enabled Linda
to assume her new role with ease
as well as understand the creative
aspect of the business.
In her spare time, Linda enjoys
going for walks or hikes with her
two daughters. Two of her favorite
places to visit are the Brooklyn
Bridge and the Beach boardwalk.
She enjoys taking her girls into New
York City for shows, museums and
other events, including the fashion
exhibits at FIT and the Metropolitan
Museum of Art.

Meet Brian Battles —
Database/Application
Developer

Brian Logan
spent 20+ years
working for a
commercial
bankruptcy
claim and
noticing agent
in the legal
industry. His
work at this
firm spanned
across many
departments
and areas,
including marketing, systems
development, client services, and data
analytics. Brian also has worked for a
publishing firm as a research analyst and
writer.
Brian has been happily married
for 23 years and has three children:
2 daughters and a son. He has served
as member of the school board at his
children’s school, as well as the school’s
publicist for many years. His personal
interests include golf, hiking, and
following his favorite sports teams.

Brian fills his free time with a variety of things,
including being a radio DJ and producer at a
number of local radio stations. He has managed
several rock bands and produced a number of
albums, along with doing voice-overs for radio, TV,
and film. He’s been on the crew for a couple of local
NASCAR stock car race teams, and he’s been a ham
radio operator since 1976 and holds an FCC Extra
Class Amateur Radio license (WS1O). Brian is also a
member of Warren Lodge #51 AF&AM in Portland,
CT. He enjoys softball, bowling and other sports. His
son is a computer and network technician, and his
daughter is a nurse.

Meet Sheryl Pate —
Data Analyst
Prior to arriving at
WordCom, Sheryl spent
nearly her entire career in
Marketing and Analytics.
Her first ‘real’ job was with
A. C. Nielsen Marketing
Research Company where
she would trend monthly
inventory changes on
grocery items. She has
worked in Direct Mail
Marketing for the last 28 years, and has worn many
different hats during these years. Most of the clients
she’s worked with have been financial institutions
and she’s done everything from data entry to data
analytics.
Sheryl lives in Lincoln, NE. She met her wonderful
husband 19 years ago on a blind date. She has
5 adult children, 24 grandchildren and 3 greatgrandchildren. She loves being a spectator at
the various activities of their grandchildren. Their
activities are everything from soccer to football,
volleyball, basketball, dance, and orchestra. She
enjoys needle-work, cooking, and spending time
with family & friends. She looks forward to traveling
the country when she and her husband are
enjoying their retirement.
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