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Financial institutions that are looking to target the best 
checking prospects often face numerous challenges. Many 
are not looking for quantity when it comes to new business, 
but rather, quality. 

That’s where the WordCom CheckingIQTM program 
can come in. It’s uniquely designed to help banks and 
credit unions acquire new checking customers that are 
both profi table and provide cross-sell and fee income 
opportunities.

The proof is in the model
Using your customer database, we 

can build a model to determine what 
variables are most descriptive of your 
current checking customers—and a 
scoring system that can help you fi nd 
prospects who have a high likelihood of 
becoming customers.

Take a closer look…
Our MicroModeling methodology 

includes both an in-depth profi le of your customers and a 
statistical view of prospects to help you:

• Analyze your customer data vs. the general population
• Utilize a distance study to the fi nd primary marketing 

footprint
• Refi ne data with over 1,000 demographic, behavioral and 

lifestyle attributes

Target the checking prospects you want to target.
Discover how to eliminate the guesswork…
and increase your ROI.

• Identify key diff erences between customers and 
prospects to fi nd what makes customers unique and 
score prospects on those variables

• Use household (name) level data for the highest 
accuracy

Tailoring the message to the audience
With WordCom CheckingIQTM, we can generate reports 

that will provide you with detailed insights 
about your customers across a wide range 
of demographic data points, which can help 
you customize your off ers and messaging to 
attract the most desirable prospects.

Comprehensive Analysis = 
Better Results

With the WordCom CheckingIQTM program, 
we can provide fi nancial institutions with:

•  Summaries on responses (checking 
accounts) and purchases (all other 
accounts) 

• Regional and individual branch results 
• A MicroModeling response analysis

 that enables your marketing 
audience to be refi ned

• Customized metrics 

When it comes to acquiring new checking customers, not all prospects are 
created equal. But with the WordCom CheckingIQTM program, fi nancial 
institutions can more accurately target them.

SEAN MULVANEY, 
Chief Strategy 

Offi  cer

Did you know…?
Convenience creates 

opportunity!
Our research has shown 
that only 40%-50% of new 
checking accounts are 
opened at the branch near 
where the customer lives. 
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But today, smart fi nancial institutions are 
also working hard to retain the customers 
they already have. Why? Because it can 
cost up to fi ve times more to bring in a 
new customer than to retain an existing 
one. And it’s easier to grow the relationship 
with an existing customer than to start a new one.

Why customers leave… 
and what you can do about it

Almost all customers leave due to: 

• A life event;
• An unfi lled product or service need; or 
• Poor customer service. 

Most current attrition research
focuses on reporting on customers

who have already left
That’s like trying to close the barn door after the horse 

has left. But thanks to WordCom’s Attrition Prediction 
Model, you can leverage a customized model to try and 
predict the likelihood that a customer or household will leave 

Save money by saving business you already have 
with the WordCom Attrition Prediction Model

within the next six months. The model 
would use your internal data and external 
demographic data to provide monthly 
scores that can indicate which of your 
customers may be on the verge of leaving—
giving your organization enough time to act.

Remember: The model is only the beginning
No Attrition Prediction Model is of any value unless action 

is taken to save vulnerable accounts. With limited resources, it 
is best to focus on customers who are currently profi table or 
who have the potential to be profi table.

Because a large percentage of customers will leave due 
to a product need, incorporating a “next most likely product 
model” into your Attrition Prediction Model can help you 
initiate relevant conversations.

Two great ways to preserve the business
• Email and outbound calling: your quickest channels. 
• Direct mail: but only if the model is predicting attrition far 

enough in advance. 

Every fi nancial institution looks for ways to bring on 
new customers. And that involves a signifi cant fi nancial 
commitment: from research to marketing to onboarding—
and everything in between.

CHRIS WACHTEL
CEO

Did you know…?
Cutting attrition by just 
0.5% can save many 
institutions more than 
$1 million each year.

Bank's data: External 
demographics:

Life event 
triggers:

Engagement  
data:

Types of products and 
services owned, order of 
account opening, balances, 
number of products and 
services, tenure.

Determine stage of 
life and future profi t 
potential.

Life Event triggers: New 
mover and pre-mover, 
newly married, new baby, 
and newly single .

Helps determine if a 
customer is using their 
accounts less than usual 
(includes balance and 
channel usage metrics).

B U I L D I N G  T H E  M O D E L
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Zero in on your audience
Three easy steps can help you identify your 

retail customers who have the potential to become 
profi table business customers:

Times they are a-changing!
Financial institutions looking to attract “coin” 
may fi nd it right under their noses!

Today, fi nancial institutions are instead seeking more 
deposits than ever—to help fund the loans they have been 
writing. Recently, fi nancial institutions have been actively 
seeking to increase deposit activity through CD and money 
market off ers. This is not a surprising development on the 
retail side. But what is surprising is that on the business side 
of the house, where the attention for so long has been on 
loans, there’s a renewed focus on increasing deposits.

An overlooked source of business deposits
When looking for business deposits, did you know that 

a good place to start could be with your retail banking 
customers? Today’s data intelligence can help you identify 
those customers who own a small business. Your challenge? 
They may not know what kind of business banking services 
your fi nancial institution off ers. 

It’s easy to change all that—when you reach out via 
email, direct mail and/or phone calls to educate them. 

The results of your customer
outreach may surprise you

One WordCom client identifi ed 5,350 retail customers 
that also had a small business, using the criteria listed 
below, and started a marketing communications campaign 
with extremely positive results:

• Annual Sales
• Employees
• Years in Business
• Business Type (HQ, Branch, Subsidiary)
• Business Credit Rating
• Standard Industrial Classifi cation (SIC) codes

Quality counts
One of the best ways to succeed is by using the best data 

available. If you are looking for deposit dollars, one great 
approach is to use the right data intelligence to refi ne your 
audience—then simply select companies that have “cash on 
hand.” 

TIM BERGER, 
Senior Vice President

Did you know…?
There is now data available to 
help you identify companies 
that have “cash on hand,” or 
what’s otherwise referred to as 
investable assets.

For the past 5+ years, fi nancial institutions were looking to attract loans, loans, 
and more loans. Attracting deposits wasn’t a priority—until recently, when 
interest rates started their upward climb.

3Use SIC codes to eliminate the types 
of businesses you do not want to attract.

2 Refi ne your 
audience based on 
how large or small you 
want your prospect to 
be, based on revenues.

1Identify your 
target audience:
Non-checking business 
customers and true 
prospects with a major 
focus on deposit potential 
(estimated cash on hand 
and business lifecycle)

The right data can help you attract
the right customer at the right time

“Information is power” is more than just a saying. When 
it comes to getting down to the business of attracting 
more deposits, using specifi c data can help you reach the 
customers you want, while attracting the deposits you 
need.
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What are some examples of disruptors?
Disruptors can come in many forms, but some common 

examples include:

•	 Bank mergers (when a competitor is absorbed into a 
larger institution)

•	 Branch closings (which force customers to begin using an 
alternate, less-convenient location)

•	 Changes in a competitor’s product lineup or pricing 
strategy (such as the elimination of free checking)
Each of these events has the potential to motivate 

customers to look elsewhere for alternatives—rather than 
“staying put” and accepting the new, less-than-favorable 
reality, such as an inconvenient bank location, increased 
balance requirement, and/or higher fees.

Certain changes in the marketplace can present valuable opportunities for 
those financial institutions that are savvy enough to recognize them and 
act quickly. “Disruptors” are events or activities that create limited-time 
marketing opportunities. Those who capitalize on these opportunities use 
what we call “disruptor marketing.”

Because you know that branch convenience is a key part 
of the selection process, you can use mapping software to 
draw a 3-mile circle around your branch and the branch of 
the competitor. Where the circles overlap is the geography 
that is served by both banks. Customers living in this shared 
area should find your branch to be a convenient alternative.

Change is good—and it can be better when 
you take advantage of it.
Leverage disruptors for more profitability.

CHARLES GROSS 
Senior Vice President

You may want to send 
multiple communications—
to maximize the potential of 
this one-time opportunity.

Once your geographical target area has been defined, 
demographic selections can be made to match your desired 
prospect profiles to the products your bank offers. These 
can be as simple as age/income/home ownership, etc. If the 
defined geographical area is large and densely populated, 
models can be created to target only those customers who 
may be the most likely to switch banks.

Timing is everything
With disruptor marketing, there are generally three 

windows of opportunity: 

1) at the time of the announcement;

2) at the time the change takes place; and 

3) 30-60 days after the change.

Some customers will want to move quickly as soon as the 
announcement is made. Others may be more receptive to 
your approach after the change has taken place, and they’ve 
started to experience the inconvenience. For that reason 
(and based on the scope of the disruption), you may want to 
consider sending multiple communications—to maximize 
the potential of this one-time opportunity.

Disruptor Marketing in Action:  
Branch Closure

Let’s say you know a competitor’s nearby branch is 
closing. You can use disruptor marketing to capture some of 
their customers—if you act quickly. 
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800-822-0622  •  860-875-7373  •  www.WordCom-Inc.com

Checking
 IQ™

Checking
 IQ™ target the best checking prospects

INTELLIGENCE: RIGHT ON TARGET 
Eliminate the guesswork – increase your ROMI  through  

better targeting.  Our MicroModeling methodology includes  

both an in-depth profile of customers and a statistical  

view of prospects to help you:

• Analyze customer data vs. the general population

• Utilize a distance study to the find primary marketing footprint

• Refine data with over 1,000 demographic, behavioral and 

lifestyle attributes

• Identify key differences between customers and prospects to 

find what makes customers unique and score prospects on 

those variables

• Employ carrier route level data for cost efficiency or household 

level for highest accuracy 

15% of the market is ready to switch financial institutions each year.

           - Boston Globe, 2014

The WordCom CheckingIQ™ program is 

uniquely designed to build profitable customer 

relationships by acquiring new checking 

customers and providing cross-sell and fee 

income opportunities.

Our proprietary process geocodes your 

customer database and matches it to our 

National Consumer file to append demographic 

and socio-economic indicators.  A model is 

built to determine what variables are most 

descriptive of your checking customers and a 

scoring system is developed that finds existing 

customers or prospects that have a high 

likelihood of coming on board.

In addition, reports are generated that provide 

detailed insights about your customers across a 

wide-range of demographic data points, which 

can help with crafting offers and messaging.

It’s not just checking acquisition.  

It’s intelligent checking acquisition.

Marketing with a CheckingIQ™  
profile could eliminate nearly 

70% 
of unqualified prospects

New Movers Checking  
Acquisition Program
• Consumers who move are 61% more likely 

to open a new financial product 

• 130,000 people move every day 

• Our program costs 35% less to acquire new 
movers than other programs

Add New Movers to your checking acquisition 
program today!
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KPIs

TAKE A  
CLOSER LOOK

Standard Response Analysis should provide 
these Key Performance Indicators:

• Mail volume
• Response rate
• Total number of products opened
• Balances
• Regional/branch performance
• Metrics detailing prospect modeling values, 

distance from branch and demographics 
• Estimated revenues from new product 

accounts

In profitability tracking, households are 
reviewed for:

• 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, 
eStatement

The right reporting today can be key to 
tomorrow’s success

All direct marketing efforts require measurement of 
responses to the mailing beyond just the number of 
communications sent. Certain key performance indicators 
(KPIs) can help to measure the success of a direct marketing 
campaign. These KPIs can be obtained through Standard 
Response Analysis reports, which can be provided for the 
eight-week period after the mailing. These reports detail 
responses, products purchased, and the balances generated 
by the promotion. 

Profitability tracking digs even deeper—by initially 
covering up to the six-month time frame after the response 
analysis window has closed—and then doing the same 
reporting for the one-year time frame after the response 
analysis. Profitability tracking details the growth in a new 
relationship for the financial institution from an acquisition 
campaign.

Bringing each new customer in the door can vary 
dramatically in cost, but the bottom line is that prospecting 
costs money and justifying that cost requires thorough 
review. 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. Profitability tracking 
is an ideal way for financial institutions to do exactly that.

One of the primary benefits of direct marketing is the ability to have measurable 
results. That’s where Response Analysis Reporting and profitability tracking come 
in. They provide direct evidence of the effectiveness of the marketing campaign—
and can be used to secure additional marketing dollars. These valuable tools also 
enable financial institutions to review and implement actionable ideas for future 
outreach initiatives.

HARRY WALTMAN 
Vice President
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CREATIVE CORNER

What’s up, stock?

Letters to be inserted into envelopes are typically 
produced on text weight stock. 

Gloss, dull, matte, coated, uncoated... what is the 
diff erence?

The ink used to print the marketing piece will look 
diff erent depending on the fi nish of the paper. 

A gloss fi nish can make images and graphics appear 
more vibrant and visually appealing while helping to 
maintain the ink’s integrity.  It also protects the ink from 
fading and moisture. 

A silk or satin fi nish off ers a less shiny, refl ective 
coating while still providing enough that images and 
graphics still look vibrant, as well as providing ink 
protection. 

When planning a mailing package, deciding on paper type 
to use is an important factor.  Paper can end up costing a 
large chunk of the budget, so you must choose wisely. First, 
consider your package:

What is the mailing package—a postcard, self-mailer, a letter 
in an envelope? 

For postcards, a cover weight stock should be used. Cover weight 
stock is thick & less likely to be damaged in the mail. Consider the 
size of the piece when determining which weight should be used. A 
standard 6” x 9” postcard— or smaller—may only need a 100# cover 
stock, but an oversized 6” x 11” postcard may fare better in the mail if 
it is a heavier, more sturdy weight.

A self-mailer—a piece that is folded before it is mailed—typically 
does not need the same heavy stock as is used for a postcard because 
the thickness will at least double, depending on how many folds it 
has. A common weight for a self-mailer is 80# cover stock. 

A matte or dull fi nish appears more muted, but is still 
smooth. The colors tend to be less vibrant but appear softer 
and more “artistic.” Copy may be easier to read, because 
the surface isn’t as shiny and the fi nish is much more 
fi ngerprint-proof than its glossier counterparts. 

Uncoated paper is not treated at all and is ideal for 
letters, envelopes, note pads, and items that are meant to 
be written on.

So, when choosing the right stock for your piece, 
consider your off er.  If the off er is for a high-end product, go 
with a higher quality paper stock. For lower-end product 
off erings, a lower (but still good) quality stock would be 
suitable.  Ask the experts for samples and suggestions to 
help stretch your marketing dollars.
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