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Before joining WordCom, Charlie spent 14 years as a  
Branch Administrator at a bank in Providence, RI.  Over 
time, Charlie grew dissatisfied with 
corporate life, and decided he wanted 
to contribute to a smaller organization.  
Enter WordCom, where Charlie began in 
August 1986. 

Let’s go back 
to the beginning…

In 1986, many financial institutions 
weren’t yet using direct mail.  And very 
few banks had a marketing customer information 
file (MCIF).  Charlie spent his early years at WordCom 
“preaching the gospel” of direct mail in his territory, which 
initially was just the eastern half of Connecticut and all of 
Rhode Island, but later expanded to all of New England.  
His success was so great that he earned the nickname 
“the target marketing guy.”

Charlie continued his involvement in the New England 
Financial Marketing Association (NEFMA) after joining 
WordCom—eventually serving as NEFMA’s president 
from 1998–1999.  His contributions did not go unnoticed: 
Charlie was the proud recipient of NEFMA’s first lifetime 
achievement award in 2017.

Charlie’s contributions to WordCom over the years 
were also substantial.  For example, he developed our 
Merger/Conversion Communications Program starting in 
the late 1980s, which picked up dramatically in the 1990s 
when the pace of bank consolidations increased—a trend 
that continues to this day.

Building relationships that last;  
and giving back, too

During his years at WordCom, Charlie developed 
special relationships with his clients.  Why?  Because he 
truly cared about them.  To Charlie, it was never about 
a sale or a “pitch.”  Instead, his emphasis was on helping 

For Charlie Gross, the best is yet to come!

his clients achieve their goals.  Charlie put a high value on 
developing lasting relationships with his clients.  

Over the years, Charlie has been active outside of work, 
too.  He served as the past president of a national college 
fraternity, and has been actively involved in alumni activities 
at Brown.  He believes in giving back as well: Charlie has 

Charlie Gross, Senior Vice President of Sales, joined WordCom in 1986.  In 
this special edition newsletter, it is my privilege to pay tribute to Charlie, 
who retired in December 2018.

TIM BERGER,  
Senior Vice President

What’s next for Charlie?
Charlie believes the best is yet to come.  When 

asked how he’s going to spend his time in 
retirement, he’ll tell you that he’ll enjoy “golf, 
travel, or just drinking my second cup of coffee, 
watching the wildlife from my kitchen window 
because I no longer have to get to work at 
8:30am.”

During his  
tenure, Charlie 

helped WordCom 
grow from 5 

employees to 27.

INTELLIGENT  
TARGET MARKETING

— SPECIAL EDITION —
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Capitalizing on your most profitable prospect: 
the new mover

Why new mover marketing programs  
offer financial institutions valuable 

acquisition opportunities 
According to WordCom’s data partner, “nearly 35 million 

people move each year & spend approximately $15.5 
billion during the 21 weeks before and after their move.  
On average, new movers spend $9,000 and engage 70+ 
new brands within the first three months of their move.  
As homeowners list/sell their homes and relocate, their 
product and service needs, purchase behaviors, and brand 
affiliations change dramatically.”

The 4 keys to any successful new mover 
acquisition strategy

1 Product and offer:  Lead with the product that has 
the broadest appeal and have a competitive offer.  You don’t 
have to be the highest in the market… you can even be the 
lowest, with a $50 no-strings-attached offer. 

2 Data:  Partner with a data aggregator.  WordCom’s 
data partner offers mover data that is multi-sourced and 
subjected to rigorous analysis.  The data is extensively 
cleansed through hygiene processing and updated daily, so 
you can identify everyone who moved in the United States 
the day before.

3 Speed to the mailbox and weekly mailing 
(“timing is everything”):  Once an individual has 
been in their new home for more than 14 days, they 
perform worse than a pure prospect—because they have 
either already decided to stay with their current financial 
institution, or if they decided to choose a new one, the 
choice has been made. 

Chances are you may have already 
conducted a new mover program.  But 
if you’re looking to improve your new 
mover acquisition results, read on!

4 Identifying and understanding the four 
types of mover:
a) Movers who move into your branch footprint typically 

perform the best from a gross response rate and lift over 
non-mailed control.

b) Movers who moved from one branch footprint into 
another typically perform second-best.

c) The unknowns – the approximately 40% of the movers 
we are unable to identify based on previous location.  
This group comes in 3rd for response and lift, but still 
well within the acceptable incremental marketing cost 
range.

d) Movers who moved within the same branch footprint – 
This is the group you want to keep an eye on, since their 
response rate typically hovers around 0.75%–0.80%.  
But with the high cost of a new mover program, these 
results may not be in the acceptable range.

What can you expect to gain 
from a new mover strategy?

The highest account quality index of any direct 
marketing dollar you spend.  A new mover strategy can 
bring in valuable affluent household relationships at a 
fraction of the cost of other methods.  Specifically, you can 
expect a 1%–1.5% response rate with a 100% lift over a 
non-mailed control group.

SEAN MULVANEY, 
Chief Strategy  

Officer

served as moderator and deacon at Ellington Congregational 
Church, and likes to volunteer at a local soup kitchen.

It’s been a long and winding road of great relationships, both 
at WordCom and with clients, and now Charlie has his “ticket to 
ride!”  He has definitely earned it!

For Charlie Gross, the  
best is yet to come!

Continued from page 1
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As we begin 2019, I’d like to take some time 
to reflect on what we’ve accomplished, the 
relationships we’ve built, what we’ve learned, 
the journey we’ve taken to get to where we 
are, and the exciting plans we have for this 
upcoming year.  

First, I’d like to thank our wonderful clients.  Without you, 
there would be no WordCom.  The challenge to work with each 
of you to customize projects to your unique needs has been 
rewarding.  Our goal at WordCom has always been to address 
individual clients’ needs and provide a unique experience that 
yields results.  Your success is our success, as we look at our 
clients as true partners.

President’s Message  January 2019
Next, I’d like to thank the WordCom Team.  It’s people who 

make a company, and we have some of the most dedicated 
and experienced people in the industry.  Our Team, as our 
clients know, build bonds and lasting relationships.  I believe 
it’s these relationships that make our company great and make 
our company different. 

We look towards 2019 with anticipation as we’ve set the 
bar even higher.  Some things to look for next year include: 
additional micro-modeling refinements to provide more 
targeted data; easier-to-read tracking reports with results 
that will assist you with those difficult budget conversations 
needed to secure your marketing dollars.  WordCom is ready.  
Are you ready?  We want 2019 to be even more profitable for 
you—our partners.

CHRIS WACHTEL, CEO

Q:  Let’s start with the basics:  Where did 
you go to college and where did you get 
your experience in marketing? 

A:  I graduated from the University of 
Connecticut with a degree in Journalism/
Communications.   My first job out of 
college was at Hartford National Bank 
as a Private Banking receptionist.  As the 
bank changed from Hartford National, to 
Connecticut National, to Shawmut Bank 
and then to Fleet Bank, my roles grew.  I 
transferred to the marketing department 
as a Marketing Assistant and eventually 
became Director of Marketing.

My boss of 22 years came to me one day 
and asked if I wanted to join a new venture.  
Fleet was looking to sell insurance!  I 
said yes, and the team had a two-year 
contract.  If we were successful, I had a job.  
Unfortunately, after two years, our contract 
wasn’t renewed.  I made the choice to leave 
the banking industry and turned my sights 
to the insurance industry.  I started as a 
Director of Marketing for Travelers in the 
Small Business area.  I managed a team of 
four who provided training for our internal 
staff and also worked to create a sales 
toolbox for our agents. Then I moved over 
to Specialty Markets and became a Senior 
Director of Marketing for National Property, 
Inland, and Ocean Marine and National 
Property. 

Always looking for something 
new and different, I began to look for 
opportunities closer to home.  I wanted 
a better work/home life balance… and 
my search brought me to WordCom.  
I’ve known Charlie (Gross) and George 
(Wachtel) for years.  Charlie used to call 
on me at the bank. Funny the way things 
work out!

Q:  If someone asked you “what’s 
the best thing about working for 
WordCom,” what would you tell them? 

A:  We are truly a team here at WordCom.  
Everyone works together to provide our 
customers with the best experience and 
customizable solutions.  It’s nice knowing 

you have a team of people who have your 
back.  Oh, and I also love being 15 minutes 
from my home—and that’s with stopping 
for a cup of coffee!

Q:  What do you like to do in your free 
time? 

A:  Believe it or not I enjoy working out.  
I’ve been doing it all my life. I’ve been a 
member at my current gym, a boot camp, 
for 8 years.  My day isn’t complete without 
a workout.  I also love spending time with 
my daughter, who is now a Freshman 
in college.  Not only is she a pretty cool 
person, but she’s also an awesome athlete.  
There’s nothing better than watching her 
play basketball.  Did I mention she is just 
one of two women basketball players in 
her high school to hit over 1,000 points?!  
Just call me a proud mom! 

Q:  What is something that people would 
be surprised to know about you? 

A:  I love cars, especially American muscle 
cars; such a rush driving one around a 
track.  And, if I can’t do that, a close second 
is off-roading in a Jeep Wrangler.  Pure 
exhilaration and fun!

Meet Gerry D’Agostino

SHANNON PITNEY 
Account Manager

WordCom welcomed Gerry D’Agostino to its Sales & 
Marketing Team in November of 2018.  She is joining 
us with many years of experience in financial product 
marketing.  Read on to get to know Gerry a bit better!

Thank you for your business and here’s to a successful 2019!  — Chris

Gerry and her daughter
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Communication Stages
It’s all about protecting the value of the acquired 

franchise in the months immediately before and after 
the systems conversion.  The importance of planning and 
coordination across all lines of business cannot be over-
emphasized.

The process starts by sending a letter to the soon-to-be-
acquired customers as soon as possible after the merger 
is announced.  It is during the days immediately following 
the announcement that rumors can spread, and negative 
publicity can result.  

The customers of the institution you are acquiring may or 
may not have been through a previous merger experience, 
so communicating to them clearly and often will make 
them feel much more comfortable and better informed 
about what is going on. 

Signed by the CEOs of both banks, this first letter will 
reassure customers that the merger will proceed smoothly 
and that customers will benefit through enhanced service 
offerings, more branches, etc.  They should be told they 
will be getting specific news about their accounts as the 
transition progresses.

Mailing #2:  FAQ
Assuming the time from the merger announcement to the 

actual conversion is at least a few months, another jointly 
signed letter should be sent out 6-8 weeks later.  This second 
communication can include a brochure listing the answers to 
frequently asked questions such as “Can I continue to use my 
existing checks?” or “Will I need a new password for Bill Pay?”  
This mailing will help take some of the pressure off branch 
personnel and call center staff.

The Conversion Mailing
Once the conversion is scheduled, the communications 

plan should include the major communication that must be 
received 30 days prior to the big day.  This mailing has to be 
very detailed so that customers will know exactly what will 
happen with their accounts.

Each customer should have their accounts listed together 
with the current product name of each account along with 
the new name of the account post-conversion.  If the account 
numbers are changing, the old and new numbers should be 
listed as well.  

The focal point of this mailing is the Product Conversion 
Guide.  This catalog provides the first real platform for the 
surviving institution to present its brand and its products.  
Well-designed with eye-catching color imagery, the 
Conversion Guide must have enough “production value” to 
make it worthy of being kept as a resource for new customers 
as well as a sales tool for customer contact employees.  

The Data is Key
Test files should be acquired well in advance so that all 

products are accounted for and confirmation can be made that 
they have been properly mapped to new products.  Accounts 
with identical registrations are combined into one letter so 
that customers don’t get duplicate mailings.  

Before the letters are produced, knowledgeable people 
from both banks need to review the data files to make sure 
they are accurate.  When the letters are ready for production, a 
representative sample from across the data file(s) is printed out 
to make sure the account information is appearing properly.

The final step is the assembly stage.  All additional inserts 
should be verified as being properly inserted.  If consumer and 
business accounts have different disclosure material, it should 
be confirmed that customers are receiving the correct legal 
documents.

CHARLES GROSS 
Senior Vice President

Merger Communications:  “You never get a second 
chance to make a good first impression.”

That classic expression is especially true when two financial institutions come 
together through a merger or acquisition.  And for that reason, every element of 
the communications package must positively reflect the image and branding of the 
organization.  Proper planning and execution can be critical to achieving that goal.

Continued on page 5
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Today, the digital world has certainly transformed how 
individuals bank and conduct their financial transactions.  
Nevertheless, customers are still controlling the journey—
and many will only do business with those banks and credit 
unions that create genuine relationships with them.  
Because they still want and need the “human touch.”

What does “personalization” mean?
It’s much more than getting the customer name right.  

It means personalizing the content of your marketing 
message—for example, targeting CD info to savers, and 
loan info to those who are looking to borrow, perhaps 
because they need to make a large purchase or have a 
child going to college.  In particular, customers expect their 
financial institution to know them and their preferences 
since they have provided the data.

Personalization of marketing materials is nothing new.  But artificial 
intelligence (AI), which has driven more efficient data analysis, 
makes it easier than ever for marketers to take personalized 
information to a new level.

Get “up close and personal” with your clients 
and prospects.  It’s what they want, and it’s 
what you need to succeed.

“ Marketing is becoming increasingly 
personal, and this trend will keep going... 
no longer will stock images, generic 
nurturing campaigns, or impersonal calls 
to action convince consumers.  In order to 
succeed, you’ll have to provide high-value 
and personalized content every step of 
the way.”

— Director of Analytics at luxury mattress retailer*

* Source: Uzialko, Adam C., “20 Small Business Trends and 
Predictions for 2019,” Business News Daily, November 26, 2018. 

GERRY 
D'AGOSTINO

Merger Communications:  “You never get a second 
chance to make a good first impression.”

Continuing After Conversion
Communication opportunities to 

newly-acquired customers don’t end with 
a successful conversion.  The staff of the 
institution you are acquiring is your greatest 
asset and will greatly drive customer 
retention.

For example, the new relationship can 
be cemented with high-value customers by 
sending them special offers for discounts 
on additional services.  Or a survey can be 
sent out asking for input on the conversion 

process, what features they are looking 
for, and what their next financial need 
might be.  

In most cases, the acquiring 
organization is larger and offers a 
more extensive menu of services.  The 
messaging should emphasize the 
additional benefits that become available 
once the conversion takes place, such as 
an expanded branch office network, more 
up-to-date electronic and mobile banking 
options, enhanced account offerings, etc.   

The customers of the acquired 
organization bring with them 
extraordinary potential for future 
growth and profits.  However, those 
opportunities may never materialize if the 
communications are not handled properly 
starting at the very beginning of the 
conversion process.

In the end, all these communication 
efforts are designed to retain customers 
and strengthen their relationships with 
their new bank. Making new customers 
feel comfortable with the conversion 
process is the best way to preserve the 
value of the acquired franchise.

It’s easier to personalize 
than you might imagine

Lead scoring and data analysis can help you create 
real-time trigger campaigns that are designed to deliver 
dynamic touchpoints throughout a customer’s life cycle.  
Reaching out at just the right time with just the right 
message will let your customer know you’re paying 
attention to them—and their needs.

Continued from page 4
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Acquiring new checking accounts and households is a top marketing 
goal for most financial institutions. That’s because they not only bring 
in new customers and balances, but they also lead to additional 
deposit and loan accounts.  But customer quality matters, and the key 
to any successful acquisition strategy is targeting the right prospects.

For those financial institutions that want to find and keep new 
customers, the checking account is still the foundation of any solid 
banking relationship.

But wait… there’s more!
When all is said and done, WordCom can help you identify who 
your quality new customers are, by providing:

• Results analysis:

	Response (offer product) openings and balances
	Purchases (all deposit product) openings and balances
	All loan account openings and balances
	Branch response distribution
	Mailed vs. organic openings by week
	ROI
	Learnings and recommendations following each mail cycle

• Profitability analysis

	To help you understand the relationship development of 
newly acquired households over time, including analysis 
after 12 months

	Checking account balance growth
	Total number of new:
	deposit accounts (including the total balance of those 

accounts)
	loan accounts (and the total loan balances) services 

to include: bill pay, online banking, mobile banking, 
E-statements

The better customers you want are out there. 
WordCom can help you find them.

Did you know…?
WordCom’s CheckingIQ Modeling can help your financial 
institution target the best prospects, by:

• Analyzing your customer data, compared to the general 
population

• Utilizing a distance study to the find your primary 
marketing footprint

• Refining your data with over 1,000 demographic, 
behavioral, and lifestyle attributes

• Identifying key differences between customers and 
prospects to find what makes customers unique and 
score prospects against those variables

HARRY WALTMAN 
Vice President

What a “better customer” can do for   
your financial institution

• Add balances to the checking account over time: For this reason, 
most financial institutions strive to have the checking account 
become the primary account for household transactions. It’s 
the springboard to full relationship development.

• Add services to deepen the banking relationship: Better-quality 
customers will tend to elect::

• Online and mobile banking
• E-statements
• Bill Pay 

• Add other deposit accounts and balances, including:

• Saving and money market accounts
• CDs

• Add loan accounts and balances, including

• Mortgage(s)
• HELOCs
• Auto loans
• Credit cards
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Lay the foundation for marketing success 
before launching your program

When creating a marketing program, one of the best ways 
to start is by creating a comprehensive plan that covers:

How you’ll measure your results at the end of the 
program—in other words, what you feel your key 
performance indicators will be—such as:

	Absolute openings:  Measure openings of certain types 
of accounts, such as checking accounts

	Best Cost Per Account (CPA)
	Highest Average Balance
	Return on Investment (ROI)

What tests you’ll employ so that elements of future campaigns 
might be altered for greater success.  These tests could include:

	Mail vs. no mail control:  Within the universe of those you’ll 
mail to, include a “control” group of individuals you won’t mail 
to.

	Multiple versions of creative:  Focus on the rate you’re offering 
or tap into the reader’s emotion—or offer both designs.

	Variances in list criteria:  Utilize modeled data or simple 
business rules.

	Offer vs. no offer:  Offer a premium for opening an account—
or just tout the many benefits of your financial institution.

	What geographic area you’ll target—and what demographics 
you’ll focus on.

What the expectations are for your campaign

Once your program has been launched, it’s time for the analysis.  
When providing program results, WordCom will:

• Analyze the effort made at program outset (with respect to 
planning)

• Provide evidence of your program’s successes using your 
selected key performance indicators

• Demonstrate how your tests fared, providing lifts of “test” value 
versus “control” value

• Determine if differences in tests are statistically significant

The best marketing programs start with a great plan—and end 
with an in-depth analysis that both measures the results of the 
program you just conducted and provides statistics that give you a 
road map for future marketing success. 

INTELLIGENCE 
CORNER

What’s a Lift?
A “lift” is the measure of performance of a particular key 

performance indicator when compared to a random group.  
It calculates the ratio of target response divided by random 
group response. Corresponding lifts can help to define which 
data elements may have a significant impact on response if 
altered (for future campaigns).  It can also help determine 
where returns begin to diminish and where the cost per 
account passes the average.

For financial institutions looking to design a 
marketing program, the proper planning can help 
drive success for current and future campaigns.

CORY LEIPHART 
AVP
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Visit us at the WordCom Booth  #314
at the Financial Brand 
Forum in Las Vegas 
April 15 -17!

THE FINANCIAL BRAND
APRIL 15-17, 2019 | LAS  VEGAS

FORUM


