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INTELLIGENT  
TARGET MARKETING

THE INSIDERS' NE WSLET TER FROM

This program will tell you every 
week which of your customers and/
or prospects listed their home for sale 
the previous week.  The program is 
trigger-based, which means you are 4-5 
steps ahead of your competition, and 
that will lead to more mortgage loan 
opportunities.

The Pre-Mover Mortgage Trigger 
Program enables you to:

• Reach customers and prospects when 
they list their home for sale.

• Communicate with 100% of the 
pre-mover audience by sending a 
mortgage loan message early in the 
process.

• Help improve your mortgage 
retention/acquisition results with 
“proven” leads from WordCom.

Keys to a Successful  
Pre-Mover Program

• Product and Offer:  Lead with 
the mortgage product that has 
the most competitive rate. 

• Data:  Get access to the most 
current data collected from 
multiple sources with a 96% 
accuracy rate.  Receive timely 
communications and updates on 
all recent home listings. 

• Speed to Mailbox:  When 
communicating to current 
customers, the most effective 
approach may be to lead with an 
email or phone call and follow 
up with direct mail. 

Pre-Mover Mortgage Trigger Program:  
Outstanding Results at a Low Cost
If you’re looking to write more mortgage loans, WordCom can tell you 
every existing customer and true prospect who put their home up for sale 
last week.  How?  With its Pre-Mover Mortgage Trigger Program. 
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SEAN MULVANEY, 
Chief Strategy  

Officer

Direct mail campaign to 16,795 existing 
prospects in legacy and emerging 
markets (with a cost of $51,061)

Opened 206 mortgage 
loans totaling $43,049,861

This equated to a 1.23% close rate 
for this campaign, with a cost of 
$248 per mortgage closed

The results are real:

When you use WordCom’s Pre-Mover 
Mortgage Trigger Program, you can 
monitor your current customers and 
prospects so your financial institution 
can be the first one to reach out to 
them.  That will help make you top of 
mind when they are ready to apply for a 
mortgage. 

Here’s what one satisfied WordCom 
client shared about their experience with 
this program:

“We tested the WordCom Pre-Mover 
Mortgage Trigger program for eight 
months and the results were excellent.  We 
had previously used a credit ping alert 
program and were not happy with the 
results.  Great decision to move to the 
WordCom program and we continued to 
use it after the test period ended.”

C ASE STUDY
$40B Financial Institution in Midwest & South
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Take Advantage of Competitor’s Branch 
Closing with a Market Disruption Campaign

Another branch closing or changing names gives a 
great opportunity to increase brand awareness during this 
disruption in the market.  WordCom uses analytics to focus 
your efforts on the areas with the highest propensity to 
be customers of this competitor and provide the products 
they are most likely to need. 

We have a multiple step process to research, target, 
acquire, and then evaluate the results.  First, we analyze 
the competitor’s branch to find customers by distance, 
drivetime, and with larger banks, the likelihood residents 
in the area are customers.  We then overlay the closest 
branches of our client to find our “focus area” for new 
account acquisition.  Once the area is identified, we then 
add another layer of analytics to find the products that will 
best fit the needs of the targeted prospects and create a 
marketing promotion based on those needs.

Opening and promoting a new branch is always a 
great way to boost awareness in the community, 
but why not also take advantage when a 
competitor is acquired or closing a branch? 

ADRIAN PHILLIPS, 
Customer Insights

Holiday Promotional Campaigns: Are They Worth Doing? 
Ways to Maximize Your Message!

Skip-a-Payment 
This popular program gives consumers the opportunity 

to have extra cash available during the holidays.  It allows 
good customers to skip an upcoming loan payment—for 
example, in December or January—at a time when many 
household budgets are challenged.  The market will 
typically absorb a fee of at least $35 for this privilege, so this 
program can be a meaningful source of income. 

Lines and Loans – for those unforeseen  
and known expenses

Who hasn’t overspent during the holiday season?  The 
best way to borrow could be right under the roof of your 
existing customers’ homes.  By using their home’s equity, 

consumers can borrow at rates that are generally lower than 
any other finance options.  

Limited-time credit card special offers 
Rewards programs are extremely popular, so that’s why 

many financial institutions run credit card specials during 
the holiday season!  In addition to points, cardholders can 
enjoy enhanced benefits, such as car rental coverage, travel 
accident coverage, and trip cancellation coverage.  Offers 
may include a short-term 0.00% introductory APR and/or 
perks for using the card, such as a cash bonus for purchases 
made within a specific window of time. 

Best customer message
The top 10% of your financial institution’s customer base 

most likely represents about 70% of your profit dollars.  
Sending a thank you card during the holiday season 
tells these valued customers how much their business is 
appreciated. 

TIM BERGER
Senior Vice President

Marketing opportunities abound during the holidays.  Here are just 
a few programs that can help you engage customers and attract 
new ones during this busy time of year:

We most recently tracked a Market Disruption 
mailing in September and results showed 84% of the 
new accounts coming from the focus area based on 
our multi-step analytics process.  In addition to these 
great results, we were also able to save marketing 
dollars by using this very targeted approach.  
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2019 has been a year of change and growth for WordCom 
as we’ve pushed our boundaries to new limits.  Many of 
you have run our multi-channel campaigns in digital, social, 
direct mail and email, and you’ve heard our tracking results 
and recommendations to customize data to your specific 
needs.  

As we enter 2020, I’d like to thank our wonderful clients.  
Without you, there would be no WordCom!  The opportunity 
to work with each of you to tailor projects and solutions to 
your unique needs has been an enjoyable challenge and 
the results have been fantastic.  You’ve pushed us for more, 
and together we’ve gathered some valuable insights.  Your 
success is our success, because we look at our clients as true 
partners.

Next, I’d like to thank the team at WordCom.  It’s the 
people who make a company and we have some of the 
most dedicated and experienced people in the industry!  
The WordCom team, as our clients know, builds bonds and 
relationships with everyone we work with.  I believe it’s 
these relationships that make our company both different 
and exceptional. 

We look toward 2020 with excitement as we’ve added 
new campaign solutions, expanded our marketing 
channels, and have new tools for further data refinement.  
We not only set the bar higher, but plan to beat the 
ambitious goals we’ve set. 

Some things to look for in 2020 include: additional 
MicroModeling refinements to provide more targeted data, 
insightful tracking reports and recommendations delivered 
online and on-demand, and digital and social marketing 
that works in tandem with your direct mail. 

President’s Message  January 2020
CHRIS WACHTEL 

CEO

Thank you for your business and here’s to a successful 2020 for us all!  — Chris

HARRY
SHANNON

GERRY

ADRIAN

SEAN

TIM

MELANIE

ANN
CORY
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Mortgage Acquisition: Targeting for Refinancing

After the great recession, many households took advantage of the lower 
interest rate trend by refinancing their existing mortgage.  Financial 
institutions capitalized on the environment and added staff to mortgage 
departments while ratcheting up marketing efforts.  The result was a 
surge of refinancing lasting into 2014.  Higher rates eventually cooled the 
market and many institutions reduced resources allocated to refinancing.

This data is derived from mortgage/tax/deed 
information supplied by the county of residence.  The 
availability of the data depends on the county.  The data is 
often manual with respect to its collection and dependent 
on the county.

Financial institutions can use the targeted list 
information to communicate with prospects via direct 
mail.  A recommended mailing package is an oversize 
postcard which allows for more marketing copy ‘real 
estate’  and also gives a bigger presence in the mailbox.  
Multiple mailings are recommended for frequency of 
message benefits.

The mailing program should include a response analysis 
to determine the results of the program.  New mortgage 
accounts can be matched to the mailing file.  Balances and 
estimated revenue can be used to understand the ROI.  
It is also recommended that applications in process be 
included as mortgage opportunities knowing that many 
mortgages can take months to close.

Mortgage refinancing can be an incremental source of 
product revenue for institutions going forward.  Effective 
target marketing will boost the potential for mortgage 
accounts.  

HARRY WALTMAN 
Vice President

Changing Interest Rate Environment
However, recently there has been an increase in refi 

activity.  As the Federal Reserve moved during 2019 to 
lower interest rates, mortgage rates also declined.  As 
a result, opportunities opened for homeowners who 
had failed to refinance previously and households who 
had opened a mortgage during the period of higher 
rates.  While interest rate fluctuation will always be the 
determinant of mortgage refi volume, as we approach the 
end of 2019 and beginning of 2020, more households may 
look to refinance their existing mortgage. 

Refinancing enables homeowners to lock in a lower rate 
and reduce monthly payments.  Some may opt to shorten 
the loan’s term from 30 to 15 years.  Others may convert an 
adjustable rate mortgage to a fixed rate.  Others still will 
elect to take equity out of their homes for a large purchase 
or debt consolidation.  The key variable is the interest rate 
on the existing mortgage.  If a significant savings can be 
realized after closing costs by reducing the interest rate, 
many will be motivated to refinance.

Targeting Prospect Households
Institutions can target households by understanding 

the interest rate on their existing mortgage.  Prospect lists 
can be obtained where an interest rate ‘bar’ can be set 
and any household with an existing rate at or higher than 
a specified rate can be selected.  For example, if 4.75% is 
specified, any households with 4.75% or higher can be 
targeted.
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At WordCom, we believe that leveraging data efficiently 
can be as easy as 1-2-3:

1)  Make a Plan
2)  Evaluate the Results
3) Develop a Plan for a Subsequent Campaign

1 Make A Plan
Your first step should be to set a clearly identifiable goal 

for measuring the success of your campaign.  For example,  
your goal may include:

• Bringing in a certain number of new 
relationships

• Opening a certain number of new 
accounts

• Achieving a certain response 
rate (i.e., openings of the 
solicited product)

• Driving a certain number of 
balances

• Achieving a positive ROI in a 
specified amount of time

Next, make sure that ample data 
is included in your selection strategy, 
enabling you to make the proper analysis 
once your campaign is completed.  Examples 
of this would include:

• Distance from branch of records selected

• Demographic criteria, such as:

» Age
» Income 
» Net worth
» Presence of children
» Creditworthiness
The last step includes developing a test to confirm your 

mailing’s success, provide you with confirmation, or dispute 
your plan for a subsequent campaign.  You may wish to test:

• Your selection criteria/model against separate criteria or 
the absence of a model

• Creative – i.e., which package/design outperformed

• Your offer – which cash incentive, rate, gift might work 
best moving forward

• Mail/no mail control

Making Data-Backed Decisions for your 
Marketing Campaigns
Data is one of your most valuable tools when it comes to a marketing 
campaign—but only when you use it effectively.  

2 Evaluate the Results
When it’s time to evaluate your results, you may wish to 

consider whether you met, exceeded, or fell short of your 
goal(s), and how your test fared.  For example:

• Did your primary selection option outperform the test 
group?

• Are the results statistically significant?

• Which key metrics stand out through analysis? For example:

» Was the correct geographic area targeted (success in 
targeting near branch, or are there other communities 

further away that should be included)?
» Did certain markets outperform others? 

» What was the distribution of accounts 
opened for the product offered (e.g., if selling 
Premium Checking, was the primary checking 
account opened)?
» Do the demographic components show a 
trend in product purchase?  
» Did the balances align with your program’s 

goals vis-à-vis current average balances?
» Did account openings come from those 

segments (millennials, families, etc.) your financial 
institution wished to target?

» Is this the type of customer that you were interested in 
attracting?

Finally, you should determine if the program was a success 
as developed, or whether refinements are needed for future 
campaigns.

3  Develop a Plan for a Subsequent 
Campaign

When developing your plan for a subsequent campaign, you 
may wish to stick with what you’ve identified as the successful 
components from your earlier campaigns.  Then, you may wish to:

• Adjust target segments, based upon findings from analysis—
to drive openings from optimal customer persona 

• Conduct new tests to help further validate your results.

Finally, it’s time to relaunch.  Or, as the bottle says, “Lather, 
rinse, repeat…”

Cory Leiphart 
AVP, Analytics & 

Data Services

3

2
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Here are all the ways your institution can stay “top of 
mind” with the product offer in conjunction with your 
direct mail program:

SocialMatch
Enables financial institutions to match their mailing 

list with their recipients’ Facebook and Instagram user 
accounts. With SocialMatch, the target market will not 
only receive the mailing, but they will be delivered the 
same message on their social feeds, even before they 
visit your website.

Informed Delivery®
With Informed Delivery® integration, the mailing piece 

is accompanied by a full-color, clickable ad within the 
grayscale email preview sent by the USPS to individuals 
who have elected this service. With this service, your 
financial institution can geographically track where 
Informed Delivery® emails have been opened!

Google Network and Online Follow-Up
If an individual leaves your website without taking 

action, your ads will show up throughout the Google 
Network, directing the recipient back to your website.

Social Media Follow-Up
You can keep your follow-up ads in front of prospects, 

even when they’re scrolling through their newsfeed on 
Facebook and Instagram.

ADRIAN PHILLIPS, 
Customer Insights

The Proof is in the Results: Digital Connect Makes 
a Real Difference in Direct Mail Campaigns

But here’s some news you may not have heard:  Earlier 
this year, WordCom conducted beta testing that confirmed 
the value of Digital Connect.  The results are impressive:

• There was a 33.3% lift (over the control group) when 
Digital Connect was used.

• There was an average of 7.6 impressions per household* 
(whereas previously, a direct mail campaign would only 
have 1).

• Informed Delivery® had the highest click-through rate.

• The largest lift recorded was with true prospects, but 
targeted customers also showed a lift.

• The average checking account balance of true prospects 
who converted to customers was almost $500 higher 
than the average checking account balance of the 
control group members.

• There were over 1 million total digital impressions for 
the targeted group of 157,000.

These results show that adding Digital Connect greatly 
increases the impressions and frequency of message—and 
ultimately increases the overall response rate.

The 1,038,634 digital impressions represent an average of 7.6 impressions 
per targeted household.  Tracking from the campaign showed a total of 
1,362 clicks immediately taking prospects to the landing page.

Digital Impressions and Clicks

You may already know about WordCom’s Digital Connect product—a marketing-based 
solution designed to seamlessly track the effectiveness of a direct mail campaign, while 
enhancing results through the integration of digital platforms like Google, Facebook, 
and Instagram.

*  157,414 households, direct mail impressions of 157,414, 
digital impressions of 1,038,634, total impressions of 
1,196,048
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WordCom has a small but well-
equipped production department.  Our 
digital printers are able to print large-
format jobs on paper as large as 13" x 
19", giving us the ability to produce a 
variety of print projects.  We are also able 
to print on various paper weights and 
finishes for any type of project you can 
dream up:  lightweight uncoated stock 
for standard letters, or lightweight gloss 

data files are combined with the artwork 
and distributed internally for review.  We 
have QC checks in place along the way 
to check data as well as artwork and 
print quality.  Printed pieces are also 
periodically checked during production 
for consistent quality.  The printed job 
is then sent to mailshop, where letters 
get folded and put into envelopes, and 
postcards and other large-format jobs are 
trimmed down for mailing.

Though a lot of our clients’ artwork 
comes to us ready to print, we do have in-
house design capabilities and the ability 
to assist in artwork creation if needed/
desired.  From design creation to printed 
mail pieces, WordCom’s fully equipped 
production department is here to help 
you with your direct mailing needs. 

C
R

EA
T

IV
E

BRIE KRAMER
Production Coordinator

GERRY D’AGOSTINO  
Vice President

If you’re still planning and setting your 
2020 goals, WordCom can help.  With our 
innovative ideas, collaborative teamwork, 
and strategic customer alignments, our 
goal is to help you meet—or possibly 
exceed—your goals.

Our success lies in our customized 
programs and marketing campaigns. 

Understanding YOUR 
Process and Goals

We start by learning what 
goals have been set (types of accounts 
and dollars that need to be focused on, 
new accounts versus cross-selling, etc.).  
We get both teams together and gather 
input, direction, and an understanding of 
your goals and priorities.

The Planning Timeline
 Next, we’ll offer you a 

customized strategic plan and campaign 
proposal based on your input.  It’s 
essentially a road map of marketing 
campaigns with customized data and 
deliverables that appear at just the right 
time to keep your financial institution top 
of mind with customers and prospects. 

Approval of Your 
Customized Proposal 
and Marketing Plan

Next, you’ll have a yearlong marketing 
calendar to review and approve.  You 
simply choose to implement as many 
of the campaigns as you like.  You’ll 
sign the proposal and approve the 

corresponding budgets, and we will take 
care of everything from coordinating the 
drops to data selection and results.  Your 
turnkey marketing programs will keep 
you in front of prospects all year. 

Refining the  
Programs

 We will track ALL of your 
programs and share results, including 
recommendations for program 
refinements that will help you get the 
most from your marketing dollars.

There’s still time to talk to WordCom 
about getting a customized marketing 
proposal for 2020.  We’d love to partner 
with you!

WordCom — Your Partner For Strategic Planning 
and Campaign Deliverables

WordCom’s Production 
on Premises

STEP

1

STEP

2

STEP

3

STEP

4

CORNER

to give your piece a little more impact, 
as well as heavier glossy stocks for 
postcards and self-mailers.  Paper stock 
can make a huge difference between 
being “just another piece of mail” and 
really standing out. 

A lot happens in the production 
process.  First, artwork files are set up 
with the proper variable data fields and 
made completely print-ready, and then 
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