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INTELLIGENT  
TARGET MARKETING

THE INSIDERS' NE WSLET TER FROM

The concept of cross-selling 
existing customers at its core 
is the implementation of a 
repetitive communication 
program where customers 
receive periodic messages from 
the bank offering different 
products and services.  Many 
institutions rely on a matrix 
mailing program whereby 
cross-sell offers are made via 
traditional mail.  The offers 
should be targeted and 
delivered at multiple touch 
points over time to enhance 
frequency of message.  
Targeting can involve 
approaches from business rules 
selections to sophisticated customer 
product profiles, which allow the offer of 
the customer’s next-most-likely product 
purchase.  Many programs will establish 
distinct product and service segments 
and customers will be selected for the 
offer they are most likely to respond to.  
Cross-sell offers should be aligned with 

Targeted Cross-Sell Programs 
Cross-selling products and services to existing customers is a proven 
approach to increasing products and services per household.  Through 
deepening relationships and share of wallet, marketers can impact account 
openings, balances, customer retention, and bank profitability while 
putting marketing efforts on "auto pilot."
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the strategic goals of the institution.  
Program execution can be structured 
to automatically generate letter offers 
at specific time intervals.  This allows 
for marketing automation of cross-sell 
offers and the understanding that the 
institution is continuously connecting 
with customers.

HARRY WALTMAN 
Vice President

Targeting of offers for 
specific products to customers 
most likely to respond is 
accomplished by customer 
product profiling.  Simply put, 
a profile of existing customers 
with a specific product is built 
and other customers with 
similar profiles but without 
the product would receive the 
targeted offer.  WordCom’s 
proprietary modeling process, 
known as MicroModeling, 
builds a profile of these 
customers by appending over 
one thousand demographic, 
behavioral, and lifestyle 
attributes.  This process uses 

key differences to gauge what makes 
the target customers unique.  Once the 
model is trained and verified, it is used 
to score households within the existing 
customer file.  The model then rank-
orders records based on resemblance 
and likelihood of responding to a 

Continued on page 2
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Looking for a New Customer Acquisition Strategy? 
Check Out WordCom’s Market Disruption 
Campaigns

Market Disruption –  
What is it?

There were more than 1,200 branch 
closures in 2019, and that number does 
not include relocations or name changes 
due to a merger.  These changes 
“disrupt” the normal banking behavior 
of customers and create an opportunity 
for you to introduce your financial 
institution to these prospects.  There 
are many digital banking options for 
consumers, but most still prefer a bank 
that is local to where they live/work.

Waiting Game, No More –  
WordCom is Proactive

The days of waiting until news is 
delivered by word of mouth about a 
competitor’s branch closing are over.  
WordCom actively monitors branch 
closures in the marketing footprint of 
our clients.  We are able to collect and 
evaluate this information months in 
advance.

ADRIAN PHILLIPS, 
Customer Insights

marketing campaign.  MicroModeling also determines 
what portion of the customer file appears very unlikely to 
respond to a given product or service.  This modeling can 
be further enhanced by appending specific demographic, 
affluency, and credit risk data to the household records.

It is recommended that a multi-offer segment program 
use all communication channels available.  While the 
mailing may be a centerpiece of the program, email should 
be used in tandem with the letters, reinforcing the offer 
before and after the mail is received.  Likewise, digital 
marketing involving social match to accounts and social 
media follow-up can keep the cross-sell offer in front of 
customers.

Understanding the results of a cross-sell effort is 
important not only for evaluating the organizational 
impact of the mailings, but also to make program 
adjustments in order to improve results.  Direct responses 
(the customer opens the product or service offered) are 
critical, as well as purchase responses (the customer 
opens a product or service other than the one offered).  
Understanding open rates, balances generated, and the 
ROMI based on revenue spread data will help assess the 
profitability of the program.  Segment offers and selection 
criteria can be adjusted according to the tracking results on 
an ongoing basis. 

Bank marketers looking for a way to increase products 
and services per household while driving customer 
retention and profitability can accomplish both objectives 
with a robust cross-sell program.

Targeted Cross-Sell Programs
Continued from page 1

Competitor is Closing a 
Branch – Now What?

The first step after identifying the 
location opportunity is to identify 
potential prospects and the products 
they are most likely interested in 
adding to their financial wallet.  
WordCom completes a full analysis 
and cross-references with our client’s 
data to find the best opportunity for 
customer acquisition campaigns.

Execution and 
Tracking

Once the opportunity has 
been identified, WordCom 
works with our clients to 
execute a multi-channel 
campaign focused on the 
disruption area.  The campaign 
is then tracked and evaluated 
to measure overall success of 
the strategy.

Successful Results
Every campaign and branch closure 

situation will have different variables, 
but the combination of timing (being 
out in front of a branch closure) along 
with the market analysis has been a 
successful combination for our clients.  
With many more branch closures 
coming in 2020, we look forward to 
talking with you about our disruption 
in the market strategy.
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Executing and managing smart email 
campaigns can consume considerable 
time and resources.  But when you 
consider its functionality and ROI, 
deferring an email campaign due to 
lack of resources can be a strategic and 
tactical error.

Modern financial email is designed 
to work strategically, both on its own 
and in concert with other channels.  
So, why not include it as part of other 
campaigns?  Some common reasons 
include timing, lack of confidence in 
the email list/data, inability 
to convert print design 
to email-friendly formats, 
or simply insufficient 
resources and experience.  

How to “Level-Up”
An email program that 

consists of a monthly 
newsletter and a few 
announcements is very 
manageable.  A more 
sophisticated program 
would integrate your 
strategic goals, customer 
data, and lines of business, 
along with all email touchpoints.  
Without experience and support, that 
commitment can quickly overwhelm 
both your platforms and your team.

Email agencies have been around 
since the integration of email.  Just 
as you wouldn’t engage a marketing 
partner without solid banking 
experience, the same applies 
to your email list and customer 
communications. 

Benefits of a Financial  
Email Agency

• Having access to specialized data 
and production tools to create 
engaging, highly personalized 
campaigns and customer journeys.

• Experience, expertise and proven 
best practices that avoid critical 
mistakes while shortening time-to-
results.

• Peer performance benchmarks 
specific to financial institutions for 
insight and actionability.

• No waiting! You never have to worry 
about limited resources when you 
need it. Your agency can handle any 
overflow, and requires no training / 
retraining if someone on the team 
leaves.

• Be able to maintain a reliable email 
system-of-record and integrate 
securely with your internal data 
systems.

• Understand your marketing 
calendar/planner, so regular calls and 
meetings are in order.

• Adhere to branding and messaging 
guidelines, as well as regulatory 
guidance.

• Support multiple lines-of-business 
(lending, retail, wealth management, 
etc.).

•  Be able to support 
every aspect of email-
related communications, 
including onboarding, 
surveys, operational (non-
marketing) messages and 
email / opt-out preferences. 

Having a financial email 
partner means expanded 
bandwidth for your 
marketing team, and a path 
to a top performer program 
that supports your entire 
marketing strategy. Why wait?

Ray Parenteau is founder and president 
of ClickRSVP, which is celebrating its 
20th year delivering email solutions to 
financial institutions nationwide. As 
an industry leader, Ray has presented 
at numerous conferences and, with a 
talented team, has developed a proven, 
best-practice approach to financial email. 

Don’t Wait to Get the Most of Your Email Program

RAY PARENTEAU 
President, ClickRSVP

• It’s cost-effective and budget 
friendly. 

Working with Your  
Email Agency

As with any agency relationship, it’s 
important to bring your email partner 
under the strategy tent. Because email 
can be effective and supportive in so 
many instances, understanding the 
broader objectives will yield better 
results. Your email agency should:

• Meet your data security and vendor 
management requirements.

• Be able and willing to work with 
your other marketing partners 
(social, digital, direct mail).

Executing and managing smart email campaigns can consume 
considerable time and resources.  But when you consider its functionality 
and ROI, deferring an email campaign due to lack of resources can be a 
strategic and tactical error.
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Making the Most of Your HELOC Marketing
Home Equity Lines of Credit (HELOCs) are still a popular loan product.  
Discover new ways to market them and promote their use.

3 Utilize a distance study
A distance study, in tandem with the equity customer 

data you’ve identified, can help you determine the 
primary footprint for your marketing program.  Keep in 
mind that your distance can be greater than it would be 
for checking acquisition because this is a product that 
customers only need to visit the branch for once.  So, 
you may wish to consider extending your footprint out 
5 miles from each branch location.

If you are looking to 
target a large audience, 
you may want to only 
append a homeowner 
flag, so you can “talk to 
everyone.”  If individuals 
cannot get approved 
because of poor credit, 
you may want to have 
a conversation with 
them about other loan 
options to increase 
their credit score—or 
tell them what they 
may need to do to be 
approved for the HELOC.  

Getting customers to use their HELOC
After you finish your HELOC campaign, setting up 

an equity activation campaign can help you get your 
new HELOC account holders to actually use their line of 
credit.  You can do this easily by sending out monthly or 
bi-monthly communications to those customers who 
have at least 50% of their line amount available to them.  
Remind them of the various ways they can use it so they 
can take advantage of the funds that are literally at their 
fingertips.

HELOCs continue to be one of the most popular loan 
products in the marketplace today—and for financial 
institutions, they can be good for the bottom line, due 
to the low cost of the funds.  Their use is projected to 
grow this year:  a Mortgage Bankers Association survey 
conducted in 2019 indicated that HELOC originations were 
expected to grow by 3.4% in 2020.1

Despite the fact that interest paid on a HELOC now is 
not universally deductible for federal income tax purposes, 
these lines are still popular—in part, due to their flexibility.  
Consumers can—and 
do—use them to fund 
home improvements, 
weddings, college tuition, 
vacations, and much more.

Information is 
power… use the right 
data to help your 
marketing plan succeed.

Taking these three steps 
can help you develop 
a successful HELOC 
marketing strategy:

1 Refine the audience 
To identify an optimal audience for your marketing 

purposes, you may wish to:

• Use Purchase Power, which is a risk proxy that utilizes 
summarized credit data to predict the likely credit risk 
for individuals in a small geographic area

• Identify people who are homeowners and are likely to 
have equity in their home

2 Refine the data
You can refine your equity data by selecting from over 

1,000 demographic, behavioral, and lifestyle attributes, 
such as purchase price/date, mortgage amount, loan-to-
value ratio, and home value.

TIM BERGER
Senior Vice President 

Sales/Marketing

1 Source: https://www.mba.org/2019-press-releases/september/mba-
inaugural-study-modest-growth-anticipated-in-home-equity-lending
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Welcome to the Bank
The first communication should be a letter sent to 

the soon-to-be-acquired customers as soon as possible 
after the merger is announced, welcoming them to the 
bank.  It’s crucial this happens immediately following the 
announcement to avoid rumors and negative publicity. 

The letter would come from the CEOs of both banks, and 
would reassure customers that the merger process will be 
smooth and they will benefit through enhanced service 
offerings, more branches, etc.  They would be told they’ll 
be getting specific information about their accounts as the 
transition progresses.

Frequently Asked Questions
If timing permits, another jointly signed letter could be 

sent about 6-8 weeks later.  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?” 
would be included in the package.  This would take some of 
the pressure off branch/call center staff.

The Conversion Mailing
Once the conversion date is finalized, the major 

communication mailing would be scheduled to be received 
by customers 30 days prior to the big day.  Each customer 
would have their accounts listed to include the current 
product name along with the new “post-conversion” name.  
If the account numbers are changing, the old and new 
numbers would be listed as well.  

Merger Communications: 
Make a Good First Impression

A Product Conversion Guide would be included with this 
mailing.  This catalog provides the opportunity for the acquiring 
bank to present its brand and its products.  Laid out with eye-
catching graphics, the Guide must have enough “production 
value” to make it worthy of being kept as a resource for new 
customers and a sales tool for employees. 

The Data is Key
Data 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 name/address info are combined into one letter 
to eliminate duplicate packages.  

Knowledgeable people from both banks need to review the 
data to verify its accuracy before the letters are produced.  Once 
confirmation is received, a sampling of records is printed out to 
make sure the account information is appearing properly.

During the package assembly, all materials should be verified 
as being properly inserted.  If consumer and business accounts 
have different disclosure materials, it should be confirmed that 
customers are receiving the correct legal documents.

The Goal?  No Calls.
If customers are properly—and accurately—communicated 

to with all the details and information they will need, they 
will be less likely to call with questions about the merger. 
And making these new customers feel comfortable with the 
conversion process is the best way to preserve the value of the 
acquired franchise.

MELANIE TRACY
AVP, Project  

Management

When two financial institutions come together through a merger or 
acquisition, every element of every communication must positively reflect the 
image and branding of the organization.  Proper planning and execution are 
critical to achieving the goal of making a good first impression.
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• Ensuring “speed to mailbox” because 
acting fast is vital

How to improve your 
program

The move types included on the 
mailing list, in order of how they 
typically respond, are:

• Into market – moved from out of state

• Other – moved from one branch to 
another

• Unknown – estimated 40% unable to 
be identified based on their previous 
location

• Same – moved within the same 
branch footprint

Analyzing how these move types 
are performing and making changes 

Take Another Look at Your New Mover Program

Discover how enhancing your 
new mover program can boost 
your bottom line

If you’ve already launched a new mover 
program, you may feel that you’re in a 
good place to capture new business from 
individuals who are on the move.  But 
there may still be things you can do to 
make your program even better—and 
more profitable.

The key ingredients for  
a successful program

The most crucial components of any 
new mover program are:

• Having a competitive offer 

• Working with a multi-sourced data 
aggregator 

Taking a fresh look at your new mover program 
may reveal ways to enhance its effectiveness.SEAN MULVANEY, 

Chief Strategy  
Officer

When it comes to enhancing 
new mover programs, we make 
recommendations based on 
each client’s data.  We’ll work 
with clients to help them refine 
results and save money.  We 
are always looking for ways to 
improve the process and the 
results—and help financial 
institutions make educated 
decisions with their marketing 
dollars.

accordingly can provide you with 
better results.  For example, one 
financial institution’s program initially 
had a 1.10% response rate.  After 
we eliminated the “same” group 
and reduced the target radius from 
5 miles to 3, their response rate 
jumped to 1.40%.

New Mover Program

Where To Find Us!
➤ NEFMA Spring Conference | March 19-20 | Worcester, MA

➤  Financial Brand Forum | April 27 – 29 |  
Las Vegas | Booth 163

      Webinar
Proposed Date:  March 27, 2020 – April 17th
Topic:  Customer Acquisition Success Stories and Results
Can’t make the live webinar?  Watch online at wordcom-inc.com

Move Type Mailed Mail Cost Response 
Openings

Response 
Rate

Response 
Balance

Response  
Cost per Acct

OUTSIDE 67,354 $66,336 1,157 1.72% $3,388,785 $144.33

UNKNOWN 103,296 $102,883 1,202 1.16% $11,306,947 $172.59

OTHER BRANCH 38,224 $37,594 561 1.47% $4,648,000 $154.01

GRAND TOTAL 208,874 $206,814 2,920 1.40% $19,343,732 $157.83
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Disruption in the 
Market Strategy
Take Advantage of Changes  

in Your Market

Did you know... in 2019 there 
were more than 1,200 branch 
closures?

WordCom’s Disruptor Program is proactive and will alert 
you when opportunities are coming. There could be several 
reasons for change in the market, and this program will 
notify you months ahead of time so that you can plan your 
communication strategy. Many times, these opportunities 
need to be acted on quickly or the opportunity is missed.  
Market disruption is the best time to put your financial 
institution’s name in front of these potential customers and 
provide options in a time of uncertainty. There may be other 
digital options for consumers to stay with an institution that is 
closing a branch, but many still prefer a bank that is “local” 
to where they live or work. 

WORDCOM’S DISRUPTOR COMMUNICATION MAILING 
WAS CREATED FOR: 

• Relocations
• Name Changes
• Closings
• Mergers & Aquisitions

WE WILL PROVIDE: 

• Timely information so you’ll be the first to know when a 
disruption is coming to your area.

• Maps of where your new potential customers are 
located in relation to the branches closing, being 
acquired, and/or being moved.

• Business Intelligence on which of your products best 
meets the needs of these prospects.

• Recommendations on how to customize your campaign, 
make it specific for your bank, and assist you with 
gaining new customers.

• Complete multi-channel marketing campaigns (direct 
mail, digital and email)

THE EVIDENCE: EXECUTION AND TRACKING

Once the opportunity has been identified, WordCom works 
with our clients to execute multi-channel campaigns focused 
on the disruption area. The Disruption Campaign is then 
tracked and evaluated to measure overall success of the 
strategy and ROI.

SUCCESSFUL RESULTS

Every campaign and branch closure situation will have 
different variables, but the combination of timing (being out 
in front of a branch closure) along with the market analysis 
has been a successful combination for our clients. Here are 
results from a Disruption Campaign done in 2019:

HERE’S WHAT A SATISFIED CLIENT SHARED: 

“WordCom is constantly looking for ways to help us attract 
new customers. Their “Disruption in the Market” strategy 
has been a huge success and we have plans to do it several 
more times in 2020. WordCom is truly a strategic business 
partner.”  

Your goals are our goals, so please  
contact us today at (800) 822-0622 or  

visit us online at www.wordcom-inc.com

Mailing New Households 
Acquired

Total Deposit 
Balances

Total Loan 
Balances

Cost Per Account 
(All Openings)

Drop 1 152 $708,414 $2,575,429 $139.00

Drop 2 220 $1,215,526 $3,285,671 $87.00

Drop 3 138 $791,902 $1,225,906 $117.00

Grand Total 510 $2,715,842 $7,087,006 $110.43
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