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When we first took on the task of 
developing our core values, we didn’t 
realize we had already encompassed 
them, and just had to put pen to paper.  
Once they were translated to 6 key 
phrases, we were ready to turn them 
loose and consciously live them each 
day.  

Our Core Values as seen by some of 
our Team members:

“It’s very easy to feel 
positive about working 
at WordCom because 
everyone is so transparent 
about how much they 
value and appreciate each 
member of the team.  It’s 
the kind of appreciation 

that breeds genuine positivity, energy, 
and enthusiasm.  Let’s face it—bad stuff 
is going to happen, but you can’t let 
it weigh you down.  Having a positive 
attitude doesn’t mean putting a fake 
smile on and pretending everything is 
perfect all the time.  Being positive just 
means focusing on the good, and there 
really is good all around.” 

~Sharon Krukoff, Office Coordinator

“WordCom’s 
commitment to 
client success is 
unmatched in the 
financial services 
industry.  We prove 
this by requiring no 
contracts, meaning 

our partner FIs get our “A” game EVERY 
single day.  ‘Your success is our success,’ 
and WordCom’s goal is to make our 
clients raving fans by going above and 
beyond expectations.” 
~Sean Mulvaney, Chief Strategy Officer 

“We focus on the end 
goal for all campaigns 
and determine the 
necessary steps to achieve 
that.  However, if an 
obstacle comes up during 
the course of the project, 
we pride ourselves on 

being able to collaborate and problem-
solve as a team.  We are always aiming 
toward a successful project and a happy 
client.  This may mean jumping through 

some hoops now and then to ‘get the job 
done,’ but with this proactive approach 
to problem-solving, our clients are able 
to share positive results within their 
organization and feel confident that 
WordCom had their best interest in 
mind when executing their marketing 
campaign.” 

~Ann Sullivan, Project Manager

“We take ‘Focus on Quality’ 
very seriously.  In each 
department, there is a 
separate Quality Control 
process in place before the 
project moves into the next 
phase.  In my department, 
we have built all of our 

procedures around accuracy and quality 
of data.  In addition to this, we have final 
QC checks that must be completed before 
any data file is released.” 

~Caren Maglio, Data Specialist

WordCom Core Values

STACY MASCHECK 
VP of Finance & HR

We’ve all heard the phrase “your people need to be rowing in the same direction,” 
but actually getting everyone on board can sometimes be the hard part!  Every 
decision we make about personnel, services, support for our clients, and how we 
maintain our highest standard for quality work is driven by our Core Values to 
ensure the boat is going the right way.  

Continued on page 2
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A N N O U N C I N G

“WordCom provides a 
work environment that 
values having fun as 
importantly as other 
client success driven 
standards.  Whether it’s 
a planned company-
wide event or just the 

shared attitude that values a work-life 
balance, having fun is a priority.  (It also 
helps that there are some really funny 
people that work here – none named Tim 
Berger!)” 

~Brian Logan, Data Analyst

Because data intelligence plays such a huge role in 
everything we do here at WordCom, we thought it 
would be a great idea to give you a “behind the scenes” 
look at some of the data tools we use to help you.  In 
future editions of this newsletter, we’re going to have a 
reoccurring column called Data Bytes that will provide 
background on stand-alone data intelligence products 
we offer, as well as the intelligence they utilize to 
make your programs successful.  Below is a starting 
list of what we plan to cover.  If there’s a topic you’re 
particularly interested in or one you would like added, 
just reach out and let us know!

“At WordCom, acting 
with integrity is a major 
tenet of our business.  The 
client’s needs and goals 
are always in the spotlight 
of our efforts and we 
strive to overdeliver on our 

promises while always doing the right  
thing.” 

~Harry Waltman, VP of Sales

Core values aren’t just words 
echoing through our halls, they 
have meaning and are embraced 
and personified throughout the 
company.  We see these core 
values in action every day.  They 
have helped us communicate 
well, work as a team, and stay 
the course through these most 
uncertain times.  

 Retain customers with attrition modeling

 Identify & retain profitable customers 

 Learn more about your customers with data appends

 Life Event triggers

 What product does a customer need next?

 Know when competitor branches are closing

 Cost-effective modeling for checking acquisition

 Customer journey tracking and analysis

 Dashboards for important metrics

 Adding digital ads to direct mail

 Informed delivery and how it boosts response

 Know who went to your website and communicate to them

 Transaction triggers

 Add email addresses and make sure the ones you have are right

 Do your retail customers have a business?

WordCom Core Values, continued from page 1

“ Data 
Bytes”

CHRIS WACHTEL, CEO
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Here’s how it works:

➤ Sent 10 days after the account is 
opened:  Email welcome message.  
This email welcomes your new 
customer to your financial institution.  
If they opened a checking account, 
this communication promotes your 
ancillary services.  If they did not open 
a checking account, it touts your 
checking account offerings.

➤ Sent 30 days after the account is 
opened:  Email “feel good” message.  
This email, which confirms the wisdom 
of their decision to change financial 
institutions, is used to “resell” your 
organization to new customers.

➤ 45 days after the account is 
opened:  We’ll use data append to 
identify your new customer’s  next 
likely product decision.

➤ Sent 60 days after the account is 
opened:  “Take their temperature.”  
Send a communication to gauge how 
your new customer views your financial 
institution.  This “how are we doing?” 
message can be sent in the form of 
a survey via email or as a direct mail 
piece.

Onboarding and Reboarding
Understanding the Difference—and What Each Can Do for You

➤ 75 days after the account is 
opened:  Make an outbound phone 
call to help assess their new customer 
experience.

➤ 90 days after the account is 
opened:  Send a communication to 
target their interest in their next likely 
product purchase (which you identified 
in step #3).  This can be sent via email or 
direct mail.

Dashboard reporting 
makes it easy

Our dashboard reporting capability 
enables you to use emails and direct 
mail to communicate with your new 
customers.

You have the option to put new 
customers into groups, segmenting by 
age, for instance.

How can you use 
Reboarding to 
increase sales?

What is Reboarding?  It involves 
going back two years to identify 
all single-service customers who 
opened an account with your financial 

institution.  The goal of Reboarding is 
to get these individuals engaged so 
they’ll consider opening new accounts 
and/or choosing new banking services.  
Your Reboarding targets:

● If there is no checking relationship, 
your communication promotes your 
checking account options

● If they already have a checking 
account with you, it offers them your 
ancillary services  

Rinse, lather, repeat
Once the initial Reboarding 

communication goes out, we’ll repeat 
the Onboarding process, starting at 
Step 2, with your targeted customers. 

Discover the value 
of these programs

Both Onboarding and Reboarding 
can help to build and strengthen 
your customer relationships.  These 
campaigns show that you care, and 
that the individuals who have put their 
faith in your financial institution aren’t 
just another number.

TIM BERGER
Senior Vice President 

Sales/Marketing

When it comes to welcoming customers to your financial institution, 
Onboarding is a valuable program that enables you to deepen and 
strengthen your new customer relationships.  WordCom’s Onboarding 
90-120 Program is a six-step process that starts 10 days after the 
customer relationship begins, and ends at the 90-day mark.  
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HARRY WALTMAN 
Vice President

Identify and Retain Your Best Customers:
Customer Improvement Program

WordCom’s Customer Improvement Program has four 
objectives:

1. Identify and retain best customers
2. Find customers who are potentially profitable
3. Create targeted messages that speak to each segment
4. Increase overall profitability and retention

Years ago, the “80/20 rule” suggested that 20% of customers 
would account for 80% of an institution’s profit.  Today, analysis 
of institutional data indicates that as little as 10% of customers 
can bring in 120% of profits, and 60% of customers can be 
dragging down earnings.

To maximize profits, it’s clear that focusing marketing 
attention on profitable customers is imperative.  Developing 
initiatives to increase profitability of marginally profitable 
customers is important as well.  Lastly, spending minimal time 
on unprofitable customers will also be beneficial.

WordCom’s Customer Improvement Program uses a 
sophisticated selection process to establish these customer 
segments:

Gold Customers: Highly Profitable (about 10% of customers)

✪ Level 1: Top 1% of all customers

✪ Level 2: Ultra profitable with moderate growth potential

✪ Level 3: Highly profitable with strong growth potential

Silver Customers: Marginally Profitable (about 30% of 
customers)

✦ Level 1: Profitable with growth potential

✦ Level 2: Slightly profitable with growth potential

✦ Level 3: Profitable but no growth potential

Bronze Customers: Not Profitable (about 60% of customers)

☛ Level 1: Unprofitable with growth potential

☛ Level 2: Unprofitable with no growth potential

☛ Level 3: Extremely unprofitable

Depending on the value and potential for the customer 
segments, a total marketing program should be developed.  
Most marketing efforts and dollars should be channeled to 
retain top customers and move those with potential up the 
value chain.  Personal calls/visits can be helpful, along with 
best customer letters/gifts.  However, the goal of growing 
relationships thereby preserving and adding to profitability 

comes with expanding the products and services a 
customer household embraces. 

Cross-Sell Programs –  
Increasing Profitability

Cross-selling products and services to existing 
customers is a proven approach to increasing products 
and services per household.  By deepening relationships 
and share of wallet, marketers can impact account 
openings, balances, and bank profitability.  Targeting 
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 1,000 demographic, behavioral, and 
lifestyle attributes and then gauges what makes the target 
customers unique.  Once the model is verified, it is used 
to score existing customer households and rank-order 
them based on likelihood of responding to a marketing 
campaign.  This modeling can be further enhanced by 
appending specific demographic, affluency, and credit risk 
data to the records.

 Understanding who your most profitable customers 
are—along with those that can be more profitable—is 
important for targeted cross-selling and increasing bank 
profitability as a whole.

Financial institutions work hard and spend significant sums of money to acquire 
and develop customer relationships.  In order to maintain and enhance profitability, 
institutions should be analytical in their understanding of profitable (and 
unprofitable) customers and persistent in their efforts to retain and grow them.
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What are the differences? 
Multi-channel marketing sends 

communications to consumers over 
different channels, such as direct mail, 
email, digital ads, and billboards.

Omni-channel marketing is similar, 
but there’s one big difference—the 
consumer becomes the focus instead of 
the channel.

The table at right outlines the 
differences between the two marketing 
techniques, making it clear why so 
many feel that omni-channel marketing 
is the better approach. 

Multi-Channel Marketing Versus 
Omni-Channel Marketing
Discover the differences—and the difference it can make for your business 

Certain terms are often used interchangeably in marketing, but they don’t always mean the same 
thing.  Take multi-channel marketing and omni-channel marketing, for instance… they sound alike, but 
they’re actually different in many respects.

ADRIAN PHILLIPS 
Client Insights

Multi-channel marketing

♦ Many times, the message is the same, 
but there’s no control over who 
receives the message.

♦ The consumer may receive multiple 
impressions from different channels, 
but is not directly targeted.

♦ Channels are static and independent 
from each other.

♦ Organized around a specific channel.
♦ The goal is to make a single 

impression through the message.

Omni-channel marketing

♦ Focus is on the individual.
♦ Concentrates on delivering an 

integrated multi-channel approach 
for one goal.

♦ All channels work seamlessly 
together.

♦ Organized around the customer and 
the overall customer experience.

♦ Channels communicate with each 
other.

♦ The goal is to make multiple 
impressions to a single consumer.

Contact us today to get started with your customized omni-channel marketing program!

Here are just a few of our omni-channel marketing tools
SocialMatch:  Enables you to match your mailing list with your 
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, your 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.  This service enables your financial institution to geographically 
track where Informed Delivery® emails have been opened.

Social Media Follow-Up:  Allows you to keep your follow-up ads 
in front of prospects, even when they’re scrolling through their 
newsfeed on Facebook and Instagram. 

LeadMatch:  Your financial institution will receive a list of everyone who 
visits your website, along with their specific actions while there.  The 
list not only includes everyone from your mailings, but you’ll also get 
information on unique visitors who may have gone unrecognized until now. 

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.

WordCom has several programs 
that can help you achieve your omni-
channel marking goals, including:

● Informed Delivery

● Direct Mail

● Email

● Social Media Targeting

● Retargeting Digital Ads

● Google Display Network

● Website Lead Generation
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The power of two
You can use WordCom’s LeadMatch 

product to leverage the power of life 
event triggers, enabling you to get the 
most out of your marketing budget, by 
communicating the right message to the 
right individuals at the right time. (Learn 
more about LeadMatch on page 5.)

Life Stage Triggers + LeadMatch
The Right Message at the Right Time

With marketing budgets 
and goals continuing to 

change during today’s global 
pandemic, it is crucial now 
more than ever that marketers 
be smart, targeted, and precise 
as we all try to put our arms around 
“the new normal” in 2020 and quickly 
move toward 2021.

Financial institutions that utilize 
life event triggers can put themselves 
ahead of the game.

What are life event triggers?
Simply put, they are milestones in 

people’s lives—marriage (or divorce), 
the birth of a baby, and the purchase of 
a new home are all life event triggers.  
So is retirement.  These milestones 
actually provide financial institutions 
with valuable marketing opportunities.  
That’s because marketers who engage 
customers and prospects when these 
events are happening increase the 
likelihood that a purchase will be made.

SEAN MULVANEY 
Chief Strategy  

Officer

Identify the “movers  
and shakers” before your 

competition
Looking to identify those who 

are “on the move?”  With WordCom’s 
Pre-Mover Mortgage Trigger 
Program, we can tell you every 
existing customer and true prospect 
who is putting their home up for 
sale.  This could enable you to:

● Reach movers before your 
competitors can

● Offer a mortgage at exactly the 
right time

● Improve your retention with 
current mortgage customers

Contact WordCom to find out 
how you can put the power of 
LeadMatch and the Pre-Mover 
Mortgage Trigger Program to work 
in your life event trigger marketing 
initiatives.

in-person transactions, digital is 
one of the best ways to attract new 
customers. 

● Be innovative – adapt your 
business model to changing 
customer needs  
Today, it’s not just a matter of 
changing how you do business (like 
promoting mobile/online banking 
versus branch visits); it’s also a matter 
of changing the type of business you 
do—and being more creative when 
it comes to marketing.  For example, 
consider offering something 
valuable to attract new customers/
accounts, such as $350 for opening a 
new checking account.

● Consider changing your approach
Remain engaged with your 
community.  You’re all in this 

Acquiring New Customers During Uncertain Times

Changing times demand 
changing approaches 

The world has changed tremendously 
in just the past few months.  For 

many businesses, the key to surviving 
is finding new and different ways of 
doing things.  Here are some ideas 
you may wish to consider as you work 
through the “new normal” that is 2020.

● Use digital channels to attract 
new customers and grow your 
customer base
Operating in the digital world is no 
longer an option, it’s a necessity.  
With so many nowadays avoiding 

together.  Consider putting the most 
emphasis on the value your business 
offers during these uncertain times.  
Doing so could pay dividends for 
years to come.

● Envision what’s next 
No one has a crystal ball, but these 
tips could not only help take you 
through the rest of the year, but well 
into the 2020s:

♦ Be nimble and flexible — change 
happens in an instant! 

♦ Be creative — stand out, 
think outside the box, and be 
innovative!

♦ Communicate and be seen — 
now, more than ever, potential 
customers need to see your 
presence and hear your message!

GERRY D’AGOSTINO  
Vice President
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Attrition Prediction 
Program

Save money by saving  
business you already have.

Did you know it could cost up to five 
times more to bring in a new customer 
than to retain an existing one?

WordCom’s Attrition Prediction Program is designed to predict 
the likelihood that a customer or household will leave within 
the next six months.  This will give your institution the time 
to react with customized communications to those customers 
that will be relevant and timely while showing them you truly 
know who they are.  You then reach out to them through a 
multi-channel marketing campaign including digital, social, 
and direct mail.  Your message will be seen in several places, 
several times! 
 

INTELLIGENCE RIGHT ON TARGET 

With so many data sources in the market today, how do 
you know where to begin?  WordCom has been working 
with data for the financial services industry for over 35 years 
and has cultivated some of the best data available from a 
variety of proven sources.  WordCom collaborates with you 
to understand your goals and then crafts a data plan just for 
you.  You know the data received is up to date and accurate, 
not some off-the-shelf, templated marketing campaign.

DATA POINTS THAT HELP TARGET CUSTOMERS WITH THE 
RIGHT COMMUNICATIONS

• Demographics: age, income, life stage, home ownership, 
and wealth indicators provide a picture of what your 
customers look like 

• Next Most Likely Product: predictive model based on 
demographics and product ownership 

• Attrition Scoring: predictive model to identify customers 
likely to leave so you can communicate before it happens  

• Profitability: identify those customers that are profitable, 
those that are not, and those that have more potential 

The key to running a retention program is to accurately 
identify who may leave.  Because most institutions have 
limited resources, it is also important to identify the best 
customers so efforts can be focused on saving them.  

One of our clients has been running the program for over 
two years.  Looking at the statistics from 2019, 49% of the 
people who left were predicted within the first 3 deciles 
of the model.  Of all the people who left, only 34% had 
balances greater than $500.

HERE’S WHAT OUR CLIENT SHARED: 

“We had our concerns about whether an attrition predictor 
model would actually work, but we knew we absolutely 
needed to address this issue so we took a leap of faith.  We 
are very happy we did because the program has saved 
several of our most profitable customer relationships that 
were identified as “at risk.” You cannot save every profitable 
relationship, but you can save some.” 

Your goals are our goals, so please  
contact us today at (860) 822-0622 or  

visit us online at www.wordcom-inc.com
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