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INTELLIGENT  
TARGET MARKETING

THE INSIDERS' NE WSLET TER FROM

WordCom’s Digital Connect is a marketing-based 
solution that is designed to seamlessly track the 
effectiveness of a financial institution’s direct mail 
campaign—while enhancing results through the 
integration of digital platforms like Google, Facebook, 
and Instagram.

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!

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.

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.  Finally—true attribution 
for a direct mail campaign!

Real-time Dashboards
Track unique visitors, impressions, number of times your 

ad has been clicked, and demographic information on those 
who are engaging with your ads online.

Continued on page 2

Did you know…?
Consumers are more inclined to take action when 
they’ve seen your message on social media before 
receiving your mail.

Repetition is crucial to marketing success—and 
SocialMatch delivers that repetition like never 
before.

Super-Charge Your Direct Mail Campaigns 
with Digital Connect
Now, financial institutions can track the results of direct mail campaigns—
while integrating their marketing with the power of social media. 

ADRIAN PHILLIPS, 
Business Intelligence 

Analyst
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When Life Event Triggers Occur, 
Opportunity Abounds!

Marriage (or divorce), 
the birth of a baby, and 
the purchase of a new 
home are all milestones 
in people’s lives—and for 
financial institutions, these 
life event triggers can put 
the spotlight on valuable 
marketing opportunities.  
That’s because marketers 
who engage customers 
and prospects when these 
events are happening 
increase the likelihood that 
a purchase may be made. 

The role that Lifecycle Marketing plays
Lifecycle Marketing—which means gaining a customer 

for life as the marketer follows them on their life’s 
journey—can open the door to lifelong relationships 
by establishing communication in that first stage of a 
customer’s lifecycle.  Lifecycle Marketing enables you to 

Financial institutions that act quickly when life 
changes happen can gain a marketing edge over the 
competition.

provide your customers 
with offers for products 
and services they want 
and need, at just the right 
time. 

Identify 
customers on 

the move!
With the Pre-Mover 

Mortgage Trigger 
Program, WordCom can 
tell you every existing 
customer and true 
prospect who is putting 

their home up for sale, which enables you to:
• Reach movers before the competition 

• Offer a mortgage at exactly the right time

• Improve your retention prospects with current 
mortgage customers

SEAN MULVANEY, 
Chief Strategy  

Officer

Just the facts!

Super-Charge Your Direct Mail Campaigns with DigitalConnect  Continued from page 1

43% visit social 
media sites multiple 
times per day 
(spending 3-4 hours 
per day on Facebook 
and Instagram alone)

70% of people 
access social media 
daily

84% access 
social media 
via their mobile 
device

65+ The fastest 
growing new profile 
demographic on 
Facebook

75%  On average, the 
total number of visitors who 
visited a bank’s website and 
were matched back to a 
postal address
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Data Intelligence: The Key to a 
Successful Acquisition Program
Whether a financial institution is looking for retail household or 
business acquisition, data intelligence can help them enhance their 
chances for success by zeroing in on their target market. 

TIM BERGER
Senior Vice President

For Retail HH Acquisitions: For Business Acquisitions:

Finding your  
target market:

Attract the right customer who will open 
additional accounts and stay with your 
financial institution.

Target two groups:
(1) retail customers who own a business 
(2)  true business prospects who have no relationship 

with your financial institution

Data/criteria 
to use:

•  Use existing customer data to profile the type 
of customer you want to attract, then add 
over 1,000 demographic, behavioral, and 
lifestyle attributes to refine your audience 
even further.

•  Pinpoint key attributes to find what makes 
your “best” customers unique and score 
prospects on those variables.

•  Use criteria like sales volume, stability of the company, 
number of employees, and distance from branch to 
refine your audience.

•  Suppress specific businesses you wish to exclude, like 
gambling establishments, restaurants, marijuana 
dispensaries, and gentlemen’s clubs.

•  If you are looking to attract deposits, append data that 
targets companies with “liquid cash on hand” that they 
can move quickly if the offer is compelling enough.

Make  
your offer 

attractive:

•  Consumers are always asking, “What’s in it for 
ME?” Switching banks is time consuming, so 
make it worth the effort. 

•  Offer cash incentives, but make them earn 
the money by requiring certain actions, 
like signing up for direct deposit and 
eStatements.

•  Business owners are very busy people, so the offer 
must be worth their time. 

•  Offer cash incentives along with top-of-the-market 
intro rates for money market and CD accounts to 
compel them to move their money to your financial 
institution.

When it comes to acquiring new accounts—both 
at the household and business levels—many financial 
institutions know that frequency of message is one key 
to success, since the maximum shelf life for direct mail 
is only eight weeks.  But when they pair their direct mail 
initiatives with data intelligence, institutions can refine 
their target audience, which will yield better results.  This 
means identifying the right individuals at the household 
level, or those businesses that the financial institution 
both wants to attract and can service effectively.

WordCom has some “top tips” to help marketers get 
the best results when using data intelligence in tandem 
with direct mail:
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Many financial institutions incorporate CRA 
compliance in their marketing strategies.  CRA—which 
encourages banks to extend services and loans to 
qualified low- and moderate-income (LMI) communities 
where they do business—reinforces the expectation 
that financial institutions will serve the needs of their 
respective communities fairly and without bias. 

There are three ways that banks achieve CRA 
compliance in marketing:

1. In Lending
To comply with the CRA, most institutions strive 

to provide loans to low- and moderate-income 
individuals.  Consequently, many institutions formalize 
a strategic CRA plan using targeted advertising/
promotional tactics and measurable goals.  Low-
cost mortgages, equity lines of credit, and home 
improvement loans are the most common services 
offered.  Promoting these lending products to low- and 
moderate-income areas through direct mail provides a 
documented course of action with measurable results.

2. In All Marketing Promotions
Some institutions include CRA-driven targeting as a 

portion of all marketing efforts.  While loan marketing 
is clearly an area for CRA compliance, many include 
targeted LMI areas for deposit acquisition offers like 
checking accounts and CDs. 

Leveraging Marketing for Community 
Reinvestment Act Compliance

Today, many financial institutions find that incorporating Community 
Reinvestment Act (CRA) compliance in their marketing efforts makes 
good business sense. 

3. In Direct Mail
For direct mail efforts, the methodology of compliance includes 

identifying LMI census tracts in areas that are within the bank’s 
branch footprint.  Additional selection filters can be applied to 
these tracts, such as age range and likely homeowner.  Decisions 
can be made about the percentage of a mailing project that is 
required to satisfy CRA compliance.  Ideally, these mailings strive 
to position the offer to households most likely to benefit from the 
product.

The direct mail format most commonly used is a postcard or self-
mailer, which:
• results in cost efficiencies that allow for the largest mailing 

universe possible; and
• can effectively convey a very competitive or special-rate offer, 

providing response lift to the mailing.

It’s key to track the results and measure 
them against your plan goals

The sales tracking window for loan offers generally extends 
for 90 days from the mail drop date, allowing sufficient time for 
applications to be approved and accounts to be opened.  New 
account openings would be matched to the mailing file in order to 
accurately assess the impact of the mailing.

It’s a win/win
Marketing mailing promotions can help banks meet regulatory 

requirements, while also serving as an acquisition vehicle.

HARRY WALTMAN 
Vice President
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Pre-Mover  
Mortgage  

Trigger 
Program

NEED MORE MORTGAGE LOANS? 
WordCom can tell you every existing 
customer and true prospect who put their 
home up for sale last week.

WordCom’s Pre-Mover Mortgage Trigger Program will tell 
you which of your customers are either in the process of 
listing their home on the market or have recently done so. 
Approximately 80% will be applying for a new mortgage 
in the next 30-90 days. The program is trigger-based 
which means you are 4-5 steps ahead of a market alert 
credit ping program. 
 

THIS PROGRAM ALLOWS YOU TO LEVERAGE THE 
FRESHEST DATA TO:  

• Reach customers and prospects well before your 
competitors.

• Communicate with 95% of the pre-mover audience 
with a mortgage loan message at exactly the right 
time.

• Contact current mortgage customers for retention 
opportunities and non-mortgage customers/prospects 
around your branch locations for acquisition. 

KEYS FOR 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, we recommend leading with an email or 
phone call and following up with mail. True prospects 
do not have an email address so they will be mailed 
weekly or biweekly depending on budget and how 
quickly homes are selling in your markets. 

CASE STUDY: 
$6.2 Billion Financial Institution in PA

 

 

 

HERE’S WHAT A SATISFIED CLIENT SHARED: 

“We tested the WordCom Pre-Mover Mortgage 
Trigger program for 8 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.” 
 

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

visit us online at www.wordcom-inc.com

This equated to a 
0.41% close rate 
for this email-only 
program which is 
outstanding

Opened 22 
mortgage loans 
totaling $3,935,800

Email-only campaign 
to 5,368 existing 
customers talking 
about their mortgage 
loan products
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Adrian
Q.   So, tell us a little about you.
A.  I’ve lived in Zionsville, Indiana for 12 
years.  I’m married and have two boys, ages 
10 and 8.  I’ve been in the financial services 
industry for over 20 years and enjoy 
marketing analytics and developing new 
strategies for clients.

Q.  What does a Business Intelligence 
Analyst do exactly & what does that 
mean for our clients?
A.  I research and analyze data before, 
during, and after marketing campaigns.  
The key is taking that data and translating 
it into a story that can give direction 
and insights.  Then comes the fun part: 
developing an effective marketing 
strategy and evaluating the results to 
keep improving the program.  That means 
WordCom clients will have a program 
customized for their unique trends and 
business needs. 
Q.  Where did you go to college to gain 
your analytical skills?
A.  I graduated from Butler University 
majoring in Public Relations and 
Journalism and received my MBA from 
Anderson University.    

Q.  You have 20+ years in the industry.  
What’s the best thing about working 
for WordCom?
A.  Absolutely, the best thing about 
working here at WordCom is the people 
I work with—the WordCom team and 
our clients.  Every day is different; I love 
the challenges those changes bring and 
I find the work very rewarding.  

Q.  During your free time what do you 
enjoy doing? How do you unwind?
A.  I enjoy traveling, running, going to 
sporting events, both the Colts and the 
Butler Bulldogs.  I also enjoy live music, 
spending time with the family, and 
deep-sea fishing.

Q.  What would people be surprised 
to know about you?
A.  I’m the youngest of 7 siblings. 
Also, during my internship at college, 
I worked the pits at the Indy 500 as a 
media relations intern. 

New Faces at WordCom! WordCom welcomed Adrian Phillips as Business Intelligence 
Analyst in January of 2019, and Brianna (Brie) Kramer in March as 
Production Coordinator.  Read on to get to know them better!

Brie
Q.  Tell us something about yourself.
A.  I now live in Marlborough, CT, after 
spending 4 years at school in Boston 
and most of the past winter in England.  
I’m an avid art and nature lover and am 
always looking for projects to combine 
those interests.  I’m recently somewhat 
of a plant collector as well!

Q.  What does a Production 
Coordinator do exactly & tell us about 
your typical day? 
A.  I take care of all jobs that are to be 
printed here at WordCom.  That includes 
setting up documents for variable print, 
printing them, and boxing them up 
for the mailshop phase.  Typically, my 
day involves setting up variable print 
documents, printing, editing artwork 
for outsourced printing, and printer 
maintenance.

Q.  Where did you go to college to gain 
your professional skills?
A.  I went to Massachusetts College of 
Art and Design (MassArt) for graphic 
design.  I interned a couple of places: a 
print shop and a non-profit community 
tech education company where I did 
design for internal projects, including a 
fun calendar sent out to clients and logo 
concepts for virtual reality projects.  I’ve 
also dabbled in freelance design work for 
various small businesses including a hair 
salon and a health food & juicing cafe.

Q.  You’ve been here for several 
months now.  What’s the 
best thing about working for 
WordCom?
A.  Definitely the best thing 
about working here at WordCom 
is the people!  Since day one, 
I’ve felt very welcomed and the 
atmosphere is friendly and relaxed.

Q.  During your free time what do you 
enjoy doing?  How do you unwind?
A.  Visiting out of state friends, giving my 
pets love, and anything outside!

Q.  What would people be surprised to 
know about you?
A.  I’m a huge animal nerd, especially 
about reptiles.  I currently have 2 geckos, 2 
tarantulas, and 5 snakes with plans to breed 
them!  I’m constantly researching about 
animals I want, my current obsession being 
axolotls (aquatic salamanders).  One day I 
also hope to get back into keeping saltwater 
fish.  I could talk endlessly about animals, so 
don’t tempt me unless you have time for a 
TED talk!

Brie on  
recent travels

Adrian (on right) with family



7

 When the decision is made to do this, the risks an 
organization takes also become the risks of its clients.  
Many of those clients want assurances that there are 
controls in place that protect the systems and/or data 
that service organizations will have access to.  These 
organizations hire a Certified Public Accountant (CPA) 
who assesses the internal controls that are in place using 
a SOC 1 (System and Organization Controls), SOC 2, or 
SOC 3 audit.  Let’s review the differences between these 
types of audits.

• SOC 1: Reports on the financial controls of an 
organization.  If you are hosting financial information 
that could affect your client’s financial reporting, then 
a SOC 1 audit report makes the most sense. 

• SOC 2: Reports on the controls that directly relate 
to the security, availability, processing integrity, 
confidentiality, and privacy at a service organization.  
This is the type of audit that WordCom does.

• SOC 3: Reports, at a high-level, the information 
contained in a SOC 2. This could be a public document 
shared with anyone and will not contain sensitive 
details of a service organization’s information as 
reported in the SOC 2. 

 Both the SOC 1 and SOC 2 have two additional levels to 
each: Type I and Type II.  The main difference is Type I is based 
on a point in time and Type II verifies the security controls 
over a time period. 

There are several similarities between the reports.  Both 
reports provide the user with an overview of the service 
organization’s system in place utilized by the user entities.  
Control objectives are documented that form the basis for how 
the service organization reliably provides the service to achieve 
the service commitments and system requirements utilized by 
the user entities.

A Type I audit evaluates and reports on the design of 
controls put into operation as of a point in time.  It only covers 
the design effectiveness of the internal controls that help to 
meet control objectives over the outsourced services that are 
providing to user entities and for which they are relying upon 
from the service organization.

A Type II audit report covers a period of time. This type of 
audit report covers the design of the internal controls as well 
as the operating effectiveness of the internal controls over 
time that help you to meet your control objectives over the 
outsourced services provided to your user entities.  A Type 
II SOC engagement effectively addresses the same subject 
matter as a Type I SOC engagement.  However, a Type II SOC 
report goes further in that it contains an opinion on the 
operating effectiveness of controls over the time they were 
operating and provides a detailed description of the tests of 
controls performed by the service auditor as well as the results 
of those tests.

There are several reasons for WordCom to obtain SOC 
reports, but our main purpose is to ensure that customer data 
is effectively safeguarded, and we want our customers to 
be 100% confident that we have their data protected.  It’s as 
important to us as it is to our customers!

INTELLIGENCE 
CORNER

Elevate Confidence: Differences 
Between SOC 1 and SOC 2

WADE DECESARE, 
Database Analyst

As the availability of information and technology advances, it 
is becoming more commonplace for organizations to outsource 
functions and processes rather than performing all “in-house.” 
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We look forward to seeing you at the ABA Bank Marketing Conference.  This 
year’s conference is scheduled for September 22-24 at the JW Marriott in Austin, 
Texas.  Stop by the WordCom booth (#201) to say hi, see what’s new in integrated 
marketing, and receive a FREE gift!

ABA Bank 
Marketing Conference 

Reminder!


