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Why is T&L a mentality?  Testing costs 
money.  It will raise CPMs and CPAs in the 
short-term.  Fact-based decision making 
cannot be made without the willingness 
to invest in a T&L mindset. The benefit is 
that picking the best creative or offer—
which drives incremental response—far 
outweighs the increase in testing cost.  
Testing an increase in the offer premium 
versus a control gives an accurate ROI 

“Test and Learn” is a Mentality, Not a Tactic

PHIL TUTTLE
VP, Data Intelligence

Test and Learn (T&L) is a practice where ideas or hypothesis are tested in 
a small sample, such as a few branches or a representative portion of a 
population.  This practice mitigates the potential loss if the new concept is  
not as strong as the existing campaign (the control comparison).

calculation based on facts—not instinct.  
This lift can then be used in your strategic 
planning.

Direct marketing creates an optimal 
setting for T&L as it is the perfect example 
of a cause-and-effect relationship.  A/B 
splits, test/control, and current/new are 
all examples of T&L.  Inferences, both 
good and bad, can be made from a 
sampling which helps mitigate costs.  
Rigor must be maintained in keeping 

sample sizes large enough or tests must 
be repeated and aggregated over time to 
achieve the same level of confidence.

The Japanese auto industry evolved 
from making the cheapest cars to making 
the most reliable cars by instituting 
a process called Kanban.  Kanban 
became a mindset of continual process 
improvement.  Anyone on an assembly 
line could pull a cord to stop the process 
to eliminate defects.  Without this 
mindset, workers would not have felt 
empowered to pull the cord.  The same 
principles can be modified and applied to 
any industry.  “What did we learn?” should 
be the deliverable!

For the financial industry, digital 
technology has enabled fast and 
affordable sampling.  Why not test what 
creative concept is most appealing 
before spending on a rollout campaign?  
A $300 offer typically outpulls a $200 
offer, but are you attracting offer-driven 
customers or ones with greater growth 
potential?

Without testing, an institution will 
never know for sure, which leads to 
conjecture—not direct inferences.  
Optimize your ROMI by coordinating test 
campaigns and measurement.
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GERRY D’AGOSTINO 
VP, Sales

For many financial industries and marketers, 2021 means starting with a clean 
slate.  New challenges have developed and learning to deal with these new 
challenges can at times be overwhelming.  But are they really challenges or 
opportunities?  And to top it all off, you have probably been asked to do a lot 
more with less.  Here are some thoughts on things to focus on in 2021.

Digital, Email, and Direct Mail  
Many banks and credit unions still have closed lobbies 

and only offer online appointments.  Here’s where digital, 
email, and direct mail are important for campaigns.  
Frequency of message is key as well as consistency of image 
and copy across channels.  This is a great way to stay in front 
of prospects and customers while keeping them aware of 
your brand. 

In addition to frequency, use a more targeted approach 
for data.  Segment customers into groups, starting with age 
and income, so you can offer them the products that will 
correspond to where they are in life.  Use predictive models 
(which target next likely purchases) to show the customers 
you know who they are.  Mix in a cross-sell message to 
create a more personalized approach.

Personalized Message
Bank marketers have long been aware of the importance 

of personalization.  Showing the right people the right 
content at the right time has never been more important.  
But in order to execute, you have to begin with high-quality 
content and targeted data.  Take the time to find out who 
your customers are.  

Brand, Trust, and Loyalty
The past year has put emphasis on trust and values more 

than ever before.  Brand vision, values, and awareness are all 
key. Look to communicate not only your services but your 
brand.  What does your brand stand for?  Communicate that 
to your customers and prospects.

Tracking, Tracking, Tracking
Before spending another cent, look to see how a 

campaign performed.  What was the ROI?  How many new 
accounts were opened?  What areas of your marketing 
footprint exceeded expectations?  All these facts allow for 
further customization of your program, ensuring that you 
are spending budget dollars wisely. 

Moving Forward
There were a lot of changes in 2020, and there are more 

to come in 2021.  Be flexible, be ready, and be responsive. 

Changes in Marketing for 2021
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MicroModeling also determines which 
customers are unlikely to respond to a 
given product or service.  This model 
can be further enhanced by appending 
specific demographic, affluency, and 
credit risk data to the household 
records.

A multi-segment program should 
use all communication channels 
available.  With the mail as the 
centerpiece of the program, email 
should be used in tandem with the 

Deepening Customer Relationships: 
Marketing on Auto Pilot
As more people nationwide get vaccinated, many customers are refocusing 
on their banking needs, whether it’s savings, loans for home improvements, 
or new cars.  Developing deeper relationships with existing customers is a 
proven approach to increasing profitability and reducing attrition.  

HARRY WALTMAN 
VP, Sales

The goal of increasing share of 
wallet for existing customers through 
a structured cross-sell program 
is achievable using a marketing 
automation approach.  What if existing 
customers could be offered the 
product they likely need the most, 
automatically, each month?  This 
approach will engage customers 
repetitively with minimal day-to-day 
task burden on the marketing staff.

Many institutions rely on a “matrix” 
mailing program where 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 be done using business 
rules selections or with sophisticated 
customer product profiles that predict 
the next most likely product purchase.  
Cross-sell offers should be aligned with 
the strategic goals of the institution.  
Program execution can be structured 
to automatically generate letter offers 
at specific time intervals so that the 
institution is continuously connecting 
with customers.

Targeting specific product offers to 
customers most likely to respond is 
accomplished by customer product 
profiling.  This profile of existing 
customers (with a specific product) is 
built and other customers with similar 
profiles but without the product 
receive the targeted offer. WordCom’s 
proprietary modeling process, known 
as MicroModeling, builds this customer 
product profile by appending over one 
thousand demographic, behavioral, 
and lifestyle attributes.  Once the model 
is verified, it’s used to score households 
within the existing customer file.  The 
model then scores records based 
on resemblance and likelihood of 
responding to a marketing campaign.  

letters, reinforcing the offer before and 
after the mail is received.  Likewise, 
digital marketing involving social 
media follow-up keeps the cross-sell 
offer in front of customers.

Understanding the results of a cross-
sell effort is important for evaluating 
the organizational impact of the 
mailings and to make adjustments 
to improve results.  Direct responses 
(customer opens the product/service 
offered) are critical, as well as purchase 
responses (customer opens a product/
service other than the one offered).  
Understanding open rates, balances 
generated, and the ROMI will help 
assess the program’s profitability.  
Segment offers and selection criteria 
can be adjusted as needed on an 
ongoing basis. 

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

Officer

Five Techniques to Increase Loan Balances

#1 – Use your best audience
All initiatives to increase loan balances should start with 

current customers.  Focusing on equity, the best place to 
start is with your current lending customers.  In today's rate 
environment, it’s possible that an equity offer may result in 
a refinance of the mortgage or a need for a HELOC.

• Maintaining a database of sold customers to "stay in front 
of" for future equity offerings is beneficial.   

• Analyze loan balances on existing equity line customers 
with under-utilized lines.  

#2 – Look at non-loan customers
Appending external demographic data to your customer 

file—such as mortgage date, amount, current home 
value—can help estimate the probable equity available in 
the home.  

#3 – Targeted prospects get results 
If you have not created a profile model for your existing 

customers, there are many reputable list providers that have 
"off the shelf" models.  Sometimes called “propensity” or 
“intent” models, data companies create these from data sets 
with millions of records.  

#4 – Utilize data for relevant and timely 
messaging 

According to Speedeon Data, approximately 36 million 
people move each year.  On average, within 3 months, 
these movers will spend $9,000 and engage 71 new 
brands.  Understanding this creates a lot of opportunity for 
both mortgage and HELOC.  Knowing when a customer/

Loan acquisition programs have always been challenging, especially in 
these competitive times of financial institutions being flush with cash and 
wanting to lend.  To be as efficient as possible with your marketing dollars, 
here are five successful techniques to get started:

prospect lists their house gives you a signal that they will 
be in the market for a new mortgage in the next 60-90 
days.  Subsequently, knowing a customer/prospect has 
moved in the last 3 to 6 months means that those home 
improvements they wanted to do when they purchased 
the home are front and center, ripe for a HELOC offer. 

#5 – Use omni-channel messaging for 
increased response and ROI 

Omni-channel marketing only adds a minor cost to 
direct mail but has a big impact on results and is more 
effective when supporting the mail.  Here’s a sample of 
equity targeting that will increase results by 30%:  

• Target list to serve ads on social media like Facebook 
and Instagram 

• A week later, send direct mail pieces 

• Send customer e-mail 

• Informed delivery e-mail

• Continue social media ads for 30 days 

• Supplement with digital banner ads 

• Utilize retargeting

• Final customer e-mail 

People want to be seen and heard.  This is where all 
the data elements come together to present the right 
message at the right time.  Understanding who your 
target is, what offer (if any) is right for them during 
different stages in life, and what life events have recently 
happened will help you determine if they’re in need of a 
lending product. 
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CORY LEIPHART 
VP, Sales

Testing can and should be an 
ONGOING process and not necessarily 
an ON AND OFF process.  The testing of 
package, creative, incentive, cadence, 
etc. can all be done as the message 
continues to be delivered, ensuring 
maximum impact and awareness.  Each 
wave should utilize some level of test so 
more can be learned about the optimal 
way to communicate with your specific 
customer base, and what best captures 
their interest and engagement.  
Continuing this regular dialogue with 
targeted consumers—while making 
modifications along the way—will drive 
the highest response.

As the adoption of technology 
continues to grow and the ability to 
target at a hyper-personalized level 
advances, omni-channel marketing 
only serves to make repetitive 
messaging even more impactful… 
and successful.  A single direct mail 

campaign can be supported with 
additional impressions through digital 
ads placed to those receiving the 
mailing.  This level of targeting and 
reinforcement of message ensures 
that the consumer has a heightened 
awareness of the financial institution 
when they ultimately decide to switch 
providers.  

Most consumers may make 
impulsive decisions on purchasing 
consumer goods and the like, but 
financial services have a longer 
decision-making process, more akin 
to buying a car.  Because this process 
can be drawn out over a longer period 
of time, it’s all the more important to 
establish that awareness and remain 
in the consumers direct line of sight… 
or at least in the periphery until the 
time comes that they are disenchanted 
or displeased enough with their 
current institution to switch.  And if 

the incentive and/or desire to switch is 
strong enough, that decision may come 
sooner rather than later.

When developing a campaign, 
dipping a toe in and running a single 
wave once or twice may seem like an 
optimal way to save money, but it can 
have a negative impact on the results.  
By building a schedule that staggers 
waves of messages approximately six to 
eight weeks apart, the marketing builds 
on itself, strengthening awareness 
about what the institution has to offer 
when a need arises. 

Optimize Touches, Maximize Response
Jump in, the water’s nice!  It may seem scary to just take the plunge instead of 
dipping a toe in and testing the water first.  Marketing requires repetition to drive 
the best result possible.  In fact, the best response rates are seen when a consumer 
receives reinforcement of a sales message across a more prolonged period of time.  
Single, one-off campaigns generally do not provide the same level of response 
as campaigns supported with a series of waves.  Each wave should be sent after 
setting a performance expectation and ensuring that a test is also incorporated.
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Data 
Bytes

CHRIS WACHTEL, CEO

TThe Next Most Likely 
Product (NMLP) model 

takes information provided 
on an institution’s MCIF—
like product ownership and 
tenure—and combines it 
with third party data, such 
as life stage, presence of 
children, net worth, etc., and 
builds a profile model for 
each major product category.  

Each customer is scored 
on the likelihood of opening 
a checking, savings, high deposit savings (CD or MMA), 
mortgage, equity, credit card, or auto loan.  The scores are 
then ranked from highest to lowest to determine the NMLP.

Additional steps are taken to filter the NMLP.  Certain 
score thresholds are maintained to ensure a customer has 

a true propensity for the 
product.  For example, if 
the equity model’s strength 
indicates a score of 1-3 is 
needed to indicate high 
propensity and a customer’s 
highest score for equity is a 
5, equity is the customer’s 
most likely product but the 
customer still isn’t likely to 
open an equity.  In this case 
the customer’s NMLP would 

be “none.”

If the NMLP model is refreshed consistently on a 
frequent enough basis and the data set is large enough, 
the model can “learn” from actual purchase behaviors and 
evolve from a profile model to one that is more predictive.

Next Most Likely Product

 

support to both B2B 
and consumer (ACA & Medicare) and 
obtained a patented predictive model 
in consumer targeting.  I’m a career Boy 
Scout as I’ve transitioned from Eagle 
Scout to Scout leader.

Q.  Where did you get your 
experience as a “guru of data 
intelligence” and what does this 
mean for WordCom clients?

A.  With an MBA in Finance, including 
a lot of statistics, I have a great 
background for direct marketing as 
it brings with it a very mathematical 
and “cause & effect” mindset based on 

Meet Phil Tuttle!

Phil joined WordCom as our VP of Data 
Intelligence in November of 2020.  Read 
on to learn more about our newest team 
member:

Q.  Give us some background info… 
tell us a bit about yourself.

A.  After receiving my MBA in Finance 
from the University of Albany, I moved to 
Vermont and was introduced to targeted 
direct marketing at The Orvis Company.  I 
then moved to Connecticut to get married 
and start a family.  There I helped start 
the Lego Shop at Home catalog and then 
migrated to a few B2B companies before 
ending up at Cigna.  I provided analytic  

historical response rates, correlations, and 
the like.  Fact-based decision making has 
made me successful in many different 
product lines because I can adapt to 
any product or situation.  I learned my 
direct marketing foundation at The Orvis 
Company and supplemented it through 
many DMA conferences and courses as 
well as 30 years in the school of hard 
knocks.

Q.  What’s the best thing about 
working for WordCom?

A.  Being a smaller agency, WordCom 
allows me to touch many projects and 
help steer clients without layers to go 
through while working in a very chill 
environment.  

Q.  How do you unwind in your free 
time?

A.  In my free-time, I am an avid hiker 
and outdoors person.  Nothing beats a 
bonfire and a cold drink.

Q.  What would people be surprised 
to know about you?

A.  I’m not the biggest guy, so people 
are surprised to hear I played college 
football.  My senior year at Allegheny 
College, we qualified for the national 
playoffs with an undefeated record.
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Data Appends
A wealth of information  

at your fingertips

Add data to your existing 
customers to gain actionable 
insights.

As a financial marketer, you have a good amount of 
information about the people who bank with you to help 
communicate to them in a relevant manner. However, 
in today’s world, people expect everything to be highly 
customized to them. Luckily, there is an abundance of data 
available to add to what you already have to help ensure 
your communications are timely and relevant. 
 

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 40 years and 
has cultivated some of the best data available from a variety 
of proven sources. You know the data you are getting will 
be updated and accurate.

MAKE IT ACTIONABLE

While plenty of companies can give you data, WordCom 
partners with you to make it actionable. We collaborate 
with you to understand what your goals are and then craft a 
data plan that helps you accomplish those goals. Some of 
the goals we have helped our clients with are:

• Identify customer’s Next Most Likely Product 
• Create product ownership profiles 
• Generate life stage segmentation  
• Monitor for life event changes 
• Calculate profitability groupings 
• Detect the likelihood of attrition
• Uncover wealth management opportunities
• Identify potential business owners within retail customers 

WHAT’S AVAILABLE  
Here are some of the data points you can use:

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

• Live Event Triggers – pre-movers, new movers, newly 
married, new baby… all indicators of financial need

• Next Most Likely Product – predictive models based on 
demographics and product ownership

• Attrition scores – models to identify customers likely to 
leave so you can communicate before it happens

• Prebuilt Segmentation – household level segmentation 
covering 10 categories and 90 subcategories

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

• Business owner/affiliation – data indicating the 
business affiliations your customers have

• Firmographics – append business data to your business 
customers to better serve them

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

visit us online at www.wordcom-inc.com
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