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George was discharged from the 
Army in 1968 and started his civilian 
career at Connecticut Mutual Life.  In 
1981 , George co-founded WordCom 
with fellow tennis player, Bill McMillen.  
After initially focusing on insurance 
companies for WordCom’s target 
marketing services, bank deregulation 
presented an opportunity in bank 
marketing as banks were actively 
advertising their services at a new pace.

Remembering WordCom’s Founder, George Wachtel
We are sad to share that WordCom’s founder, George Wachtel, 
passed away on May 20, 2021 at age 77. In honor of him, we 
wanted to tell you a bit about his life and the journey that led him 
to start this company.

George’s confidence and ability to 
connect with people naturally led him 
to sales and the revenue generation 
side of the business.  In addition, his 
skills as an English major in college 
allowed him to also play the role of 
copywriter for all of the direct mail 
being produced.

As business grew, George brought 
on additional salespeople to help bring 
the services to banks around New 
England.  Most notably, Charlie Gross 
joined the company in 1986 and stayed 
with WordCom until his retirement 
in 2018.  WordCom quickly outgrew 
the small building they occupied in 
Ellington, so they built a new facility in 
1988 at the current location (which was 
expanded again in 2014).

George’s talent for relationship 
building and his genuine caring for 
people helped bring WordCom’s 
services to banks and credit unions 
across the country.  He was a very 
engaging speaker and gave talks 
about direct mail at several different 
conferences.  He was heavily involved in 
the New England Chapter of the Bank 
Marketing Association in the late 80s 

and early 90s.  He served on the board 
in numerous capacities and eventually 
became president of the association.

George was also very active in the 
ABA Marketing Association on the 
national level.  He was a frequent 
teacher at the Bank Marketing School 
in Colorado and was the author of 
“The Letter Doctor” column that ran 
in the Bank Marketing magazine for 
many years.  He was also a fixture at the 
annual conference where he spoke and 
could often be found front and center 
in the exhibit hall throwing foreign 
money at people’s feet!

Continued on page 2

George Wachtel
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Working with many financial 
institutions gives WordCom a high-
level view of different types of 
campaigns and results from multiple 
segments of the financial industry.  
Here’s what we’ve learned…

What worked well the past 
year and a half 

• Consistency:  Those who 
continued campaigns with us 
experienced strong results and 
engagement.

• Relevancy:  We provided 
predictive modeling in order to 
offer your members/customers 
the next most likely product, and 
they responded well and engaged 
further. 

What didn’t work well
• Hesitancy:  Pulling back on 

demographic appends to save 
money, cutting back on the number 
of touches, and going with email 
only did not produce great results.

What’s ahead for 2023
• Asset Shifting:  Most institutions are 

deposit heavy and ready for loans to 
bring in additional dollars.  Saving 
is trending.  Digital platforms are a 
great addition to your direct mail 
campaigns. 

• Celebrate:  Show off the good you 
are doing in the community.  Let 
your members/customers “see” you 
and give them the opportunity to 
join in your good deeds. 

Marketing Calendars – Planning for 2022

• Predictability:  Look at past results 
and build campaigns on what you’ve 
learned and bank your success 
on data… appends, analysis, and 
modeling. 

It’s time to plan your 2022 success!  
Use data intelligence to drive your 
marketing calendar now so your 
campaigns are ready for their ’22 
launch.

George’s business partner Bill passed 
away in the late 80s, and that changed 
his perspective on life and business… 
he wanted to make sure both stayed 
fun!  George started working out of 
Florida part time and built up WordCom’s 
client base throughout the Southeast 
to eventually make his Florida office 
permanent.  George gave up the CEO role 
in 2010 but continued to serve WordCom 

as a mentor until he sold the business 
to Chris in 2016.

While George was obviously a huge 
contributor to all aspects of WordCom’s 
business, his legacy will be the culture 
he built at WordCom, starting with 
him blasting music in his office as he 
wrote direct mail letters for clients (with 
his newly learned two finger typing 
technique!) right through making sure a 

shower was included in the new building 
so people could enjoy exercise at lunch 
(tennis anyone?).  Every day was casual 
Friday and Fridays were celebrated with 
“Friday at 4” when work stops and food 
and drink can be shared with teammates 
who become family.  George built a 
company where people wanted to work 
and clients became friends… and that is 
what it will always remain!

STACIE TINDLE 
AVP, Client 

Insights

ADRIAN PHILLIPS 
AVP, Client Insights

Remembering WordCom’s Founder, George Wachtel Continued from  page 1

Left: George and 
DeDe at ABA 
Conf. in Orlando; 
Right: WordCom 
team at past ABA 
Conference

As you approach your 2022 Marketing Calendar, you’ll likely look 
back at this past year and compare campaigns, results, and ROI.  
The most important thing is to know your goals  
and how your success will be measured.
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CORY LEIPHART 
VP, Sales

and therefore are better 
received, liked, and 
perhaps even trusted.

Data isn’t just utilized 
in one direction though.  

It’s not just the company seeking 
insights about their target audience.  
The prospect also uses data to 
make informed 
decisions and seek 
information about 
the company.  
For this reason, 
ensuring that 
customer service 
inquiries and complaints are handled 
timely and satisfactorily can result in 
a positive data point for consumers as 
they research a company on the Better 
Business Bureau’s site, through social 
media posts, and anywhere they seek 
out information.  

Using Data to Drive the Customer Experience
What motivates a consumer to purchase a product, subscribe to  a service or expand 
their relationship beyond a single product or  service with that provider?  

Consumers want to do business 
with people and companies that they 
know, that they like doing business 
with, and that they trust to look out 
for their best interests.  Offering 
great products and services helps 
also.  Using data to learn about your 
prospects and customers, to gather 
more insights about people’s patterns 
and decisions, and to personalize 
messages specifically towards the 
consumer can have a lasting effect on 
the way they view a company—and 
their desire to do business with that 
company.

A significant amount of effort 
and money are put into winning 
customers.  The customer 
experience starts before 
someone even becomes 
a customer.  Things like 
building a positive brand 
and performing outreach 
for acquisition efforts 
(along with any other ways the future 
customer may learn more about the 
company) can all be influenced by 
data.  By effectively targeting your 
prospects with appropriate offers 
that speak to their needs—gleaned 
through the use of predictive  
modeling, geolocation or  
proximity—the messages  
and  offers are more  
relevant to the consumer  

Based upon the information 
collected at the account opening, 
the bank already has a wealth of 
information to use.  But as that 
customer utilizes their account(s), 
information about where they 
swipe their cards, who their bill pay 
transactions are being sent to, and 

where they transact 
(online, in the 
branch, etc.) are 
all valuable data 
points used to distill 
information about 
your customers and 
learn more about 

how to speak to them and how the 
institution can help.  Beyond that, 
appending data through demographic 
appends, trigger and life-stage 
appends, or utilizing predictive 
models can help with delivering 
highly personalized and targeted 
offers to help build on the customer’s 
relationship and their lifetime value.  

All customers have financial needs.  
Be proactive.  Know where your 
customers are in their journey and 
show them that you’re there to help 
them.  They will thank you by being a 
loyal customer who will be with you 
for the long haul—for all their financial 
needs. 

Trust. 

Know.

Like.

Buy.
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Achieving Marketing Goals When You Have 
CRA Requirements

Loan Offers
An explicit area of intent for the Act and a focus for 

most institutions is providing lending services to LMI 
communities within their footprint.  Many institutions 
formalize a strategic CRA plan with advertising and 
promotional tactics along with measurable goals.  
Low-cost mortgages, equity lines of credit, and home 
improvement loans are the services likely to be offered.  
Promotion of these lending products to targeted LMI areas 
through direct mail efforts provides a documented course 
of action with measurable results.

Deposits
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 in deposit acquisition offers for products like 
checking accounts and CDs.  A strategy of targeting a 
certain portion of all marketing promotions to include 
CRA considerations can help with compliance.

Using Direct Mail
For direct mail efforts, the methodology of compliance 

includes identifying LMI census tracts in areas within 
the institution’s branch footprint.  However, additional 
selection filters can be applied to the selected tracts, such 
as age range and likely homeownership.  Decisions can 
be made about the percentage of a mailing project that 

Marketing departments are often responsible for fulfilling the 
Community Reinvestment Act (CRA) requirements for communication 
programs to both prospects and customers.  This Act was designed to 
encourage financial institutions to extend services and loans to qualified 
low- and moderate-income (LMI) communities in the areas they serve.  
The CRA reinforces the expectation that financial institutions will serve 
the needs of their respective communities fairly and without bias.

is required for CRA compliance reasons.  Ultimately, the 
mailing should strive to position the offer to households 
in the chosen LMI area who are likely to benefit from the 
product.

The mailing package used is generally a postcard or 
self-mailer so that cost efficiencies will permit the largest 
mailing universe possible for the budget.  Plus, postcards 
and self-mailers can effectively convey a very competitive 
or special rate offer which can provide response lift to the 
mailing.  

It is important to track the results of the mailing and 
measure them against the plan goals.  The sales tracking 
window for loan offers generally extends for 90 days 
past the mail drop date, allowing sufficient time for 
applications to be approved and the account opened.  
New account openings should be matched to the mailing 
file in order to accurately assess the impact of the mailing.

Marketing mailing promotions can help institutions 
meet regulatory requirements while serving as a prospect 
and loan acquisition vehicle.

HARRY WALTMAN 
VP, Sales
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Before you begin, what are you trying to accomplish?
Identifying your campaign goal is perhaps the most important step of the entire campaign.  That’s because the 

campaign design will largely depend on your objectives, as shown in the table below:

group) and a model control (outside 
the modeled group)

• Whether you should measure against 
a static control (i.e., always use the 
same group) or a dynamic control 
(using a group that changes every 
time)

• What you should expect to gain on a 
control group (e.g., an 80%-150% lift 
in account openings)

Determining campaign goals ahead 
of time will go a long way in getting 
you on the right path to a successful 
program!

Retail Acquisitions—Know Your Goals 
Before You Start

baseline: Using this method, we 
would review the last 3, 6, and 12 
months to establish the proper 
baseline (although certain market 
disruptions, such as COVID-19, are 
taken into consideration)

• By measuring a simple response rate 
based on industry averages

• By establishing and measuring 
against a non-mailed statistically 
valid control group

When the last measuring technique 
is chosen, WordCom can help you 
decide or determine:

• The difference between an offer and 
creative control (inside the modeled 

SEAN MULVANEY 
Chief Strategy  

Officer

For financial institutions looking to boost their rate 
of retail acquisitions, marketing campaigns can be 
customized to pursue many different goals.  But the 
first step is identifying those goals.  Doing so will help 
you learn how your campaign should be designed  
(i.e., “what levers need to be pulled”), which can help 
to ensure your ultimate success.

Desired goal: Campaign design/approach:

Achieve retail checking growth to drive low-cost core 
deposits and generate non-interest income

Communicate to a larger, more targeted audience

Generate household growth to have more customers 
you can develop and cross sell to

Communicate to a more select group, implementing 
more cloning model characteristics

Grow your deposit acquisition levels Use specific data appends to identify which of your 
targets have higher income, cash on hand, and 
investable assets

Enhance your acquisition levels to grow a select 
market segment—such as platinum clients 

Leverage a very specialized cloning model that 
includes many affluency data append characteristics

As you can see, the development 
and design of the campaign will 
largely rely on your specific campaign 
objectives. 

Implementing & evaluating 
your campaign

WordCom can help you tailor your 
marketing campaign based on your 
financial institution’s specific needs.  
We recommend that your frequency of 
message be once every eight weeks.

Once your campaign has ended, 
WordCom will measure the success. 
This can be done in various ways:

• By establishing a baseline and 
generating growth over that 

➨
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WordCom’s Business 
Checking Acquisition 

Program can help
Our program can help you target 

two specific groups:

• Your retail banking customers who 
own a business, or are a signer on a 
business account 

• Businesses that have no relationship 
with your financial institution

Keys to success:  
product & offer

The following components are 
critical in executing small business 
checking acquisition programs:

• Account opening incentives—such 
as a $350 offer—with competitive 
rates

• Communicating frequently, since 
business owners are extremely busy

• Keeping your financial institution top 
of mind with business owners thru 
multi-channel marketing

Multi-channel campaigns 
WordCom recommends the 

following approaches:

• Sending emails to existing retail 
customers

• Using direct mail for your prospects 
and retail customers, followed by an 
email or phone call

• Leveraging digital ads — 
before, during, and after other 
communications

• Tracking results and fine-tuning your 
program

Key metrics & measuring 
success 

When you adopt this program, 
WordCom will provide you with specific 
data so you can follow up with your 
target audience, including:

• The number of new business 
checking, savings, and money 
market accounts opened

• Your acquisition cost per account

• The number of additional accounts 
and services opened

• The balances of additional deposit 
accounts opened 

Contact us to today to learn more 
about how we can help you reach your 
business acquisition goals.

Focus on Retail Customers With a Business: 
Expanding Your Small Business Checking Footprint

GERRY D’AGOSTINO 
VP, Sales

Financial institutions are not a “Field of Dreams.”  If you recruit customers with a 
checking enticement, they might not come (convert).  Instead of focusing solely on the 
number of new checking accounts or response rates, institutions should incorporate 
quality into their analysis.  Customer Lifetime Value or Profitability should be calculated 
so that an overall cost per acquisition can be measured.

Profitability has many components 
such as longevity, product makeup, 
account balances, and spreads.  
Anything that can be done to increase 
these factors will increase profitability 
and in turn will directly influence how 
much you can spend on marketing 
recruitment.  All these factors are 
directly correlated by the type of 
customer you recruit.  For instance, 
customers likely to respond to a high 
dollar checking offer are also the type 
of customer that will respond to your 
competitor’s offer 6 to 12 months 
down the road.  That negatively 

impacts profitability and is therefore a 
waste of marketing resources.

The solution is simple.  Incorporating 
profitability into a customer 
segmentation model will guide the 
customer journey to a more profitable 
end.  If a Profile or Response Model 
is used for customer acquisition, 
mail the deepest into the 3 or 4 
segments that have the highest 
profitability.  Onboarding and cross-
selling efforts can then be steered by 
the segmentation cohorts to increase 
customer stickiness and profitability.  
The marginally profitable segments can 
get mailed sparingly to keep overall 

Acquisition Should Focus on Profitability, 
Not Gross Names Added

checking volume up, and since there 
is always a degree of error to every 
model, you will also pick up some 
missed high-performing consumers.  
Lastly, unprofitable segments can be 
skipped from recruitment programs or 
mailed at a very reduced rate to keep 
compliance teams happy.

Remember, marketing acquisition 
programs are not about redlining.  They 
are about maximizing marketing spend 
for the long-term growth and financial 
stability of the institution... and the 
customer journey map begins with 
insights into which cohorts are driving 
that profitability and growth.

PHIL TUTTLE
VP, Data Intelligence

As financial institutions turn their attention to doing business in the 
post-COVID world, many are looking to implement new solutions—
such as expanding their small business checking market share. 
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You may know which customers are 
already profitable, but do you know 
which customers have the potential for 
growth? 

WordCom’s Profitability Segmentation System is built on two 
foundations: the current estimated profitability of customers, 
and the potential profitability of customers.  Starting at 
the product level, the estimated value of each account is 
calculated and segmented into groups of high, medium, 
and low.  The same segments are created at the customer 
and household levels.  This creates the baselines for current 
estimated profitability.

INTELLIGENCE RIGHT ON TARGET
The power of the segmentation comes from the proprietary 
model that predicts how profitable a customer who owns each 
product should be based on demographic factors that are 
relevant to that product.  High, medium, and low segments 
are created for each product, customer, and household.

Comparing the Estimated Current Profitability (ECP) to the 
Estimated Potential Profitability (EPP) of currently owned 
products as well as likely purchased additional products 
demonstrates the “profitability gap” that can be closed by 
utilizing an omni-channel communication program to increase 
engagement and product ownership.

DATA POINTS THAT HELP TARGET CUSTOMERS WITH THE 
RIGHT COMMUNICATIONS 
In addition to the ECP, the EPP, and the Potential Growth 
Indicator, other data elements are provided to facilitate the 
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 SEGMENTATION IN ACTION!
A perfect business case for the Profitability Segmentation 
System is in a retention program.  Identifying customers likely 
to leave and then further refining the audience by those that 
are profitable or have the potential to be profitable can help 
direct precious marketing resources to where they are most 
needed.

Profitability 
Segmentation System

Understand which customers are 
profitable and which have the 

potential to be profitable.

Attrition Risk by Profit Segment:

HERE’S WHAT OUR CLIENT SHARED: 
This client had 42% of their customers at “high risk” of leaving 
which totaled over 57,000 customers… too many to manage 
efficiently.  By applying the ECP and the EPP, they were able to 
identify approximately 10,000 customers generating $1,000 
or more in annual revenue per customer and another 6,000 
customers with high profit potential to focus their retention 
efforts on.  Saving just 3% of these customers will save the 
bank $1.3 million annually.

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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