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Start with your existing customers
Equity and mortgage acquisition programs have always 

been challenging when targeting prospects.  To ensure 
being as efficient as possible with your marketing dollars, 
all initiatives to increase loan balances need to start with 
current customers.  Some of the easiest ways to get started:

•	 Communicate to existing mortgage customers about the 
benefits of an equity loan

•	 Build profile models of existing loan customers 
(mortgage, equity, auto) and score the rest of the 
customers as to the likelihood of opening one of those 
products

•	 For customers with under-used equity lines, reminding 
them that they have the loan and all the things they can 
do with it to improve their life is a great way to increase 
balances.

Loan Strategies for 2022: All You Need Is… Data!

Life events can be borrowing events!
Think about all the events that happen in a person’s life... 

almost all of them will involve some kind of major financial 
shift.  In addition to the pre-mover triggers mentioned in this 
newsletter, other events like new movers, newly married or 
single, and new baby can signal a loan opportunity.

For example, data shows new movers make major 
purchases after moving, so offering a credit card shortly after 
the move or equity loans a little later may help them improve 
their new place.  Additionally, newly married/single or new 
baby can often times lead to a new place to live.

Start by monitoring your current customers for life event 
triggers so you can quickly communicate to them.  Then 
expand by communicating to prospects in your marketing 
footprint that are experiencing these events on a weekly or 
monthly basis.

Utilize intent data
With the amount of information being gathered on 

consumers nowadays, intent data is becoming increasingly 
available and actionable.  Paid search can get your digital ad 
in front of someone at the time of the search, but mortgage 
and equity might be longer lead times.  You can stay in front 
of these prospects by targeting the households for the days 
or weeks after the search. 

CHRIS WACHTEL 
CEO

The Beatles may have gotten it right when 
it comes to life… all you need is love.  But 
when it comes to growing loan portfolios 
in 2022, the key to success is data.  Below 
are some tactical ways that you can 
acquire new loans and grow existing 
balances in the upcoming year.  
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Understand Your Existing 
Business Customers

It’s important to understand 
an institution’s existing business 
customers to gain insight about the 
business size and type that represent 
the core of the account base.  This 
can be accomplished by appending 
data such as sales volume, employee 
size, SIC code type, and distance from 
branch.  This information is used 
to establish a profile to help target 
prospects that are likely to respond to 
an offer.

It’s critical that the data is as 
current as possible.  WordCom’s 
prospect business data is updated 
once a month, and it also undergoes 
phone verification (actually calling 
the businesses), allowing us to have 
the most up-to-date records in the 
industry.

Look to Retail Customers 
for New Business Accounts

WordCom can identify retail 
households who are also business 
owners or affiliated with a business 
but don’t currently have a business 
account.  (See our Data Bytes article 
in this issue.)  Understanding which 
households may offer a new business 
account opening opportunity provides 
the foundation for a repetitive 
communication effort including direct 
mail, email, and phone calls.

Communication Programs
To have a successful business 

checking acquisition campaign, we 
recommend multichannel marketing. 
This is the best way to reach a wide 
target audience, meet their needs, 
and convert them into customers.  The 
multichannel approach includes direct 
mail, social, digital, email, and follow-
up calls.  

•	 Send direct mail to targeted 
prospects and existing retail 
customers & follow-up with calls.

•	 Communicate via email with 
existing retail customers about 
business services offered. 

•	 Place digital ads before/
during/after other 
communications to keep 
your message in front of 
prospects throughout 
the year.

•	 Make follow-up calls 
to business owners 
right after direct mail is 
received.

•	 Review results by each 
communication channel 
and use learnings to 
enhance the program.

Acquiring New Business Customers: 
Targeting is Key to Success

Offer
With the competition in the market, 

the direct mail offer should include a 
cash bonus.  Research should be done 
to understand the existing offers from 
other institutions in the marketplace.  The 
bonus offer should be very competitive 
with others available.

Results Analysis
It’s imperative to track your promotion 

to provide a comprehensive analysis of 
the responses so that learnings can be 
used to help in subsequent campaigns.  
Key metrics to access are:

•	 Number of new accounts, open rate, 
and new balances

•	 Business sales volume, employee size, 
SIC code types, and geography of 
responders 

•	 Number of additional accounts and 
services opened

•	 Balances of additional deposit 
accounts opened

New business acquisition is very 
profitable for institutions.  Sophisticated 
targeting coupled with a repetitive 
communication program is key to 
bringing in new business accounts.

Most institutions understand the deposit balances and loan profitability that accompany 
new business accounts.  Competition for businesses as customers is fierce, so using 
business data to select business prospects is imperative to successfully expanding this 
account base.  Once selected, a repetitive communication program with a competitive 
bonus offer will help to acquire new business customers.

HARRY WALTMAN 
VP



Q:  What’s your background in this 
particular field, and what drew you 
to this position?

A:  I am always a number person and 
like to use data to tell the story.  As 
a data analyst, I can fully apply my 
statistics knowledge and provide 
analytical support along with visual 
dashboards/reports.

Q:  What do you like the most about 
working for WordCom?

A:  Learning how to utilize statistics 
with direct mail marketing and working 
with a group of nice and cool people.

Q:  What do you do for fun outside 
of work in your free time?  Have any 
hobbies?

A:  I like to play pool and basketball.

Meet Yao Fu!
Yao joined WordCom back in May of 
2021.  Yao is one of our data analysts and 
has been a valuable addition to our data 
team.  Read on to learn more…
Q:  Tell us a bit about yourself.

A:  I was born in China and moved 
to the U.S. at age 14.  I lived in Texas 
for 10 years and got my Bachelor of 
Mathematics and Master of Statistics 
degrees at Texas Tech University.

Q:  What’s one thing people would be 
surprised to know about you?

A:  I make scratchboard art in my free 
time since I first knew it from a high 
school art class, and I won a few art 
competitions.
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Data 
Bytes

CHRIS WACHTEL, CEO

become business customers.  You 
can then communicate your business 
offerings to this group through mail 
and targeted digital ads.

Taking this technology one step 

Financial marketers know 
how important business 
accounts are to the bottom 
line of their institutions, but 
it’s extremely hard to get your 
message in front of business 
owners at the workplace.  
Luckily, there are a couple of 
data tools that can help.

Existing retail customers are 
likely working someplace… 
and now you can find out 
where and identify whether 
they are a decision maker at that 
company.  WordCom can append 
business affiliations to retail customers 
and filter those results by industry, 
sales volume, employee size, and title 
to identify retail customers that could 

further, by utilizing geo 
fencing technology, 
WordCom has the ability 
to identify people who 
work at specific businesses.  
Using a cross-device graph, 
the additional devices 
that these people use (i.e. 
home computers, tablets, 
connected televisions) 
can be targeted with 
digital advertising to reach 
these business people in 

the home environment.  Adding in 
additional criteria for title and/or 
job function can further refine the 
targeting to business owners and/
or the decision makers who will 
purchase your products.

Reach Business Owners at Home

Yao and his wife Yinxue Li canoeing

Yao’s cat Kiana Yao’s scratchboard art



4

The opportunities are real, 
and now you can 

 identify them
Each year, about 5-7% of your 

customer (and prospect) base will list 
their home for sale.  Identifying them 
early is essential in the mortgage 
acquisition marketing process. 

WordCom’s Pre-Mover Mortgage 
Acquisition Program gives institutions 
the opportunity to identify people who 
will soon need a mortgage.  This puts 
you ahead of the curve—enabling you 
to connect with those in the process 
of putting their home on the market 
long before they will need a new 
mortgage.  With data from WordCom, 
you can develop a targeted marketing 

Pre-movers: 
Excellent Opportunities for Mortgage Loans!

In the past, financial institutions 
had no way of knowing who would be 
in the market for a mortgage before 
someone actually applied.  Today, 
institutions can target potential 
mortgage customers right before they 
are ready to apply.  The key to this 
effort lies in the data. 

Discover how “pre-mover” 
triggers can turn into 
mortgage openings

It all starts with our MoverIQ… a 
data product that identifies people 
who are likely to move (pre-movers) 
and people who have recently 
moved (new movers).  For mortgage 
acquisition, the pre-mover segment is 
used:

•	 Customers and prospects who have 
recently put their home up for sale

•	 New home listings

•	 “Under contract” homes

Typically, 80% of people who have 
listed their home will need a new 
mortgage.

With the impending rising rate environment, does your financial institution have 
a way to keep your mortgage pipeline full?  Innovative data sources have made 
it easier than ever for you to focus your marketing efforts.

campaign that identifies mortgage 
prospects from a pool of your:

•	 Current mortgage customers

•	 Non-mortgage customers

•	 Prospects in your market area

How does it work?
Your institution can use the data 

obtained through the Pre-Mover 
Mortgage Acquisition Program in 
a variety of ways—including direct 
mail, email, and targeted display 
advertising. 

All you need to do is provide your 
MCIF to WordCom each month and 
we will monitor all pre-movers and 
provide data back to you weekly, 
allowing you to communicate with 
your customers in a timely manner.  
For marketing materials directed to 
existing customers, you can create a 
waterfall approach and reach out to 
them numerous times throughout 
your campaign.  Direct mail and 
targeted display ads would work best 
for prospects who have no relationship 
with your organization, since email 
addresses are not available.

GERRY D’AGOSTINO 
VP

Being the first to 
communicate your 
mortgage product to 
your customers and 
prospects early and often 
will provide your financial 
institution with more loan 
opportunities.
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pinpoint the right growth sites, 
find where your target customers 
live, and share the analysis across 
your organization using powerful 
infographic presentations.

ADRIAN PHILLIPS 
AVP

WordCom’s Market Analysis: 
Using Knowledge Based on Location
Many marketers are asked to create campaigns that fit the entire prospect 
landscape, but the larger the financial institution, the more difficult this task 
becomes.  Every region has different needs, buying habits, and ways of doing 
business.  Geographic segmentation takes into consideration the way people 
communicate within regions and communities.  With this kind of insight, you can 
move forward with confidence and ensure a high engagement rate from the start.  

WordCom’s Market Analysis adds 
this data to help create an effective 
marketing strategy.  Focusing more on 
the local, geographic segmentation 
is one of the most effective types of 
market segmentation.

Using location data is a marketing 
strategy used to target products or 
services at people who live in, or work 
in, a particular location.  For financial 
institutions, we most commonly 
look at drive times to a physical 
branch.  More customers are adopting 
e-services, but we still find that the 
convenience factor of having a branch 
conveniently located nearby is one of 
the defining variables in acquisitions.  
This data—based on geographics—

works on the principle that people 
in that location have similar needs, 
wants, and overall, like behaviors.  By 
understanding how to communicate 
to people in these areas, financial 
institutions can target more relevant 
marketing messages and match the 
best products to the prospects, who 
are then aware and more likely to 
respond.

WordCom’s Market Analysis report 
gives the location intelligence for 
market planning, site selection, and 
prospect segmentation.  This data 
can then be used along with internal 
data gained from current customers 
with map-based analytics to help 
you identify top-performing markets, 
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CULTURE 
CORNER

Oh Christmas Tree!
Once again, circumstances prevented WordCom employees from 
gathering together this holiday season, so we relied on “virtual 
togetherness” to get us through 2021.

STACIE TINDLE 
AVP

One of our core values is “Have Fun” and we did!  Holly Collins, from our Accounting Team, 
generated a contest for the best and most unique Christmas trees.  She gave miniature Christmas 
trees to onsite and remote employees with instructions to have fun decorating the trees however 
we like.  We were allowed… well… encouraged to let family and friends assist in our creativity. 

The offices in CT, RI, TN, FL, IN, MO and NE were all adorned with the holiday spirit!  Many 
boasted of WordCom events or core values and team members all represented on their trees.  
The winner’s tree is like nothing you’ve ever gnome! 

Thank you for helping us tap into our creativity and our 
holiday spirit, Holly!  Our offices were a more festive place 
because of you. 

And one of our Data Specialists 
must have been very hungry 
when she made this tree.

Our Core Values, from our 
Senior VP of Operations.

Our team, from our CEO.

One of our 
Project 
Managers 
likes to spend 
the holidays 
with John 
McClane.

We thought you would also like to see the 
highly memorable, if not controversial, trees.  
You decide which is which…

Honorable mention goes to Tim 
Berger, VP of Sales, with this 

beach beauty…  We suspect 
Tim’s wife Cindy had a hand in 

this display.  You can almost 
smell the salty air!

Can you spot the 
elf in our 2nd 
place winner’s 
tree?  The elf IS 
the tree!  Dawn 
Vodehnal is a 
Database Analyst 
and clearly drafts 
more than SQL 
databases

Zoom in to enjoy Collin 
Plante’s Gnome tree.  
Collin is our Maintenance 
Coordinator.

However you celebrate the holidays, we hope you, your 
family and friends were able to tap into some of the festive 
spirit this season.
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Reminding customers of the credit 
they have available to them—and how 
to access it—provides an impetus for 
them to activate their lines.

Let’s take a look at a current client’s 
HELOC Utilization campaign to provide 
examples of what is possible for you.  
A Midwest client had the following 
mailing results in 2021:

Goals
•	 Notify customers of the availability 

of their equity line, including how 
much is available for use

•	 Engage households

•	 Increase line balances

•	 Remind customers with zero 
balances (on their line) how to use 
their line of credit

Methodology
•	 Query the FI’s database for 

customers with an existing equity 
line of credit

•	 Select customers with a certain 

minimum amount of line available 
(i.e. greater than $5,000)

	Understanding the amount 
of money available and 
communicating that information 
simply to customers is the secret 
to driving line usage

•	 Call the reader’s attention to the 
available balance

	Have the available balance in a 
position such as the ‘Johnson’s 
Box’ area at the top right corner of 
the letter

•	 Letter copy can point out common 
uses for the equity loans including 
home improvement projects, 
college funding, debt consolidation, 
and even vacations

Mailing Package
•	 8 ½ x 11” letter with 3” lift note 

included

•	 #10 window envelope

Results
•	 HELOC Utilization promotions can 

realize response rates of 15% or 
more, where a mailed customer has 
increased their HELOC balance

•	 Significant accompanying increase 
in line balances

•	 Significantly positive ROI

With the impressive response rates 
of the promotion, there are parallel 
increased balances as well.  

HELOC Utilization is a Great 
NEXT Marketing Campaign
When deposits are already high and loans are where you 
are looking to focus, we recommend a unique way to build 
your loan portfolio:  use the equity lines already approved 
and “on the books”!  These are an important and rich 
source of new loan balances.

STACIE TINDLE 
AVP



Pr
in

te
d

 o
n 

re
cy

cl
ed

 p
ap

er

56 Main Street 
P.O. Box 308 
Ellington, CT 06029

INSIDE THIS ISSUE

1st Quarter  2022

PRSRT FIRST CLASS
US POSTAGE

PAID
MAILED FROM

ZIP CODE 06082
PERMIT NO. 88

THE INSIDERS' NE WSLET TER FROM

INTELLIGENT  
TARGET MARKETING

THE INSIDERS' NE WSLET TER FROM

Loan Strategies for 2022: All You Need Is… Data!  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 1

Acquiring New Business Customers:  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 2 
Targeting is Key to Success

Data Bytes: Reach Business Owners at Home  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 3

Meet Yao Fu!   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 3

Pre-movers: Excellent Opportunities for Mortgage Loans!  .  .  .  .  .  .  .  .  .  .  . 4

WordCom’s Market Analysis: 
Using Knowledge Based on Location  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 5

Oh Christmas Tree!   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 6

HELOC Utilization is a Great NEXT Marketing Campaign   .  .  .  .  .  .  .  .  .  .  .  .  . 7


