
1

INTELLIGENT 
TARGET MARKETING

THE INSIDERS' NE WSLET TER FROM

2ND QUARTER 2022

“There is so much information that can be appended, 
so it creates a real opportunity to build personas and 
new models that allow us more impactful outreach and 
information gathering with our customers,” says Phil Tuttle, 
SVP of Data Intelligence at WordCom.  “We can literally build 
out customer profiles to create a better understanding of their 
needs and how to efficiently target with our client’s products 
to meet those relevant needs.  Knowing this information with 
enough advance notice to cross-sell additional products and 
stem attrition is extremely valuable.”

Know Your Audience 
Appending data helps supplement information already 

available to give your marketing department a clearer 
picture and understanding of the customer and the market.  
It becomes a key component of the marketing strategy by 
providing your team a stronger understanding of the target 
audience.  It also provides a better understanding of what is 
actionable.  

“There are many different data points available that can 
help provide a better understanding of customers and 

prospects,” adds Tuttle.  “By simply appending data—
affluency or life stage triggers, for example—a financial 
institution can have a better understanding of the share 
of wallet they have with current customers, and they can 
identify potential customers that are similar and likely 
to need the same products.  Appending data paints the 
picture and takes away some of the guesswork.” 

Intelligent Implementation
Now that you know the right products to put in front of 

the right customers (or prospects) at the right time, you 
can also utilize this information to better understand how 
to communicate with them for the best results.  Some 
personas appreciate and respond to direct mail, some 
need to see it on a postcard and in an email, and some are 
viewing this information on their digital platforms.  Your 
appended data will help you meet your customers and 
prospects where they are.  As you move through your 
campaigns, tracking results will provide additional detail 
and you will continue to hone your message—and your 
audience—for improved response and ROI.

CHRIS WACHTEL 
CEO

Storytelling Through Data—Appends Fill the Gap

Knowledge is Power… for WordCom and for 
its customers.  That’s why a data append—
supplementing information from an existing 
database with external sources—is so 
vital to  reaching key audiences, as well as 
maximizing efficiency, clarity, and targeted 
messaging to improve marketing efforts.  
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“Usually, a product conversion or 
merger is driven by an institution’s 
ongoing effort to better serve 
customers and their changing financial 
needs,” says Harry Waltman, AVP of 
Client Insights at WordCom.  “When it 
comes to finances, we understand this 
kind of change is not easy for many 
people.  But if you show an evolution 
of your products and offerings through 
clear and insightful communications, 
they will see the change is to their 
benefit.  It’s also an opportunity for you 
to build credibility and trust with the 
new customers.”

Those customers may have varying 
financial needs and ways of consuming 
information.  How can WordCom help 
cut through the clutter and convey the 
benefits born from such change? 

We recommend you create proactive 
channels (FAQs, social media, product 
conversion guides, etc.) to inform 
people of changes before they 
become issues, and build in a process 
that allows for timely responses to 
concerned customers. 

Product conversion communications 
are a tremendous opportunity to 
demonstrate an institution’s ongoing 
effort to better serve changing 
financial needs.  Timely and effective 
communication is key to successfully 
connecting and retaining customers. 

“We believe that a successful 
transition actually makes customers 
more loyal and aligned with your 
products and brand,” adds Harry 
Waltman.  “In the end, all this outreach 
is designed to retain customers and 
strengthen their relationships with their 
new bank.” 

“What’s in it for me?”
MELANIE TRACY 

VP, Project 
Management

Opportunity Alert: Transparency Drives 
Conversions and Mergers Success

This could very well be the first question a customer asks when a financial 
institution announces a product conversion or merger with another company.  This 
is likely followed by confusion, anxiety, and—in some cases—anger.  So how does 
an organization diffuse these feelings? Timely information and transparency.



3

Data 
Bytes

PHIL TUTTLE
VP, Data Intelligence

• Bank mergers (when a competitor is 
absorbed into a larger institution) 

• Branch closings (which force 
customers to begin using an 
alternate, less-convenient location)  

• Changes in a competitor’s product 
lineup or pricing strategy (such as 
the elimination of free checking) 

Each of these events has the 
potential to motivate customers to 
look elsewhere for alternatives—rather 
than “staying put” and accepting the 
new, less-than-favorable reality, such 
as inconvenient branch locations, 
increased balance requirements, and/or 
higher fees.  

Finding new banking customers 
or members is difficult; there are 
only two choices: people who don’t 
currently bank with you, and people 
switching from another institution.  
The “switching group” can be further 
segmented into people switching 
because of a life event (approx. 30%) 
and people switching because of a 
disruption at their current institution 
(approx. 70%). 

The best way to target the 70% is to 
utilize a Disruptor Program.  Disruptors 
can come in many forms, but some 
common examples include: 

Timing is everything.  With disruptor 
marketing, there are generally three 
windows of opportunity: 1) at the time 
of the announcement; 2) at the time 
the change takes place; and 3) 30-60 
days after the change. 

For branch closings, WordCom has 
a proprietary tool that can alert you 
to pending closings (in addition to 
actual closings) and help target the 
households in the “overlap” market 
between your branches and the 
closing competitor.  An example of the 
overlap is shown in pink on the map. 

Disruptor Program
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“It’s not a ‘one size fits all’ for customers,” 
says Tim Berger, Sr. VP of Sales at 
WordCom.  “Imagine sending a college 
brochure to an 80-year-old retiree? It 
would be thrown right into the trash and 
you’d lose that customer forever.  You 
must pull customer demographics like 
age, income, education, and presence of 
children when dividing customers into 
segments so they can see you know who 
they are and what they may need.” 

Instead of creating a bunch of one-
off programs to communicate with 
new and existing customers, build a 
communication matrix that runs on a 
consistent basis.  Build it around tenure of 
customers (new or established), next most 
likely product needs, and appropriate 
communication channels like mail, email, 
and targeted digital display.   This can 
decrease a cross-sell program’s overall 
costs and increase revenues.  

If you build them with your customers—along with a portfolio of products that 
meet their needs—you will increase retention of current customers and attract 
new ones.  This includes a comfort level that they are valued by you and an 
increase in the chances they will purchase additional products to build revenue 
and sustain their engagement with you for the long term.   

“It may take some extra time, but 
it’s so important to customize and 
tailor the customer’s needs and what 
they are likely to respond to,” adds Tim 
Berger.  “Know where they are in their 
life, what product may help them next, 
and their overall demographics.  By doing 
this, you can then look at the rest of your 
customers and find those that meet the 
same standards.”

The goal is to develop a communication 
“engine” that essentially runs on autopilot.  
Create personalized messages that speak to 
the individual customers’ needs based on 
their stage of life and financial needs—and 
then deliver those messages through the 
most relevant and cost-effective channels.

If You Build it, They Will Come.

Relationships.
HARRY WALTMAN 
AVP, Client Insights
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Data Appends
A wealth of information  

at your fingertips

Add data to your existing 
customers to gain actionable 
insights.

 

 

  
 
 
 
 
 
 
 

  

 

 

 

 

 

 

 

 

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

visit us online at www.wordcom-inc.com

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
• Create revenue categories
• Detect the likelihood of attrition
• Uncover wealth management opportunities
• Identify potential business owners within retail customers

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 up-to-date and accurate.

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

• Life 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

• Pre-built Segmentation – household level segmentation
covering 10 categories and 90 subcategories

• Revenue Potential – 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
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STACIE TINDLE 
VP, Sales

Several members of WordCom’s team 
rolled up their sleeves to clean the visitor center and 
static trolleys at the Connecticut Trolley Museum 
in East Windsor in February.  This effort was part of 
United Way's Community Volunteer Day, which gives 
companies and their employees the opportunity to 
make a difference in their own community.  

“It was fun to get our hands dirty, engage with 
our colleagues and help the museum,” says Stacy 
Mascheck.  “We’re fortunate to partner with the 
United Way on an initiative like this, which encourages 
team building and helps employees connect to the 
community they work in.”

The Connecticut Trolley Museum restores antique 
trolley cars, offers trolley rides and guided tours, and 
provides museum exhibits for trolleys, fire, and bus 
vehicles.  Coincidentally, WordCom’s former Senior Vice 
President of Sales, Charlie Gross, is on the board for the 
Connecticut Trolley Museum and was there to greet 
the team!

United Way – Community Volunteer Day

Sharon Krukoff, Office Coordinator, doing all the 
hard work!

WordCom Volunteers, from R to L wearing “Live United” shirts: Harry 
Waltman, Stacy Mascheck, Chris Wachtel, Sharon Krukoff, Gerry 
D’Agostino.  Also pictured standing next to Gerry is Charlie Gross.

Stacy Mascheck, COO of WordCom, showing off her 
fancy trolley uniform!
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I bought the house I grew up in, and 
I truly enjoy remodeling it… most of 
the time. Also, I love to travel with my 
family.  

Q:  What do you think people would 
be surprised to know about you? 

A: I was a carpenter and installed 
hurricane windows in beach-front 
homes in Florida after I graduated 
college. Also, I own two mastiffs. 

WordCom welcomed Sean to 
our team in February as a VP of Sales. 
Read on to get to know Sean a little 
better…

Q:  So Sean, tell us a bit about 
yourself.

A:  I was born and raised in 
Indianapolis where I currently live 
with my amazing wife Lyndsey and 
our two sons Gavin and Garrin. I 
graduated from Ball State University 
with a degree in Public Relations.  

Q:  What’s your background in this 
particular role, and what drew you 
to the position here at WordCom? 

A: I love direct marketing. I spent 
over a decade on the manufacturing 
side of the business, focusing on 
data-driven solutions and print. I’ve 
always been drawn to the agency side 
because I’m very passionate about 
the science of marketing. WordCom is 
a perfect fit for me, so accepting the 
position was a no-brainer!  

Meet Sean Bannon!

Q:  Although you’ve only been here 
a short time, what do you like most 
so far about being a part of the 
WordCom Team? 

A: The people! Our staff is positive-
minded, forward-thinking, and 
incredibly smart! Most importantly, 
the client always comes first. Yeah, 
I know that sounds cliché, but it’s 
100% true.  

Q:  What do you do for fun in 
your spare time—any hobbies or 
interests you’d like to share? 

A: I enjoy supporting my kids—
soccer, math bowl, animating for 
YouTube, computer programing, 
whatever they are into! My wife and 

Sean and his wife Lyndsey

Sean and his wife Lyndsey

Sean and his wife Lyndsey with their two sons Gavin and Garrin
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