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What are you trying to accomplish?
The campaign design will largely depend on your objectives:

TIM BERGER
Sr. Vice President

Retail Acquisitions—Know Your Goals 
Before You Start
For �nancial institutions looking to boost their rate of retail acquisitions, 
marketing campaigns can be customized to pursue many di�erent goals.  But 
the �rst step is identifying those goals.  Doing so will help you learn how your 
campaign should be designed—which will 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 speci�c 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 (i.e. platinum clients)

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

➨

Implementing & evaluating your campaign
WordCom can help you tailor your marketing campaign 

based on your �nancial institution’s speci�c 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:

• Establish a baseline and generate growth over that 
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)

• Measure a simple response rate based on industry 
averages

• Establish and measure against a non-mailed, statistically 
valid control group

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

Continued on page 2
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The WordCom team had an amazing time in both Denver, CO and Las Vegas, 
NV this year for the ABA and Financial Brand Conferences.  It was the best 
year of conferences by par—we were able to talk shop with many of you there 
and of course use way too many golf puns as you putted for prizes. 

With one of these conferences being 
in Vegas, we had to incorporate a good 
‘ole game of poker into the mix.  Based 
on how your putting game was, you 
could win up to ___ poker chips and 
make it onto the WordCom Leaderboard.  
A winning round of chips could have 
won you several prizes including gift 
cards and golf balls.  But the real prizes 
we hope you got to takeaway were how 
WordCom’s 40+ years of experience in 
�nancial marketing can help you bring 

in more customers. 

These conferences are 
always great for our team 

to connect with �nancial 
institutions and 

compare trends we 
are all seeing in the 

industry.  Many of 
you mentioned 
to our team 
how important 
deposit and 

mortgage 
acquisitions are to your 

institution.  We also heard 
how you’ve been short-sta�ed, making 
it more di�cult to meet your goals.  We 
hear you.  These have been topics that 
organizations across the country have 
felt and we’ve been working on how to 
address that problem for you.

The Un-Fore-Gettable ABA and Financial 
Brand Conferences

Over the last year, we’ve done more 
than organize a putt-putt contest.  
We’ve had the opportunity to unleash 
a new line of products that can help 
�nancial institutions like yours navigate 
this changing environment and bring 
in new customers.  It was great to chat 
with you all about how a couple of 
those products—like our CustomerIQ 
or LocationIQ—have the potential to 
provide more insight on who you should 
be reaching out to as your institution 
grows. 

While the conferences themselves 
were insightful as always, our team had 
the most fun meeting everyone, getting 
competitive on the putting green, and 
watching the leaderboard as we awarded 
prizes.  If you weren’t able to attend 
these events but still want to hear about 
these products and how they could 
help your institution, reach out to us via 
our website, by phone, or even through 
LinkedIn. 

same group) or a dynamic control 
(use 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)

Retail Acquisitions—Know Your Goals Before You Start

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

JOHN RAKIS 
CRO

• The di�erence between an o�er and 
creative control (inside the modeled 
group) and a model control (outside 
the modeled group)

• Whether you should measure against 
a static control (i.e., always use the 

Continued from page 1



What is our 
estimated potential 

revenue?  Are we on track to 
meet our annual goals?

How did our accounts 
compare to our 
quarterly goal? 

How many single 
service customers did 

we have this year? 

What were the 
balances this 

quarter? 

How many accounts 
were opened this 

month?
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• Number of customers brought in

• Number of accounts broken down by 
product

• Balances broken down by product

• Single product customers vs. multi-
product customers

Through this program, 
we take your monthly data and 
provide you with an actionable data 
set displayed in an easily digestible 
monthly dashboard.  With this 
dashboard, you can compare your 
key data points to previous time 
periods or even compare them to 
your goals to see where you stand.  
This helps you get answers to your 
questions without having to sift 
through thousands of data points or 
even updating the formulas on an 
excel sheet.  Each month or quarter—
whichever timeframe works best for 
your institution—you can see exactly 
what you need broken down by branch 
or as a whole:

• Your total number of customers

• Number of products per customer 

These dashboards also have 
additional data points to better 
provide insights on your customers 
so that you can strategically take 
action by segmenting your customers 
and providing them personalized 
communication.  The extra values can 
tell you: 

• The “Next Most Likely Product” for 
each customer

• Estimated current revenue segment 
for each customer (high, medium, 
or low)

• Estimated potential revenue (high, 
medium, or low) 

• Data append and report showing 
demographic pro�le by product 

• Attrition scoring 

These are questions you want 
answered regularly and for good 
reason.  Having this information at a 
glance allows you to make business and 
marketing decisions more e�ectively.  
Where are your gaps?  What goals 
aren’t on track?  Seeing this information 
quickly will allow you to act faster and 
more e�ectively to reach your quarterly 
and annual goals. 

DashboardIQ – A Wealth of Customer Data at Your Fingertips

GERRY D’AGOSTINO
Vice President

Your time and information are valuable.  While you have a wealth of data, 
you may not have as much time, especially if you are short-sta�ed.  All of that 
information you have has to be analyzed and interpreted to be of real use in 
your decision making.  With WordCom’s DashboardIQ program, you can save 
your institution time and unlock even more insights than you knew you had 
available.  Your pressing questions can be answered in one place. 
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You want your messaging to really 
resonate with your key audience.  Your 
potential clients don’t want to be 
reminded often of something they don’t 
want or even need.  And you don’t want 
to waste a precious marketing budget 
on ill-planned marketing e�orts.  Instead, 
WordCom will ensure you’re targeting the 
right people with optimal messaging.  The 
valuable information in our LocationIQ 
breakdown is shown in this article, and we 
used WordCom as an example. 

SEAN BANNON
VP, Sales

LocationIQ – Who is in Your Market Area?
Are you promoting your �nancial services but 
only seeing a small return on your marketing 
investment?  With WordCom’s LocationIQ 
product, you’ll get a comprehensive snapshot 
of who your potential customers really are and 
what they are likely looking for in a �nancial 
institution—so you can advertise your services 
to the people who are looking for them.  No 
more o�ers falling on deaf ears.

5 minutesPOPULATION BY GENERATION

22.2%
Generation X:

Born 1965 to 1980

21.2%
Baby Boomer:

Born 1946 to 1964

5.4%
Greatest Gen: 

Born 1945/Earlier
5 minutes

3,849
Population

41.1
Median Age

2.3
Average 

Household Size

$101,263
Median Household 

Income

5 minutes

6.6%
Alpha: Born 

2017 to Present

21.9%
Generation Z: 

Born 1999 to 2016

22.7%
Millennial: 

Born 1981 to 1998Variables 5 minutes 10 minutes 15 minutes

2022 Total Population 3,849 31,365 80,860

2022 Total Households 1,684 13,602 33,734

2022 Average Household Size 2.27 2.29 2.37

2022 Median Household Income $101,263 $76,176 $97,057

2022 Median Age 41.1 41.1 43.7

5 minutes

4,708
Daytime 

Population

165
Total 

Businesses

2,500
Total 

Employees

Drive Time Marketing Analysis 

WordCom Headquarters 
56 Main St, Ellington, Connecticut 06029 
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The �rst graphic shows you who the 
people are within a 5, 10, or even 15 
minute drive time from your branch.  
You’re able to see what gaps you may 
have at each level in terms of potential 
customers likely to use a large bank 
verses a local or community bank, who 
is using online banking, and what areas 
see a demand in savings accounts, 
equity lines, or other services.  Knowing 
this information will allow you to make 
stronger business decisions and to 
promote di�erent services in di�erent 
areas based on what the community is 
most likely to need. 

The market potential section 
combined with the age demographics 
can also help you identify unique 
opportunities some branches may have 
over others, such as:

• Colleges

• Retirement Communities

• Businesses in need of services

With LocationIQ, you can review this 
information across all of your branches 
to see which locations have the 
biggest gaps to �ll and the strongest 
opportunities for growth!  While most 

locations likely have a good potential 
for expanding upon di�erent services, 
it’s always ideal to prioritize your 
marketing e�orts so you can expand 
strategically. 

Knowing your audience around 
any given branch is key when trying 
to garner new business or even when 
you’re considering expansion.  This 
unique product allows you to learn 
these key insights, and because of 
its a�ordability, it’s a great option for 
institutions of all sizes.

The MPI (Marketing Propensity Index) compares the 
demand for a specific product or service in an area with the 
national demand for that product/service. The MPI values 
at the US level are 100 representing overall demand. A 
value more than 100 represents higher demand and a value 
of less than 100 represents lower demand.

s

2022 Used Credit Union Bank or Financial 
Institution (Index) 117

2022 Used Local/Community Bank or 
Financial Institution (Index) 102

2022 Did Online Banking Last 12 Mo (Index) 113

2022 Have Interest Checking Account 
(Index) 119

2022 Have Savings Account (Index) 110

2022 Have Home Equity Line of Credit 
(Index) 125

2022 Have Personal Line of Credit (Index) 111

2022 Own Certificate of Deposit (More Than 
6 Mo) (Index) 112

1232022 Own Shares in Money Market Fund 
(Index)

2022 Value of Checking/Savings/Money 
Mkt/CDs (Index) 123

2022 Value of Retirement Plans (Index) 134

2022 Purchase Price of Property (Owned 
Home) (Index) 128

56 Main St, Ellington, Connecticut, 06029

Drive Time: 5, 10, 15 minute radii

Drive Time Marketing Analysis

2022 Market Potential 
5 minute Drive Time

The (Marketing Propensity Index)
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STACIE TINDLE
Vice President

Sure, we like seeing our clients in 
person, and we love being outdoors.  
However, that’s not the only reason we 
attend the golf tournaments.  A big part 
of our willingness to engage in these 
tournaments is to help our clients make 
a di�erence in their community. 

Here are a few of our clients who 
lifted up their community this year and 
have been doing this for many years…

Langley Credit Union 
This year’s 8th Annual Charity Golf 

Classic in May raised more than 
$515,000 (gross proceeds) for the 
Langley for Families Foundation!  In 
2021, Langley for Families Foundation 
donated a RECORD $1,000,000 to more 
than 100 Hampton Roads non-pro�ts 
working hard each day to make a 
di�erence. 

FirstBank 
The 38th Annual FirstBank Golf 

Tournament, held in early August this 
year, benefits nearly 16,000 athletes 
(children and adults with intellectual 
disabilities) who rely and THRIVE on the 
Special Olympics Colorado programs 
they receive at no cost to them or their 
families. 

American Airlines  
Credit Union

They held their 26th Annual Golf 
Tournament, bene�tting the Children’s 
Miracle Network, in late August. They 
raised over $50,000 last year with this 
event.

WordCom, Swinging Fore the Community
One of our core values is to have fun and we have solidly accomplished this goal 
in 2022!  We enjoy what we do for clients, helping them acquire new members/
customers as well as retain them and increase their share of wallet.  And we also 
enjoy playing golf with our clients. 

The MECU team, left to right: Tim Rozalski, Kate Gill, Olivia Weidner, Tim Berger

Our very own Tim Berger (Sr. VP, 
Sales) has been our primary golfer this 
year.  This was his �rst time to play in 
the MECU tournament, his second time 
to play in the Langley Credit Union 
tournament and his 10th time to swing 
with American Airlines Credit Union 

(AACU).  And Brian Logan (Client 
Insights) got to help Tim stay on top 
of the leader board at AACU. 

We have been honored to be 
a part of these events as players, 
sponsors, silent gift donators, and 
fun-makers.  We were happy to chip 
in.  No matter how you slice it (golf 
puns intended), when you join with 
your clients as a partner in business 
and in the community, everyone 
wins!

MECU
The MECU Foundation held its 16th Annual MECU Charity Cup Golf 

Tournament in September.  Over the years, the MECU Foundation has 
donated nearly $600,000 for scholarships, educational programs, and 
other community causes.



7

Since October was “Breast Cancer 
Awareness Month,” WordCom 
focused on fundraising for this 
cause.  Trivia for a Cause was a 
fun way to get the team involved 
in raising money for the Breast 
Friends Fund, an organization 
that ensures no woman has to go 
through cancer alone.  During the 
company-wide morning meetings 
throughout the month, the team 
was tested with a random trivia 
question that had a dollar value 
attached to it.  Correct responses 
earned money, and there was 
some light-hearted debate and 
good fun for a serious cause.   

CULTURE
CORNER

The Ellington town green scarecrow contest 
is a di�erent way for local businesses to 
spotlight their creative side.  This year’s 
WordCom entry, an archer, wasn’t a prize 
winner, but as a representative of WordCom’s 
mission, it proved to be right on target!

Happy 10th Year Anniversary, Donna!
Donna Wolanin celebrated her 10th year at WordCom in October.  The milestone 
anniversary marks a whole decade of WordCom bene�ting from her motivation 
and encouragement.  Her positive energy and professionalism shine through 
every day.  Thanks for all you do, Donna—cheers to another 10 years!

Thanksgiving 
Food Drive
WordCom followed our annual 
tradition of donating to the Ellington 
Human Services Thanksgiving food 
drive.  We collected enough food to 
provide two complete baskets, and 
additional monetary donations will 
provide two $25 gift cards so these 
families can a�ord a turkey as well.  It 
takes so little and means so much to 
families in need at this time of year.
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