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Presenta0on	
  materials	
  and	
  video	
  replay	
  will	
  be	
  provided	
  within	
  one	
  week.	
  
	
  
Have	
  ques0ons?	
  Use	
  the	
  ques0ons	
  panel	
  	
  	
  	
  	
  	
  	
  	
  –	
  we’ll	
  field	
  them	
  as	
  we	
  go	
  and	
  during	
  
the	
  Q&A	
  recap	
  at	
  the	
  end	
  of	
  the	
  call.	
  	
  Click	
  “Raise	
  Hand”	
  	
  	
  	
  	
  	
  	
  	
  to	
  ask	
  your	
  ques0on	
  by	
  
phone.	
  



Today’s	
  Speakers	
  

Kris	
  NibleB,	
  
Crea(ve	
  Director,	
  Harland	
  Clarke	
  Marke(ng	
  Services	
  

●  20+	
  years	
  experience	
  crea0ng	
  strategic,	
  award-­‐winning,	
  mul0channel	
  
direct	
  marke0ng	
  communica0ons	
  for	
  financial	
  and	
  other	
  industries	
  

●  Drives	
  results	
  for	
  major	
  brands,	
  including	
  large	
  financial	
  ins0tu0ons	
  
as	
  well	
  as	
  community	
  banks	
  and	
  credit	
  unions.	
  

●  HC	
  crea0ve	
  team	
  has	
  captured	
  70+	
  awards,	
  including	
  Hermes	
  Awards,	
  
DMA	
  Echo	
  Awards,	
  Graphic	
  Design	
  USA	
  Awards	
  and	
  the	
  London	
  
Interna0onal	
  
Adver0sing	
  Award	
  

	
  

Stephen	
  Nikitas,	
  
Senior	
  Strategy	
  Director,	
  Harland	
  Clarke	
  

●  30+	
  years	
  experience	
  in	
  strategic	
  planning,	
  marke0ng,	
  public	
  rela0ons	
  
and	
  execu0ve	
  speechwri0ng	
  

●  Provides	
  consulta0ve	
  services	
  to	
  banks	
  and	
  credit	
  unions	
  
●  Develops	
  marke0ng	
  and	
  retail	
  strategies,	
  and	
  campaigns	
  

to	
  grow	
  targeted	
  porZolios	
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Agenda	
  

●  Home	
  Equity	
  Lending	
  Is	
  S0ll	
  Hot	
  

●  The	
  Power	
  of	
  Crea0ve	
  
●  Universal	
  Truths	
  About	
  Crea0ve	
  for	
  Equity	
  Lending	
  

●  Crea0ve	
  Challenges	
  
●  Crea0ve	
  Fundamentals	
  

●  Alloca0ng	
  Real	
  Estate	
  
●  Legal	
  Requirements	
  

●  10	
  Crea0ve	
  Best	
  Prac0ces	
  for	
  Equity	
  Lending	
  Marke0ng	
  

●  In-­‐Market	
  Examples	
  

●  Beyond	
  Mail	
  

●  Harland	
  Clarke	
  Crea0ve	
  Awards	
  
●  Q&A	
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Economic	
  Trends	
  –	
  U.S.	
  Mortgages	
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Median	
  Home	
  Prices	
  
(In	
  Thousands)	
  

Exis0ng	
  Home	
  Prices	
   New	
  Home	
  Prices	
  

76% of homeowners now have an LTV less than 80%,  
increasing the market for home equity products 
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   Source: Mortgage Bankers Association 
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Payment	
  Shock	
  for	
  HELOC	
  Resets	
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  ¹	
  h$p://www.cnbc.com/id/102227326%2020140907-­‐1297	
  	
  

Equity	
  Returns,	
  Being	
  Used	
  	
  
“As	
  home	
  prices	
  rise,	
  homeowners	
  are	
  was0ng	
  no	
  0me	
  making	
  use	
  of	
  their	
  newfound,	
  or	
  
regained,	
  home	
  equity.”1	
  	
  
	
  	
  



Home Equity Focus Grows In Importance 

Products	
  your	
  financial	
  ins0tu0on	
  will	
  concentrate	
  
marke0ng	
  on	
  most	
  heavily	
  in	
  the	
  next	
  12	
  months	
   2015	
  	
   2014	
  	
   Change	
  

Mortgage	
  loans/refinancing	
   65.1%	
   67.3%	
   -­‐2.2%	
  

Mobile	
  banking	
  solu0ons	
   62.2%	
   68.5%	
   -­‐6.3%	
  

Auto	
  loans/refinancing	
   57.3%	
   50.0%	
   7.3%	
  

Credit	
  cards	
   52.3%	
   43.5%	
   8.8%	
  

Home	
  equity	
  loans/lines	
   51.5%	
   50.8%	
   0.7%	
  

Online	
  banking/bill	
  pay	
   41.9%	
   48.5%	
   -­‐6.6%	
  

Business	
  lending	
   40.7%	
   46.9%	
   -­‐6.2%	
  

Free	
  checking	
  accounts	
   38.6%	
   50.8%	
   -­‐12.2%	
  

Business	
  banking	
  services	
   32.8%	
   44.2%	
   -­‐11.4%	
  

Financial	
  educa0on	
   25.7%	
   25.8%	
   -­‐0.1%	
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Strong	
  Crea(ve	
  Elevates	
  Success!	
  

Three	
  key	
  elements	
  for	
  
effec0ve	
  direct	
  marke0ng	
  
of	
  equity	
  lending	
  products	
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Audience	
  Data/
Targe(ng	
  

1 

Offer	
  
2 

Crea(ve	
  
3 



Crea(ve	
  Challenges	
  

8	
  

Legal	
  requirements	
  for	
  rate	
  offers	
  

Standing	
  out	
  from	
  your	
  compe00on	
  

Disclosures/opt-­‐outs	
  are	
  onerous	
  

Effec0ve	
  use	
  of	
  0ming	
  

Product	
  complexity	
  
	
  
	
  
	
  
Legal	
  requirements	
  for	
  rate	
  offers	
  
	
  
	
  
	
  
Standing	
  out	
  from	
  your	
  compe00on	
  
	
  
	
  
	
  
Disclosures/opt-­‐outs	
  are	
  onerous	
  
	
  
	
  
	
  
Effec0ve	
  use	
  of	
  0ming	
  
	
  
	
  

1	
  

2	
  

3	
  

4	
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Stand	
  out	
  by	
  cuing	
  through	
  mailbox,	
  inbox	
  clujer	
  

Keep	
  messaging	
  relevant	
  to	
  your	
  audience	
  and	
  the	
  economy	
  	
  

Call	
  out	
  compe((ve	
  rate	
  offer	
  that	
  interrupts	
  rate	
  shopping	
  

Make	
  it	
  urgent	
  with	
  offer	
  end	
  date	
  

Emphasize	
  key	
  benefits	
  and	
  product	
  features	
  	
  

Mo(vate	
  with	
  seasonal	
  “thought	
  starters”	
  (emo0on)	
  

Keep	
  it	
  readable	
  to	
  keep	
  prospects	
  engaged	
  

Leverage	
  brand	
  to	
  strengthen	
  value	
  proposi0on	
  

Strong,	
  clear	
  call	
  to	
  ac(on	
  makes	
  it	
  urgent	
  

Offer	
  response	
  channel	
  op(ons	
  for	
  easy	
  response	
  

9	
  

Crea(ve	
  Fundamentals	
  for	
  HELOC/Home	
  Equity	
  

Creative uses copy 
and design to serve it 

up in the most relevant, 
compelling way! 



Alloca(ng	
  Real	
  Estate:	
  	
  
HC	
  Loan	
  Magnet™	
  Example	
  

1.  Clearly	
  branded	
  
2.  Compe00ve	
  rate	
  offer	
  	
  
3.  Preapproved	
  

4.  Full	
  offer	
  
5.  Deal	
  sweetener	
  	
  
6.  Thought	
  starters	
  	
  

7.  Urgency	
  	
  
8.  Call	
  to	
  ac0on	
  	
  
9.  Response	
  channels	
  

10.  Short	
  no0ce	
  terms	
  and	
  condi0ons	
  
11.  Long	
  no0ce	
  terms	
  and	
  condi0ons	
  (back	
  of	
  lejer)	
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Legal	
  Requirements	
  

Requirements	
  
•  Opt-­‐out	
  box	
  (for	
  pre-­‐screened	
  offers)	
  

•  Equal	
  Housing	
  Lender	
  logo	
  

Disclosure	
  guidelines	
  from	
  the	
  Fair	
  Credit	
  Repor(ng	
  Act	
  (FCRA)	
  
Note:	
  Prescreened	
  offers	
  require	
  both	
  the	
  short	
  opt-­‐out	
  no0ce	
  on	
  the	
  front	
  

of	
  a	
  piece	
  and	
  long	
  opt-­‐out	
  no0ce	
  on	
  the	
  back	
  or	
  front	
  of	
  a	
  piece	
  

•  Opt-­‐out	
  box	
  graphic	
  requirements	
  are:	
  

Short	
  no?ce	
  

•  Front	
  of	
  the	
  mail	
  piece	
  

•  Type	
  must	
  be	
  dis0nct;	
  at	
  least	
  12	
  point	
  font 	
  	
  

•  Inside	
  a	
  border	
  

Long	
  no?ce	
  

•  Back	
  or	
  front	
  of	
  the	
  mail	
  piece	
  

•  Must	
  begin	
  with	
  “Prescreen	
  &	
  Opt-­‐out	
  No0ce”	
  

•  Typeface	
  must	
  be	
  dis0nct;	
  at	
  least	
  12	
  point	
  font	
  

24	
  
Source: FCRA (Fair Credit Reporting Act) Guidelines    
http://www.occ.gov/news-issuances/bulletins/2005/bulletin-2005-7.html 

Harland Clarke does not offer legal advice. Information contained within this document does not constitute legal advice.  
Please consult with an attorney. 



Checklist:	
  Top	
  10	
  Crea(ve	
  Best	
  Prac(ces	
  for	
  Equity	
  
Lending	
  Marke(ng	
  

1.	
  Format:	
  #10	
  envelope	
  
●  Consulta0ve	
  approach	
  for	
  customers	
  
●  More	
  promo0onal	
  approach	
  for	
  prospects	
  
●  Ensures	
  privacy	
  
●  Cost	
  efficient	
  
●  Can	
  include	
  educa0onal	
  insert/Q&A	
  to	
  clarify	
  value	
  proposi0on	
  and	
  difference	
  	
  

in	
  lending	
  products	
  
o  Focus	
  content	
  on	
  lead	
  product,	
  not	
  equal	
  comparison	
  of	
  all	
  products	
  

●  Use	
  the	
  same	
  format	
  for	
  all	
  segments	
  to	
  reduce	
  costs	
  

2	
  	
  SHOWCASE	
  RATE	
  	
  
●  En0ce	
  with	
  compe00ve	
  rates	
  “as	
  low	
  as”	
  
●  High-­‐profile	
  Johnson	
  Box	
  or	
  sidebar	
  
●  Call-­‐out	
  on	
  envelope	
  
●  Consider	
  balance	
  transfer	
  rate,	
  waived	
  or	
  reduced	
  closing	
  costs,	
  relevant	
  	
  

premium	
  such	
  as	
  home	
  improvement	
  gis	
  card	
  

3.	
  PRESCREENED	
  call	
  out	
  
●  Preselected/Prequalified/Preapproved	
  
●  Translates	
  to	
  easier	
  buying	
  process	
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Checklist:	
  Top	
  10	
  Crea(ve	
  Best	
  Prac(ces	
  for	
  Equity	
  
Lending	
  Marke(ng	
  

4.	
  Smart	
  financial	
  tool:	
  	
  
	
   	
  	
  -­‐	
  HELOC:	
  posi0on	
  as	
  smart	
  and	
  flexible	
  

	
  	
  	
  	
  	
  	
  Note:	
  Educate	
  the	
  customer	
  or	
  prospect	
  on	
  the	
  benefits	
  
●  Super	
  low	
  rate	
  based	
  on	
  prime	
  
●  Easy	
  access	
  to	
  low-­‐interest	
  cash	
  
●  Smart	
  way	
  to	
  pay	
  less	
  interest	
  
●  Finance	
  all	
  sizes	
  of	
  projects/expenditures	
  
●  Low	
  commitment	
  
●  Ready	
  reserve	
  –	
  there	
  when	
  you	
  need	
  it;	
  emergencies;	
  revolving	
  LOC	
  –	
  pay	
  only	
  	
  

for	
  what	
  you	
  use,	
  renewable	
  resource	
  for	
  addi0onal	
  funding	
  
●  Rate	
  lock	
  feature	
  to	
  lock	
  in	
  low	
  rate	
  (some0mes	
  built	
  into	
  product)	
  

	
   	
  -­‐	
  HELOAN:	
  Posi0on	
  as	
  fixed	
  low	
  rate	
  =	
  predictable	
  monthly	
  payments	
  
●  Low	
  interest	
  means	
  low	
  monthly	
  payments	
  every	
  month	
  that	
  don’t	
  fluctuate	
  so	
  

budge0ng	
  is	
  easy	
  
●  You	
  always	
  know	
  what	
  to	
  expect!	
  
●  Smart	
  tool	
  to	
  finance	
  larger	
  purchases	
  at	
  a	
  low	
  rate	
  
●  Tax	
  deduc0ble	
  (ask	
  your	
  tax	
  advisor)	
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Checklist:	
  Top	
  10	
  Crea(ve	
  Best	
  Prac(ces	
  for	
  Equity	
  
Lending	
  Marke(ng	
  

5.	
  Tax	
  deduc0bility	
  (ask	
  your	
  tax	
  advisor)	
  	
  
6.	
  Uses	
  “thought-­‐starter”	
  copy	
  	
  
	
   	
  -­‐	
  HELOC	
  
●  Great	
  for	
  small	
  or	
  large	
  expenditures	
  	
  
●  Debt	
  consolida0on	
  always	
  #1/pay	
  off	
  higher-­‐interest	
  debt	
  
●  Home	
  improvements/making	
  home	
  energy	
  efficient	
  –	
  adds	
  to	
  value	
  of	
  your	
  home	
  
●  Seasonal	
  focus	
  

o  Summer	
  –	
  school	
  tui0on	
  or	
  school	
  expenses	
  
o  January	
  –	
  pay	
  off	
  higher-­‐interest	
  holiday	
  debt	
  
o  Fall	
  –	
  home	
  improvements	
  
o  Spring	
  –	
  home	
  remodel	
  or	
  pay	
  off	
  taxes	
  

	
   	
  -­‐	
  HELOAN	
  
●  Ideal	
  for	
  large	
  expenditures	
  
●  Debt	
  consolida0on/low	
  interest	
  cash	
  to	
  pay	
  off	
  higher-­‐interest	
  debt	
  
●  Home	
  improvements/make	
  home	
  energy	
  efficient	
  –	
  add	
  to	
  home	
  value	
  

7.	
  HELOC	
  Easy	
  access	
  
●  Transfer	
  funds	
  into	
  your	
  checking	
  account,	
  use	
  convenience	
  	
  

checks,	
  plas0c	
  

14	
  



Checklist:	
  Top	
  10	
  Crea(ve	
  Best	
  Prac(ces	
  for	
  Equity	
  
Lending	
  Marke(ng	
  

8.	
  URGENCY	
  
●  Tie	
  offers	
  to	
  specific	
  end	
  date	
  
●  Restate	
  end	
  date	
  in	
  lejer	
  postscript	
  

9.	
  EASY	
  TO	
  APPLY	
  	
  
●  Fast	
  response,	
  easy	
  closing	
  

10.	
  CLEAR	
  CALL	
  TO	
  ACTION	
  
●  Tell	
  customer	
  or	
  prospect	
  exactly	
  how	
  to	
  apply	
  
●  Make	
  it	
  sound	
  easy	
  
●  Make	
  the	
  offer	
  pop	
  –	
  explain	
  exactly	
  how	
  to	
  get	
  offer	
  
●  QR	
  Code	
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US	
  Federal	
  Credit	
  Union	
  –	
  Home	
  Equity	
  Line	
  of	
  Credit	
  

●  ITA	
  
●  Prospects	
  &	
  Member	
  cross-­‐sell	
  

●  Offer:	
  Low	
  intro	
  rate	
  of	
  1.49%	
  APR	
  	
  
for	
  6	
  months	
  with	
  auto-­‐pay	
  from	
  	
  
interest	
  bearing	
  checking	
  

	
  	
  	
  	
  PLUS:	
  $350	
  off	
  closing	
  costs	
  

●  Format:	
  Personalized	
  Lejer	
  

●  Distribu0on:	
  Minnesota	
  

●  Focus:	
  Get	
  cash	
  you	
  need	
  to	
  transform	
  	
  
your	
  home	
  into	
  your	
  dream	
  home	
  –	
  seasonal.	
  	
  
Also	
  includes	
  “as	
  low	
  as”	
  rate	
  offer	
  for	
  	
  
Home	
  Improvement	
  Loan	
  

●  Consider:	
  Adding	
  offer	
  end	
  date	
  for	
  urgency	
  	
  
and	
  pumping	
  up	
  call	
  to	
  ac0on	
  op0ons	
  

●  Call	
  to	
  Ac0on:	
  Call	
  or	
  online	
  
Note:	
  Tells	
  a	
  story	
  about	
  how	
  home	
  	
  
improvement	
  is	
  life	
  improvement!	
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BMO	
  Financial	
  Group	
  –	
  Home	
  Equity	
  Line	
  of	
  Credit	
  	
  

●  ITA	
  
●  Customer	
  cross-­‐sell	
  

●  Offer:	
  Rate	
  discount	
  of	
  .25%	
  with	
  	
  
auto-­‐pay	
  from	
  interest-­‐bearing	
  	
  
checking	
  

	
  	
  	
  	
  PLUS:	
  waive	
  monthly	
  maintenance	
  fees,	
  no	
  	
  
	
  	
  	
  	
  	
  applica?on	
  fees,	
  no	
  or	
  low	
  closing	
  costs,	
  Promo	
  Code	
  

●  Format:	
  Personalized	
  Lejer	
  

●  Distribu0on:	
  Illinois	
  
●  Focus:	
  Yet	
  another	
  way	
  to	
  benefit	
  from	
  your	
  	
  

rela0onship	
  with	
  BMO.	
  Highlights	
  best	
  prac0ce	
  	
  
uses	
  for	
  HELOC.	
  Incorporates	
  sense	
  of	
  urgency	
  	
  
without	
  end	
  date	
  

●  Consider:	
  Adding	
  offer	
  end	
  date	
  for	
  even	
  	
  
more	
  urgency	
  

●  Call	
  to	
  Ac0on:	
  Visit	
  branch,	
  call	
  or	
  apply	
  online	
  
Note:	
  Waived/no	
  fees	
  posi?on	
  this	
  as	
  a	
  great	
  value	
  for	
  customers	
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Prospera	
  Credit	
  Union	
  –	
  Home	
  Equity	
  Line	
  of	
  Credit	
  

●  Pre-­‐approved/pre-­‐qualified	
  
●  Member	
  Cross-­‐sell	
  

●  Offer:	
  Low	
  rate	
  offer	
  of	
  2.65%	
  APR	
  	
  
locked	
  in	
  for	
  5	
  years,	
  $50,000	
  minimum	
  

	
  	
  	
  	
  PLUS:	
  No	
  closing	
  costs,	
  auto	
  pay,	
  	
  
	
  	
  	
  	
  no	
  pre-­‐payment	
  penal?es,	
  no	
  annual	
  fee	
  

●  Format:	
  Personalized	
  Lejer	
  

●  Distribu0on:	
  Wisconsin	
  

●  Focus:	
  Rate	
  offer	
  and	
  refinancing	
  your	
  higher	
  rate	
  	
  
HELOC	
  to	
  Prospera’s	
  low	
  rate	
  locked	
  in	
  for	
  5	
  years,	
  	
  
PS	
  sweetens	
  the	
  deal	
  with	
  Lifestage	
  personal	
  	
  
guidance	
  for	
  credit	
  union	
  members	
  

●  Consider:	
  Adding	
  specific	
  offer	
  end	
  date	
  for	
  even	
  	
  
more	
  urgency	
  

●  Call	
  to	
  Ac0on:	
  Easy	
  -­‐	
  call,	
  visit	
  or	
  online	
  
Note:	
  Idea	
  here	
  is	
  to	
  capture	
  compe??ve	
  HELOC	
  business	
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Susquehanna	
  Bank	
  –	
  Home	
  Equity	
  Line	
  of	
  Credit	
  

●  Prequalified	
  
●  Prospect	
  &	
  Customer	
  Cross-­‐sell	
  

●  Offer:	
  Low	
  rate	
  offer	
  of	
  3.5%	
  APR	
  	
  
up	
  to	
  $100,000	
  

	
  	
  	
  	
  PLUS:	
  No	
  closing	
  costs,	
  no	
  applica?on	
  	
  
	
  	
  	
  	
  fee,	
  no	
  origina?on	
  fee,	
  no	
  annual	
  fee	
  

●  Format:	
  Personalized	
  Lejer	
  

●  Distribu0on:	
  Pennsylvania	
  
●  Focus:	
  Rate	
  offer	
  and	
  focuses	
  on	
  savings,	
  	
  

convenience,	
  flexibility	
  benefits	
  

●  Consider:	
  Adding	
  specific	
  uses	
  in	
  addi0on	
  to	
  	
  
home	
  improvement	
  (debt	
  consolida0on)	
  	
  

●  Call	
  to	
  Ac0on:	
  Apply	
  today	
  –	
  online,	
  call,	
  	
  
visit	
  –	
  uses	
  end	
  date	
  to	
  add	
  urgency!	
  

Note:	
  Graphics	
  communicate	
  seasonal	
  home	
  	
  
improvement	
  visually	
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Summit	
  Credit	
  Union–	
  Home	
  Equity	
  Line	
  of	
  Credit	
  

●  ITA	
  
●  Member	
  Cross-­‐sell	
  

●  Offer:	
  $100	
  Visa	
  Gis	
  Card	
  and	
  low	
  intro	
  rate	
  offer	
  of	
  	
  
1.99%	
  APR	
  for	
  6	
  months,	
  go-­‐to	
  rate	
  of	
  3.99%	
  

	
  	
  	
  	
  PLUS:	
  No	
  or	
  low	
  closing	
  costs,	
  rate	
  lock	
  	
  
	
  	
  	
  	
  op?on,	
  interest	
  only	
  payment	
  op?on	
  

●  Format:	
  Postcard	
  

●  Focus:	
  Home	
  improvement	
  angle	
  
	
  and	
  low	
  interest	
  cash	
  of	
  HELOC,	
  	
  
“It’s	
  your	
  money!”	
  

●  Consider:	
  Adding	
  contact	
  info	
  
●  Call	
  to	
  Ac0on:	
  Come	
  in	
  

Note:	
  Clean,	
  branded	
  graphic	
  approach	
  	
  
stands	
  out	
  in	
  mailbox	
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Dollar	
  Bank	
  –	
  Home	
  Equity	
  Loan	
  

●  ITA	
  
●  Prospects	
  
●  Offer:	
  Low	
  rate	
  offer	
  of	
  2.49%	
  APR	
  with	
  	
  

7-­‐year	
  fixed	
  rate,	
  $50,000	
  minimum	
  

	
  	
  	
  	
  PLUS:	
  No	
  closing	
  costs,	
  Promo	
  Code	
  

●  Format:	
  Personalized	
  Lejer	
  

●  Distribu0on:	
  Illinois	
  
●  Focus:	
  Rate	
  and	
  engages	
  with	
  best	
  prac0ce	
  uses,	
  	
  

differen0ates	
  by	
  posi0oning	
  “loan	
  experts”	
  as	
  	
  
helping	
  find	
  the	
  right	
  credit	
  solu0on	
  	
  

●  Consider:	
  Adding	
  offer	
  end	
  date	
  for	
  
even	
  more	
  urgency	
  

●  Call	
  to	
  Ac0on:	
  Applying	
  is	
  easy,	
  call,	
  visit	
  or	
  	
  
apply	
  online	
  

Note:	
  Messaging	
  around	
  refinancing	
  or	
  consolida?on	
  	
  
to	
  save	
  thousands	
  in	
  interest	
  vs	
  your	
  current	
  loans	
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Community	
  First	
  Credit	
  Union	
  –	
  Home	
  Equity	
  Loan	
  

●  No	
  firm	
  offer	
  of	
  credit	
  

●  Prospects	
  
●  Offer:	
  $100	
  Home	
  Depot	
  Gis	
  Card	
  

	
  	
  	
  	
  PLUS:	
  no	
  closing	
  costs	
  up	
  to	
  $150,000,	
  	
  
	
  	
  	
  	
  10,	
  15,	
  20	
  year	
  fixed	
  terms	
  

●  Format:	
  Lejer	
  

●  Distribu0on:	
  Florida	
  
●  Focus:	
  Don’t	
  wait	
  to	
  start	
  home	
  improvement	
  

	
  projects-­‐	
  “low	
  rate	
  loan”	
  -­‐	
  no	
  specific	
  rate	
  offer	
  	
  
call	
  out;	
  emphasized	
  fixed	
  	
  

●  Consider:	
  Pumping	
  up	
  benefit	
  of	
  fixed	
  rate	
  	
  
(“no	
  surprises,	
  easy	
  to	
  manage”),	
  add	
  	
  
personaliza0on,	
  firm	
  offer	
  of	
  credit	
  

●  Call	
  to	
  Ac0on:	
  3	
  easy	
  ways	
  –	
  online,	
  call	
  or	
  stop	
  by;	
  	
  
QR	
  code	
  to	
  learn	
  more	
  	
  

Note:	
  An	
  effort	
  to	
  s?mulate	
  interest	
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SunTrust®	
  –	
  Home	
  Equity	
  Loan	
  

●  ITA	
  
●  Customer	
  cross-­‐sell	
  

●  Message	
  focuses	
  on	
  home	
  improvement/	
  
home	
  repairs	
  

●  No	
  upfront	
  fees,	
  reduced	
  closing	
  costs	
  
●  Format:	
  #10	
  OE	
  +	
  8.5	
  x	
  11	
  lejer	
  

●  Distribu0on:	
  Virginia	
  
●  Did	
  Well:	
  Calls	
  out	
  rate	
  and	
  set	
  monthly	
  	
  

payments,	
  easy	
  app	
  process,	
  clear	
  response	
  	
  
channels,	
  recognizable	
  warmth	
  of	
  brand,	
  	
  
plain	
  OE	
  

●  Consider:	
  Calling	
  out	
  product	
  before	
  4th	
  	
  
paragraph,	
  	
  call	
  out	
  that	
  rates	
  won’t	
  stay	
  	
  
this	
  low	
  forever	
  

●  Call	
  to	
  Ac0on:	
  Call,	
  Visit,	
  Go	
  online	
  
Note:	
  seasonal	
  home	
  improvement	
  sell	
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Beyond	
  Mail	
  

30	
  

ATM	
  

●  Promo0onal	
  messaging	
  and	
  offer	
  
coupons	
  	
  

Mobile	
  

●  Integrated	
  promo0onal	
  messaging	
  to	
  
customers	
  

Social	
  Media	
  

●  Challenging	
  for	
  many	
  financial	
  
ins0tu0ons	
  

●  Build	
  awareness	
  of	
  your	
  financial	
  
ins0tu0on	
  as	
  ac0vely	
  lending	
  

●  Posi0ve	
  exposure	
  for	
  good	
  customer	
  
experiences	
  

●  Blogs	
  

Mail	
  
●  	
  QR	
  code	
  (if	
  sensible	
  to	
  drive	
  to	
  app	
  page)	
  

Email	
  
●  Customer	
  cross-­‐sell	
  
●  Great	
  channel	
  for	
  rela0onship-­‐based	
  

offers	
  and	
  more	
  
●  Piggyback	
  onto	
  regular	
  e-­‐newslejer	
  

streams	
  

In-­‐branch	
  
●  Take-­‐ones	
  
●  Posters	
  
●  Tent	
  cards	
  
●  Banker	
  sheets	
  

Web	
  
●  Online	
  banking	
  pop-­‐ups	
  
●  Drive	
  to	
  landing	
  page	
  

Channel	
  integra0on	
  creates	
  synergies	
  

Integrated	
  mul(channel	
  campaigns	
  surround	
  your	
  customers	
  with	
  your	
  lending	
  message	
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•  	
  6	
  Pla(num	
  Hermes	
  Crea(ve	
  Awards	
  

•  	
  2	
  Pla(num	
  MarCom	
  Awards	
  

•  	
  15	
  Gold	
  Hermes	
  Crea(ve	
  Awards	
  

•  	
  6	
  Gold	
  MarCom	
  Awards	
  

•  	
  15	
  Hermes	
  Honorable	
  Men(ons	
  

•  	
  5	
  MarCom	
  Honorable	
  Men(ons	
  

•  	
  4	
  Gold	
  Communicator	
  Awards	
  

•  	
  19	
  Silver	
  Communicator	
  Awards	
  

•  	
  1	
  Silver	
  Summit	
  Crea(ve	
  Award	
  

•  	
  3	
  Bronze	
  Summit	
  Crea(ve	
  Awards	
  

•  	
  3	
  APEX	
  Awards	
  of	
  Excellence	
  

•  	
  8	
  Graphic	
  Design	
  USA	
  Awards	
  

Award-­‐Winning	
  Crea(ve	
  Quality	
  
	
  
48	
  Crea(ve	
  Awards	
  in	
  2014!	
  
39	
  Crea(ve	
  Awards	
  so	
  far	
  in	
  2015! 

Confiden0al	
  	
  



Q&A	
  Wrap	
  Up	
  

Type	
  your	
  ques(on	
  in	
  the	
  ques(ons	
  panel	
  
Raise	
  your	
  hand	
  to	
  ask	
  ques(ons	
  by	
  phone	
  

Kris	
  NibleB,	
  Crea0ve	
  Director	
  
Stephen	
  Nikitas,	
  Senior	
  Strategy	
  Director	
  

Presenta(on	
  materials	
  and	
  video	
  replay	
  will	
  be	
  
provided	
  within	
  one	
  week.	
  
	
  
Visit	
  www.HarlandClarke.com/Webcasts	
  for	
  this	
  and	
  
previous	
  events.	
  

linkedin.com/company/Harland-­‐Clarke	
  

twijer.com/HarlandClarke	
  

www.HarlandClarke.com	
  


