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Agenda 

• Audience Poll 

 

• Speaker Introductions 

 

• Mintel Comperemedia: Direct Marketing Strategies 

 

• HCMS: 10 Initiatives For Loan Growth and Retention 

 

• Service Credit Union: Loan Growth Initiatives 

 

• Questions 
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Speaker Introductions 

Karen Benedetti – Service Credit Union 

Stephen Nikitas – Harland Clarke Marketing Services 

Susan Wolfe- Mintel Comperemedia 
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Mintel Comperemedia 

• This presentation is based on analysis and insight from Mintel Comperemedia, 
Mintel Oxygen, and proprietary research. 
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9 sectors 
tracked: 

1. Banking 
2. Credit Cards 
3. Insurance 
4. Investments 
5. Mortgage & 

Loan 
6. Auto 
7. Travel & 

Leisure 
8. Technology 
9. Telecom 

Mintel 
Comperemedia: 

• Comperemedia is the 
premier source for 
monitoring direct 
marketing in the US 
and Canada 

• Includes direct mail, 
email, online and print 
advertising for 
consumer and 
business markets 

Methodology:  

• Mail panel of 5,500+ 
unique consumers each 
month 

• Email panel of 1,250 
active online US 
consumers 

• Online advertising panel 
of top 4,000 US websites 

• Over 100 national 
newspapers, magazines 
and trade publications 
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Agenda 

Overview 

Mortgage 

Home Equity 

Unsecured 

Auto 

Key Takeaways 
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Mortgage 

Home Equity 

Unsecured 

Auto 

Key Takeaways 

Overview 
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Factors Impacting Lending 

Employment 

Unemployment 
Rate 

Weak  Job 
Growth 

Real Estate 

Slumping home 
prices 

Underwater 

State of Mind 

Cautious 

Subdued 
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Acquisition Mail Remains Low 

0 

100 

200 

300 

400 

500 

600 

2007 
Q1  

2009 
Q4  

2010 
Q1  

2010 
Q2  

2010 
Q3  

2010 
Q4  

2011 
Q1  

2011 
Q2  

2011 
Q3  

2011 
Q4  

2012 
Q1  

M
il
li
o

n
s
 

Estimated Volume of Acquisition Mail 

Mortgage Unsecured Loans Equity Credit Lines 

Auto Loans Home Equity Loans 

*Acquisition mail only 
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promotion due 

to further 
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Price Driven Market 

“What’s your best price?”  
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Mortgage and Home Equity Loan Production 
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Residential Mortgage Originations 

Purchase Refinance Total 

SOURCE:  Mintel Oxygen Report, ―Residential Mortgage Lending‖, September, 2011, Mortgage Bankers Association 
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Preferred Pricing 

Rewards 

Benefits Extend to Other Products 

Relationship Banking 
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Overview 

Home Equity 

Unsecured 

Auto 

Key Takeaways 

Mortgage 
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Key Mortgage Themes 

Price 

Refinancing 

Low Rates 

Relationship 
Banking 

Cross-Sell 

Discounts 

Consistency 

Message 

Creative 
HARP 
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Mortgage Companies Acquire; Top Banking Lenders Cross-Sell 

mail is cross-sell mail is cross-sell mail is cross-sell 

44% of 

 

51% of 46% of 

 

8% of all mail is cross-sell 
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Option to Refinance 
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Offering Refi to Keep Existing Customers… 

SOURCE:  Comperemedia Lifecyle Panel, Panelist 707809 

JULY AUG SEP 

DM:  20110809-011770 DM:  20110803-0111151 

DM:  20110825-011365 
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…And Head Off Offers From Other Companies 

Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar 

B of A 2 1 2 

Embrace 1 1 1 

Quicken 1 1 1 

Franklin 1 1 

Sallie Mae 2 

First Liberty 1 1 1 

New Day 2 

NFM 1 1 

Gateway 1 

First Citizens 1 

Residential 1 1 

Direct Mortgage  1 

Greenlight 1 

TOTAL 1 4 3 2 1 1 2 4 3 2 

SOURCE:  Comperemedia Lifecyle Panel, Panelist 707809 
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Chase 

 

DM:  20120209-011680 
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Chase Cross-Sell Strategy 

Aug Sep Oct Nov Dec Jan Feb Mar 

Credit Card 

Savings 

Auto Pay 

1% Back 

SOURCE:  Comperemedia Lifecyle Panel, Panelist 623170 
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Fifth Third 

• Mortgage 

• Credit Card 

• Earn points to apply to mortgage 

• Checking Account 

• .5% discount with auto payment 

• Debit Card 

DM:  20110522-011263 
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Wells Fargo 

DM:  20120227-011175 

• Low rates 

• Benefits of refinancing 

• FHA and HARP options 

―We’re reaching out to valued 
Wells Fargo customers now…‖ 
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Overview 

Mortgage 

Unsecured 

Auto 

Key Takeaways 

Home Equity 
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Key Home Equity Themes 

Financial 
Management 

Control 

Safety Net 

Purchases 

Home 
Improvements 

College 

Price 

Low Rates 

Best Option 
Expenses 
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Home Equity Strategy 

mail is cross-sell mail is cross-sell 

mail is cross-sell mail is cross-sell mail is cross-sell 

26% of 

 

88% of 82% of 

 

36% of 

 

35% of 

 

19% of all mail is cross-sell 
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Citizens RBS 

DM:  20110811-0111494 

Jun Jul Aug Sep Oct Nov Dec Jan Feb 

Citizens 1 1 1 1 

Checking 1 2 1 2 2 1 

Unsecured Loans 2 

SOURCE:  Comperemedia Lifecycle Panel, Panelist 759787 
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Capital One 

• Key messages: 

• Flexibility 

• Home improvements 

• College 

• Better then other options 

• Customer also received offers for 
Capital One: 

• Unsecured loans 

• Credit Line 

• Checking Account 

DM:  20110903-011487 

SOURCE:  Comperemedia Lifecyle Panel, Panelist 778062 

You trust us with your credit card 
needs.  And as a full service 

bank…‖ 
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Chase 

• Auto pay discount 

• Low rates 

• Tax deductible 

• Debt consolidation 

DM:  20110629-011532 



comperemedia.com 
30 

US Bank 

• Requires a U.S. Bank checking 
package 

• Checking account 

• Money market account 

• Credit card 

• Sound financial solution 

• Best credit choice 

• Meet spending needs 

• Strength of the bank 

DM:  20120229-011376 
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Wells Fargo 

• .375% discount with PMA account 

• Requires auto pay 

• Low interest rates 

• Low monthly payment 

• Better than other types of credit 

DM:  20120209-011693 
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Overview 

Mortgage 

Home Equity 

Key Takeaways 

Auto 

Unsecured 
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Auto Loan Cross-sell Strategy 

mail is cross-sell mail is cross-sell 

mail is cross-sell mail is cross-sell 

28% of 

 

4% of 

 

41% of 

 

73% of 

17% of all mail is cross-sell 
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Wells Fargo 

―But, that’s only part of the offer.  When you 
say yes to this interest rate reduction, you 
could actually enjoy one or more other 
benefits only available to Wells Fargo 
customers.‖ 

DM:  20120409-01175 

• Relationship discount up to .5% 

• Credit toward PMA Package 

• Bank benefits 

• Online banking 

• Same day payments 

• Link accounts 

• Interest rate and savings amount 
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Fifth Third 

• Customer must: 

• Have a current auto loan with Fifth Third 

• Open a new Fifth Third checking or savings 
account 

• Make payments through auto pay from the 
new Fifth Third Account 

• Keep the deposit account open during the 
term of the loan 

DM:  20110414-011443 
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SunTrust 

• Cross-sell other banking 
services along with loan: 

• ―We invite you to 
experience everything 
we have to offer…‖ 

• ―P.S. …We can also 
provide you with the 
checking, savings, and 
online banking options 
that are right for you.‖ 

 

 

DM:  20111103-011986 
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Overview 

Mortgage 

Home Equity 

Auto 

Key Takeaways 

Unsecured 
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Key Unsecured Loan Themes 

Debt 
Consolidation 

Low Rates 

Variety 

Home 
Improvement 

Unexpected 
Expenses 

Consistency 

Amount 

Term Best credit  
choice  
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Unsecured Loan Strategy 

mail is cross-sell mail is cross-sell mail is cross-sell 

mail is cross-sell mail is cross-sell mail is cross-sell 

20% of all mail is cross-sell 

78% of 42% of 7% of 

 

22% of 

 

5% of 

 

0% of 
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Unsecured Loan Are A Stand Alone Product 

20% of consumers received an offer for 
a deposit product,  

10% 
received a deposit 
product offer 

but of consumers who 
received an unsecured 
loan offer  
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Typical Offers 

DM:  20111128-011565 
DM:  20110714-011532 
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Wells Fargo 

• Debt consolidation 

• Rate reduction based on banking 
relationship 

• Incentive 

DM:  20110828-011139 
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Capital One 

• Debt consolidation 

• Home repairs 

• Auto purchase 

• Unexpected expenses 

DM:  20111128-01178 
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Overview 

Mortgage 

Home Equity 

Unsecured 

Auto 

Key Takeaways 
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Cautious state of mind 
on the part of 

consumer and banks 
continues to suppress 

activity 

Key story is cross-sell 

Refinance offers 
dominate the mortgage 
and auto loan category 

 

Relationship Banking is 
driving  banks 

approach to loans 

Key Takeaways 



10 Initiatives For Marketing for 
Loan Growth And Retention 

May 9th, 2012 

© 2011 Harland Clarke Corp. All rights reserved. 

Stephen Nikitas 
Senior Strategy Director 
Harland Clarke Marketing Services 
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#1: Leverage Business Intelligence 

 

Utilize your MCIF system … or implement one 

 

•  Identify your account holders 

– Maintain 

– Retain 

– Opportunities 

 

•  Develop strategies to reach out to those account holders 

– Channel 

– Message 

 

•  Put your marketing dollars to their most effective use 
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#2: Align Marketing and Retail 

 

Get them on the same page 

 

•  Marketing gets account holders in the door 

 

•  Retail sells to those account holders once they walk in the door 

 

•  Ensure:  

– Marketing and Retail are sales focused 

– Account holder needs are uncovered 

– Everyone knows the current promotion(s) 

– Retail knows how to discuss and sell loans 

– Marketing and Retail have tangible goals 

– Marketing and Retail are accountable for reaching those goals 
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#3: Make Someone Responsible for  
Loan Growth 

•  Marketing can drive the process and lead the way 

 

– Work in harmony with Lending and Retail 

+  Tear down the silos 

+  Task IT to help!!! 

 

– Establish a plan and measure it weekly if not daily 

 

•  Set a loan target and live to it! 
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#4: Build Relationships and Loyalty Early  

 

• Engage account holders through disciplined, multichannel 
onboarding 

+ 75 - 80% of all cross-sales from new retail accounts happen in 
the first three months after account opening 

+ Reduce attrition: 30% for new account holders  
 

• Maximize new account opening opportunities 

+ Focus on identifying account holder needs 

+ Create a book of business 

 

• Help account holders move the accounts 

18 to 26% of 
consumers are 
shopping for a 
new financial 
relationship 

Source: Harland Clarke 
Benchmarking Study 

Source: Forrester Research 
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Attention During and After Account Opening 
Increases Satisfaction and Cross-sales 
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#5: Build Relationships and Loyalty Among 
Existing Account Holders 

 

• Reduce high rates of attrition  

– 12 – 24% average attrition rate 

– 40 – 50% of your account holders have 
checking elsewhere 

– 20% of your checking accounts are not 
being used 

 

• Conduct targeted cross-sell marketing 
programs 

–Use business intelligence to identify your 
likely purchasers 

 

• Continue an account holder dialogue through 
relevant lifecycle management 

–Information capture provides insight into 
account holders’ needs and preferences, 
creating opportunities for cross-sell and 
informed business decisions 

 

On average, 
consumers own 

nearly 9  
financial products  
but own just 2.5 
of them with any 

single bank 

Harland Clarke Benchmarking Study 
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Lifecycle Marketing 
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Needs Assessment Grows Share of Wallet 
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 #6: Stay Abreast of Account Holders’  
  Needs and Actions 

 

• Look at multiple outreach efforts 
 

• Loan recapture 
–20% of your portfolio has a loan somewhere else 

 
• Loan maturity 

–Reach out to account holders when they are ready to apply 
 

• Loan verification 
– Identify account holders who have applied for loans elsewhere 

 
• Loan activation and utilization 

–20 – 30% of your HELOCs are not being used 
 

•  Promote credit card usage 
 
•  Review credit card accounts 

–  To keep a card ―top of wallet‖ continually review available balances 
and increase limits when appropriate 
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 #7: Don’t Put All of Your Eggs in One Basket 

 

Conduct multichannel awareness programs 

• Each channel complements the other 

 

–Direct marketing 

+ Mail 

+ Email 

 

–Media 

+ Radio 

+ Newspaper 

+ Television 

+ Billboards 

 

–PR  

–Word of Mouth 

–Etc. 
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#8: Renew Your Focus on Vehicle Lending 

 

• Sales are returning to pre-recession 
levels 

 

• Sales are expected to increase 7.3% in 
2012 compared with 2011 

– 13.7 million units 

– Luxury market expected to grow 14% 

 

•  Average age of vehicles is at a record 
high – 10.8 years 

– 11.1 years for autos 

– 10.4 years for SUVs and light trucks 

 

More affluent buyers 
are returning to the 

market for new 
vehicles after  
three years of 

spending reductions 

Source: R.L. Polk 
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#9: Look at High Risk Loans 

 

• These are account holders with greatest needs and fewest options 
– Household financial obligations ratio lowest since 1994 

 

• An aging population will force you to buy deeper into the pie in order 
to maintain loan growth 

 

• Aggressive dealer financing will cause you to lose many of your A+ and 
A paper account holders 

 

• You can make money on C and D paper loans … but manage them 

 

• Don’t lose sight of why you are underwriting loans — your job is to 
evaluate risk 

 
– There are A+ and A paper account holders that should be financed at 

70% LTV 

 

– There are C and D paper account holders that should be financed at 
110% LTV 
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#10: Analyze Your Lending Process 

 

• Ensure you are using the proper channels 
–Branch 
–24/7 Telephone 
–Internet 
–Fax 
–Indirect 

 
• Streamline your underwriting process — be best in market 

–Survey your competition 
+  Include credit unions and auto dealers 

 
– Eliminate the roadblocks and silos that are slowing down the 

process 
+  Look at your loan application … is it needlessly long and 

cumbersome?  
+  Are underwriting turn times too long? 

 
– Look at open-ended loans 
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The Ten Initiatives You Can Take to Grow 
Your Loan Portfolio 

 

1   Use business intelligence 

2   Align Marketing and Retail 

3   Make someone responsible for loan growth 

4   Build relationships and loyalty from the outset 

5   Build relationships and loyalty among existing account holders 

6   Stay abreast of your account holders’ needs and actions 

7   Don’t put all of your eggs in one basket 

8   Renew your focus on vehicle lending 

9   Look at high risk loans 

10 Analyze your lending process 

 



Service Credit Union  

Loan Growth Initiatives 

 
Karen Benedetti 

Vice President – Marketing 
 

May 9, 2012 
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Loan Marketing Strategy 

 Promoting Service Credit Union’s Clear Advantage is Marketing’s 
overriding strategy.  

 

 Direct deposit is our lead promotion and offers discounts on most loan 
products. 

 We discount most loans 25bp stateside and 35bp overseas with direct deposit. 

 We deepen the discount to 50bp for seniors and low to moderate income 
earners, and to 100bp for active military deployed to a war zone. 

 

 We also look at opportunistic marketing throughout the year, from Black 
Friday, to auto shows, to troop movement. 

 60% of our members are military, many stationed in Germany and deployed to 
Iraq and Afghanistan. 

 

 

 

 



64 

Loan Marketing Strategy 

 We market in print, online, outdoor and through direct mail. Our core 
promotions have been marketed through print, online and outdoor. 
 

 Loan marketing accounts for about 40% with these core media 
categories. 
 

 Auto loans are a lead product for the credit union. Our rate match 
promotions have been successful and have a longer shelf life in the 
absence of a specific rate. 
 

 The mortgage business has been strong and we market the options 
every several months. 
 

 We have been adding targeted direct mail and that has yielded 
successful results. 
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Featured Loan Ads 
 

Ads are adapted to various print and 
online formats. 

 



Featured Loan Ads 
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Business Ads  
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Inclusion in other Marketing  
 

68 
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Measuring Print Results 

This chart 
shows how 
our unique 
print urls in 
newspapers 
and other 
publications 
perform. 
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Direct Mail 

 
 

 Loans are part of our 
on-boarding initiative. 

 

 Auto maturity 

 Features low rate and 
incentive to members 
22 months into their 
loan and near 
maturity at 60 
months. 
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Direct Mail 

Auto Maturity Direct Mail results show about a 2% direct response 
for a new loan (not refi’s) when members reach 22 months and 
near maturity of their loan. Total responses can exceed 6%.  
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Direct Mail 

 
 

 
 

 Auto loan re-capture program 
begins in 2012. 

 

 Targeted pre-approved offer to 
members with auto loans 
elsewhere based on lower 
payments. 
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Opportunistic Marketing 

 
There are various times or 
events that drive a 
marketing opportunity 
(e.g., Black Friday/Cyber 
Monday). 

 

Black Friday is advertised 
in print, online and 
outdoor, followed by Cyber 
Monday in print, online and 
via e-blasts. 
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Opportunistic Marketing 

 
 Service Credit Union retained 99% of all new overseas members 

who joined during the Black Friday and Cyber Monday 
promotions.  
 

 Among members who took part in the promotions, services per 
individual increased by 0.6% 

Black Friday Results 2011 – New members four months later 

Overseas Black Friday and Cyber Monday Cross Sales 

Visa accounts increased by 33% 
 

Auto loans increased by 3.5% 
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Opportunistic Marketing 

Marketing works with our 
overseas team on auto sales to 
strengthen the relationship with 
to dealers. 
 
We capitalize onsite financing.  
 
We leverage our low rates, match 
plus program and quick 
approvals. 
 
Mini-posters in branches as well 
as e-blasts to local members have 
been successful. 
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Opportunistic Marketing 

Service Credit Union proactively markets appropriate 
products to military personnel relocating from the U.S. to 
bases in Germany, transferred to the war zone and back to 
the U.S.  
 
We focus on lifecycle marketing and products may vary with 
each move. Featured products may also vary down to the 
installation based on the make-up of the military units. 

  
Relocation loans, personal loans and auto loans are the 
strongest sell, with mortgages to a lesser degree. 
 
 
 
 



77 

Questions 
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Questions and comments:  
SmartMarketing@HarlandClarke.com 

Thank you for your participation. 


