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Bios 

●  Kris Niblett, Creative Director, Harland Clarke 

  Kris joined Harland Clarke Marketing Services in July 2003 and brings nearly 20 years 
in direct marketing for financial and other industries to create strategic,  
award-winning communications that generate results and heighten brand awareness 
by building customer relationships. Her extensive portfolio includes work for clients 
such as PNC Bank, TD Bank, Key Bank, Wachovia Bank, American Express, Sony 
PlayStation, Dell Computers, Allstate and Disney, to name a few. Prior to joining 
Harland Clarke, Kris was vice president executive creative director of Rapp Collins 
Worldwide/Dallas for more than eight years. Her work has garnered 100+ awards, 
including Hermes Awards, DMA Echo Awards, Graphic Design USA Awards, and the 
London International Advertising Award. 

●  Stephen Nikitas, Senior Marketing Strategist, Harland Clarke   

  Stephen has more than 30 years of experience in strategic planning, marketing, 
public relations and executive speechwriting. He has been a senior executive at 
financial institutions in New York, California and Massachusetts, developing and 
implementing sales and marketing programs that resulted in significant growth rates 
in loans, deposits and accounts. As a Senior Strategist at Harland Clarke, Stephen 
now provides consultative services to banks and credit unions, helping them to craft 
marketing and retail strategies and campaigns that take advantage of existing market 
and financial conditions in order to grow targeted portfolios.   
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1.  Home Equity is Coming Back 

2.  The Power of Creative 

3.  Universal Truths About Creative for Equity Lending 

  Creative Challenges 

  Creative Toolkit 

4.  Allocating Real Estate 

5.  Requirements 

6.  10 Creative Best Practices HELOC 

7.  10 Creative Best Practices Home Equity Loan 

8.  Q&A 

Today’s Agenda 

4 



Economic Trends – Mortgages 
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More than 58% of homeowners now have an LTV less than 80%,  
increasing the market for home equity products 
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3 key elements for effective direct marketing 

of equity lending products 

  Audience data/analytics 

  Offer 

  Creative 

It takes all 3 to succeed! 
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Audience Data/ 
Analytics 

Offer 

Creative 

The Power of Creative: It’s an Important Part of the Mix 



1.  Product complexity 
  Rate offers, rate structure (variable, fixed), closing costs, rate locks 

2.  Legal requirements around stating rate offers 
  Intro rates must include “go-to rates” 

3.  Competition – how to stand out? 
  Use creative to build the best story with what you have 

4.  Onerous disclosure, Opt-out language 
  Point size requirements 
  Limits choice of format 

5.  It’s all about timing 
  Use seasonal frequency to improve your chances 

Creative Challenges 
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1.  Stand Out by Cutting Through Mailbox, Inbox Clutter 

2.  Keep Messaging Relevant to your audience and the economy  

3.  Call Out Competitive Rate Offer that interrupts rate shopping 

4.  Make It Urgent with offer end date 

5.  Emphasize Key Benefits and Product Features  

6.  Motivate with seasonal “thought starter” usages (emotion) 

7.  Keep It Readable to keep prospect engaged 

8.  Brand Leverage to strengthen value proposition 

9.  Strong, Clear Call to Action makes it urgent 

10.  Offer Response Channel Options for easy response 

Creative uses copy and design to serve it all up 

 in the most relevant, compelling way! 

Creative Toolbox for HELOC/Home Equity Loan –  
10 Universal Truths 
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Allocating Real Estate:  
Loan Magnet™ Example 

1.  Clearly branded 
2.  Competitive rate offer  
3.  Preapproved 
4.  Full offer 
5.  Deal sweetener  
6.  Thought starters  
7.  Urgency  
8.  Call to action  
9.  Response channels 
10. Short notice terms and conditions 
11. Long notice terms and conditions 

(back of letter)  
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●  Requirements 
  Equal Housing Lender logo 
  Opt-out box (for preapproved offers) 

●  Disclosure Guidelines from FCRA (Fair Credit Reporting Act) 

 Note: Any prescreened offer requires both the short notice opt-out 
on the front of a piece and long notice opt-out on the back or front of 
a piece. 

  Opt-out box graphic requirements are: 

Short Notice 
•  Front of the mail piece 
•  Type must be distinct 
•  At least 12 pt. font   
•  Inside a border 

Long Notice 
•  Back or front of the mail piece 
•  Must begin with “Prescreen & opt-out notice” 
•  Typeface must be distinct 
•  At least 12 pt. font 

10 Source: FCRA (Fair Credit Reporting Act) Guildlines 
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1. Format: #10 envelope 
  Consultative approach for customers 
  More promotional approach for prospects 
  Assures privacy 
  Cost efficient 
  Can include educational insert in mail package, Q&A to clarify value 

proposition and difference in lending products 
Focus content on lead product, not equal comparison of all products 

  Use the same format for all segments to reduce costs 

2. Rate is king — lead with competitive rate offer  
  Low intro rate is effective (must include prominent “go to” rate) 
  Consider balance transfer rate, waived or reduced closing costs, 

relevant premium such as home improvement gift card 
  High profile Johnson Box 

3. Preapproved callout 
  Preapproved stronger than prequalified or preselected — what will 

your legal department approve? 
  Invitation to apply (ITA) if no preapproval  

Checklist: Top 10 Creative Best Practices – HELOC 
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4. Smart financial tool: position 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 

5. Revolving LOC – pay only for what you use, renewable resource for 
additional funding 

  Tax deductibility (ask your tax advisor)  
  Rate lock feature to lock in low rate (sometimes built into product) 

Checklist: Top 10 Creative Best Practices – HELOC 
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6. Thought-starter copy  
  Great for small or large expenditures  
  Debt consolidation always #1/pay off higher-interest debt 
  Home improvements/making home energy efficient – adds to value 

of your home 
  Seasonal focus 

• Summer – school tuition or school expenses 
•  January – pay off higher-interest holiday debt 
•  Fall – home improvements 
• Spring – home remodel or pay off taxes 

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

checks, plastic 

Checklist: Top 10 Creative Best Practices – HELOC 
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8. Urgency 
  Reasons to get and use NOW: Historically low rates 
  Tie offers to specific end date 
  Clear call to action  
  Can restate end date in letter PS 

9. Easy to apply and fast, easy closing 
  Make process feel easy 
  Get an answer within X days 
  Get your funds in X days 

10. Clear call to action 
  Tell customer or prospect exactly what to do to redeem offer 
  Make it easy to respond – multiple, non-conflicting response 

channels: call, click, visit 
  QR code 

Checklist: 10 Creative Best Practices – HELOC 
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●  ITA 

●  Customer cross-sell 

●  Promotes low rate 

     No closing fee option, no origination 
fees and no application fee 

●  Format: Self-mailer 

●  Distribution: Texas 

●  Did Well: Focuses on low cost, 
low interest plus other benefits, 
clear call to action, urgent tone, 
personalized  

●  Next Time: No end date, 
generic look, brand not 
leveraged, format/messaging 
too promotional for customers 

Note: Home improvement  
    focus – seasonal approach 

Capital One® – Home Equity Line of Credit  
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1.  FORMAT: #10 Envelope 
  Consultative approach for customers 
  More promotional approach for prospects 
  Ensures privacy 
  Cost efficient 
  Use same format for all segments to reduce costs 

2.  Rate is king – lead with competitive rate offer  
  Low rate, waived or reduced closing costs 
  High profile Johnson Box 

3.  Preapproved call out 
  Preapproved stronger than prequalified or preselected 
  Invitation to Apply (ITA) if no preapproval  

10 Creative Best Practices – Home Equity Loan  
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4. Smart financial tool: Position as fixed low rate = predictable  
monthly payments 

  Low interest means low monthly payments every month that don’t 
fluctuate so budgeting is easy 

  You always know what to expect! 
  Smart tool to finance larger purchases at a low rate 
  Tax deductible (ask your tax advisor) 

5. Thought-starter copy 
  Ideal for large expenditures 
Debt consolidation/low interest cash to pay off higher-interest debt 
Home improvements/make home energy efficient – add to home value 

6. Easy to access 
o  Get your funds in one lump sum to use when and as you wish 

10 Creative Best Practices – Home Equity Loan  
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10 Creative Best Practices – Home Equity Loan  

7. Urgency 
o  Reasons to get and use now: historically low rates 
o  Tie offers to specific end date 
o  Clear call to action  
o  Can restate end date in letter postscript 

8. Fast, easy closing  
o  Make process feel easy 
o  Get an answer in as little as X days 
o  Get your funds in X days 

9. Clear call to action 
o  Tell customer or prospect exactly what they must do to get offer 

10. Easy to respond 
o  It’s easy to accept or apply! 
o  Multiple, non-conflicting response channels: call, click, visit, QR code 



●  Cross-sell to existing members 

●  Offers fast, flexible home equity 
loans 

●  ITA 

●  Format: Postcard 

●  Distribution: Texas 

●  Did Well: Clear call to action  
and response channels 

●  Next Time: Very general, no 
rate offer, no clear benefits/
urgency, focuses on “dreams,” 
not compelling or right for       
the times, doesn’t leverage 
brand 

Smart Financial® Credit Union – Home Equity Loan  
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●  Customer cross-sell 

●  Message focuses on home 
improvement/home repairs 

●  ITA 

●  No upfront fees, reduced closing costs 

●  Format: #10 OE + 8.5 x 11 letter 

●  Distribution: Virginia 

●  Did Well: Calls out rate and set 
monthly payments, easy app process, 
clear response channels, recognizable 
warmth of brand, plain OE 

●  Next Time: Product buried – not 
mentioned until 4th paragraph, misses 
opportunity to call out that rates won’t 
stay this low forever 

Note: seasonal home improvement sell  

SunTrust® – Home Equity Loan 
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●  Financial institution history and customer service 

●  Selling multiple products 

●  Not including a rate offer 

●  Any messaging that doesn’t support the WIIFM (What’s In It For 
Me?) cornerstone of direct marketing 

What Doesn’t Make the Best Practices List 
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Q&A 
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A video replay of this webinar will be sent to you 
within three business days 

Press *1 on your phone  

- or -   

use the chat window and 

send your question to  

“All Panelists.” 

Kris Niblett, Creative Director, Harland Clarke 

Stephen Nikitas, Senior Marketing Strategist, Harland Clarke 

linkedin.com/company/Harland-Clarke 

twitter.com/HarlandClarke 

plus.google.com/+HarlandClarke 

youtube.com/user/HarlandClarkeCorp 

www.HarlandClarke.com 


