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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.			



Today’s	Speakers	
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Kris	NibleH	
Crea0ve	Director,	Harland	Clarke	Marke0ng	Services	

●  20+	years	experience	crea0ng	strategic,	award-winning,	mul0channel	
direct	marke0ng	communica0ons	for	financial		ins0tu0ons		and	other	industries	

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

●  Leads	crea0ve	team	that	has	won	more	than	100		industry	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	porWolios	



Today’s	Agenda	
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•  Auto	lending	trends	

•  Crea0ve	challenges	

•  10	crea0ve	best	prac0ces		

•  Legal	requirements	

•  Examples	and	crea0ve	analysis	

•  Q&A	



Auto	Lending	Trends	

4	 Source:	Sta0sta	–	2016	-	Sales	of	Passenger	Cars	in	Selected	Countries	Worldwide	from	2005	to	2015	–	sta(sta.com	
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Auto	Lending	Trends	

5	 Sources:	Bureau	of	Transporta0on	Sta0s0cs	–	U.S.	Department	of	Transporta0on	and	IHS/USA	Today	–	
Average	Age	of	Cars	on	U.S.	Roads	Breaks	Reacoard	–	July	29,	2015	
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Auto	Financing	

6	 Source:	Experian	Informa0on	Solu0ons	-		State	of	the	Automo(ve	Finance	Market	Fourth	Quarter	2015		
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Auto	Financing	

7	 Source:	Experian	Informa0on	Solu0ons		-	State	of	the	Automo(ve	Finance	Market	Fourth	Quarter	2015		
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Key	Elements	of	Effec(ve	Direct	Marke(ng	of	Auto	Lending	Products	
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Strong	crea(ve	accelerates	success!	

Audience	Data/
Targe(ng	

1 

Offer	
2 

Crea(ve	
3 



Crea(ve	Challenges	
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So	many	op0ons	—	buy,	lease,	financing	

1	 Consumers	strongly	dislike	auto	purchase	process	

2	

3	

4	

5	

Compe00on	is	fierce	

Consumers	are	shopping	around	

Legal	requirements	are	onerous	



Crea(ve	Fundamentals	for	Auto	Lending	and	Refinance	
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Stand	out	by	cuhng	through	mailbox,	inbox	cluier	

Make	the	lending/approval	process	feel	easy	

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

Make	it	urgent	with	offer	end	date	

Emphasize	key	benefits	and	product	features		

Keep	it	readable	to	keep	prospects	engaged	

Leverage	brand	to	strengthen	value	proposi0on	

Use	strong,	clear	call	to	ac(on	to	create	urgency	

Offer	response	channel	op(ons	for	easy	response	

Design	and	
deliver	your	
message	in	the	
most	relevant,	
compelling	way	



Legal	Requirements	
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Requirements	
●  Opt-out	box	(for	pre-screened	offers)	

Disclosure	guidelines	from	the	Fair	Credit	Repor(ng	Act	(FCRA)	

Note:	Pre-screened	offers	require	both	the	short	opt-out	no(ce	on	the	front	of	a	piece	
and	long	opt-out	no(ce	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	“Pre-screen	&	Opt-out	No0ce”	
•  Typeface	must	be	dis0nct,	at	least	12	point	font	

This	material	is	for	informa0onal	purposes	only	and	should	not	be	construed	as	financial	or	legal	advice.	
Please	seek	guidance	specific	to	your	organiza0on	from	qualified	advisers.	

Source:	FCRA	(Fair	Credit	Repor0ng	Act)	Guidelines				
hip://www.occ.gov/news-issuances/bulle0ns/2005/bulle0n-2005-7.html	



Top	10	Crea(ve	Best	Prac(ces	
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Mail	formats	
•  #10	Envelope		–	good	for	account	holders	and	prospects	

•  Space	for	cer0ficate	or	live	check	and	disclosure	for	prescreened	offers	

•  Postcard		–		promo0onal,	awareness-raising	approach	for	prospects	with	
no	prescreened	offer		

•  Both	are	cost-efficient	

“As	low	as”	rate	
•  En0ce	with	compe00ve	rates	“as	low	as	X”	

•  High-profile	Johnson	Box	or	sidebar	

•  Callout	on	envelope	



Top	10	Crea(ve	Best	Prac(ces	
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Prescreened	callout	
•  Preselected/prequalified/preapproved	

•  Makes	buying	process	easier	

“Bonus”	offers	
•  Delayed	payments	—	no	payment	for	60-90	days	

•  Check	made	out	to	dealer	—	empowering!	

•  Save	—	“Refinance	your	current	loan	at	an	X%	lower	rate”,	savings	chart		

•  Cash	bonus	offer	–	$200	

•  Sweeps	(free	gas,	free	payments)	



Top	10	Crea(ve	Best	Prac(ces	
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Good	experience	—	fast,	easy	approval	
•  Crea0ve	can	make	process	feel	easy	

•  Approval	in	as	liile	as	X	hours	or	days	

Urgency	
•  Tie	offers	to	specific	end	date	

•  Restate	end	date	in	leier	postscript	



Top	10	Crea(ve	Best	Prac(ces	
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Clear	call	to	ac(on	
•  Tell	account	holder	or	prospect	exactly	how	to	apply	

•  Make	it	sound	easy	

•  Make	the	offer	pop	—	explain	exactly	how	to	get	offer	

Easy	to	respond	
•  Dealer,	branch,	call,	online	



Top	10	Crea(ve	Best	Prac(ces	
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Account	holder	vs.	prospect	
•  Account	holder	—	posi0on	as	“offer	for	account	holders”	

•  Prospect	—	make	more	promo0onal	to	stand	out	

Leverage	brand	
•  Differen0a0ng	

•  A	trustworthy	brand	is	part	of	the	value	proposi0on	

•  The	trust	factor	for	account	holders	



Recap:	Messaging	Hierarchy	
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Elements	to	remember	
•  Prescreened	

•  As	low	as	XX%	APR	

•  	Account	holder	exclusive	offer?	

•  “Bonus”	offers	such	as	delayed	payment,	cash,	etc.	

•  Lower	your	monthly	payments	(i.e.,	refi	savings)	

•  Empower	account	holders	to	make	a	deal	(check,	preselected	cer0ficate)	

•  Quick	and	easy	to	apply	with	fast	approval	

•  Urgency	and	easy	to	respond	



Real	Estate	Alloca(on	for	Auto	Lending	
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Harland	Clarke	RefiGenius™		Program	Mail	&	email	

A	good	example	of	Crea0ve	Best	Prac0ces		

•  Iden0fies	your	account	holders’	credit	rela0onships	with	
other	financial	ins0tu0ons	using	three		credit	bureaus	

•  Sends	personalized	refinance	offer	to	
pre-screened,	creditworthy	account	holders	

•  Sells	credit	products,	including	auto	loan,	mortgage,	
HELOC,	home	equity	loan,	personal	loan	

•  Designed	to	interrupt	shopping	behaviors	
with	in-market	communica0ons	

•  Crea0ve	built	on	best	prac0ces	for	auto	lending		

•  Applicable	to	your	auto	lending	ini0a0ve	



Key	Crea(ve	Elements	—	Mail		
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Lower	your	monthly	payments	

Pre-selected	

Great	low	rate	

Savings	chart	

Short	Form	Opt-Out	



Key	Crea(ve	Elements—Mail		

†PRESCREEN & OPT OUT NOTICE
This “prescreened” offer of credit is based on information in your credit report indicating that you meet certain 
criteria. This offer is not guaranteed if you do not continue to meet our criteria and other factors bearing on your 
creditworthiness (including acceptable property collateral, income and employment history). If you do not want 

to receive prescreened offers of credit from this and other companies, call the consumer reporting agencies  
toll-free at 1-8885-OPT-OUT (1-888-567-8688); or write

TransUnion Opt Out Request, P.O. Box 505, Woodlyn, PA 19094-0505
Experian Consumer OPT-OUT, P.O. Box 919, Allen, TX 75013
Equifax Options, P.O. Box 740123, Atlanta, GA 30374-0123

1 We used information on you that we obtained from a consumer reporting agency in connection with this “Pre-Selected” 
offer. You were selected to receive this offer because you satisfied certain criteria for creditworthiness, which we previously 
established. The offered credit may not be extended if, after you respond to this offer, we determine that you do not meet the 
criteria used to select you for this offer or any other applicable criteria bearing on creditworthiness, or if you do not provide the 
required collateral. This offer may also be withdrawn if the value of the vehicle you are refinancing exceeds 100% of Loan-to-
Value (LTV). Not all applicants will qualify for the lowest rate.

2 APR = Annual Percentage Rate. Offer based on loan term of 64 months. YourFI Name finances 100% of MSRP (new vehicles) 
or the NADA Retail value (used vehicles). The maximum interest rate for this offer is 11.35% APR and the minimum approved 
loan amount is $10,000. Refinance restrictions apply. Rates current as of August 1, 2014, and are subject to change based 
on market conditions and borrower eligibility. Other rates and terms available. Subject to credit review. May not be combined 
with other offers. Membership eligibility is required.

Harland	Clarke	does	not	offer	legal	advice.	Informa0on	contained	within	this	document	
does	not	cons0tute	legal	advice.	Please	consult	with	an	aiorney.	20	

Long	no(ce	opt-out	box	

Cer(ficate	call	to	ac(on/channels	

Call	to	ac(on	—	end	date	

P.S.	refi	or	new	loan	—	end	date	



Key	Crea(ve	Elements	—	Email		

21	 Harland	Clarke	does	not	offer	legal	advice.	Informa0on	contained	within	this	document	
does	not	cons0tute	legal	advice.	Please	consult	with	an	aiorney.	

Subject	line:	“Save”	

Pre-selected	

Savings	chart	

Call	to	ac(on	buHon	

FCRA-compliant	disclosures	



Arizona	State	Credit	Union:	Auto	Loan	or	Refinance	
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Target		Member	cross-sell		

Preapproved		$40,000	cer0ficate	

Offer		2.45%	APR	for	new	or	used	vehicle	loans	

Offer	sweetener		Three	months	no	payment,	0.25%	APR	discount,	
skip	two	payments	during	life	of	loan	

Urgency		Offer	end	date	

Format		Leier	package	

Call	to	ac9on		Call,	go	online,	take	cer0ficate	to	branch	or	dealer	

•  Preapproved	emphasis	
•  Bold	rate	call-out	in	sidebar	
•  Well	branded	
•  Three-step	offer	presenta0on	
•  Preapproved	cash	amount	called	out	visually	
•  Can	be	scanned	
•  End	date	

Source:	Comperemedia	

Well	Done	



Family	Savings	Credit	Union:	Auto	Loan	Refinance	
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Target		Members	and	prospects	

Preselected	rate	offer		As	low	as	2.79%	

Offer	sweetener		Delay	payment	for	45	days	

Lending	partner		RateGenius	

Urgency		Promo	code	required,	offer	expira0on	

Format		Leier	package	

Call	to	ac9on		Apply	online	

•  Leads	with	low-rate	
•  Pre-qualified	
•  Recognizes	consumer’s	good	credit	
•  Promo	code	with	end	date	
•  Posi0ons	offer	as	exclusive	and	urgent	

Source:	Comperemedia	

Well	Done	



Fleet	Financial	Auto	Finance	Solu(ons:	Auto	Loan	Refinance	
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Target		Prospects	

Preselected	rate	offer		As	low	as	5.80%	

Message		Save	$586	over	next	12	months;	skip	a	payment	

Monthly	payment		Chart	

Format		Leier	package	with	urgent,	official	envelope	

Call	to	ac9on		Call,	go	online,	use	PIN	

•  Powerful	savings	benefit	demonstrated	in	chart	
and	at	top	of	leier	

Source:	Comperemedia	

Well	Done	



Mission	Federal	Credit	Union:	Auto	Loan	or	Refinance	
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Target		Members	and	prospects	

Offer		Monthly	payments	as	low	as	$295,	not	pre-screened	

Offer	sweetener		Defer	first	payment	up	to	90	days;	
sweepstakes	to	win	a	monthly	payment	

Format		Leier	package	

Urgency		End	date	with	promo	code	

Call	to	ac9on		Apply	online,	call,	branch	

•  Strong	emphasis	on	low	monthly	payment	

Source:	Comperemedia	

Well	Done	



Na(onwide	Bank:	Auto	Loan	Refinance	
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Target		Cross-sell	customers	who	already	have	home	
or	auto	insurance	products	

Pre-approved	

Rate		As	low	as	2.25%	APR	

Offer	sweetener		No	applica0on	fees,	flexible	terms	

Message		Two	ways	to	save:	refinance	and	pay	off	your	
car	sooner	or	refinance	at	a	lower	rate	and	lower	your	
monthly	payments	

Format		Leier	package	with	insert	

Quick	and	easy	

Call	to	ac9on		Go	online	or	call	

•  Strong	focus	on	rate	savings	
•  Simple	savings	chart	
•  Clear	branding	“launches”	Na0onwide	Bank	
•  Clean	layout		can	be	scanned	

Source:	Comperemedia	

Well	Done	



Virginia	Credit	Union:	Auto	Loan		
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Target		Members	and	prospects	

Get	pre-approved	fast	

Rate		As	low	as	1.99%	APR,	First-Pay-Delay	

Key	message		Fast,	easy	approval,	move	exis0ng	loan	
from	other	provider,	seasonal	Spring	message	

Format		Postcard	

Call	to	ac9on		Go	online,	call,	visit	

•  Leads	with	great	low	rate	and	includes	savings	chart	

Source:	Comperemedia	

Well	Done	



ABCO	Federal	Credit	Union:		Auto	Loan		
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Target		Member	cross-sell	

Offer		Transfer	your	loan	and	get	3%	below	your	current	
rate	or	more	

Key	message		Reduce	your	monthly	payment	by	up	to	$100,	
also	includes	offers	for	credit	card	on	address	side	

Format		Uses	one	side	of	postcard	–	other	side	promotes	
balance	transfer	offer	for	Visa®	credit	card	

Urgency		For	a	limited	0me	

Call	to	ac9on		Apply	online	or	call	

•  Inexpensive	way	to	show	that	ABCO	will	work	
to	lower	your	current	auto	loan	rate	and	save	
you	money	

Source:	Comperemedia	

Well	Done	



Chartway	Federal	Credit	Union:	Mortgage	Referral		
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Target		Member	and	prospects	

Rate		As	low	as	1.99%	

Offer	sweetener		No	payment	for	45	days,	plus	enter	
to	win	free	gas	for	one	year	

Message		Fast	approval	—	get	an	answer	in	as	liile	
as	two	hours	

Format		Postcard	

Urgency		Limited	0me	

Call	to	ac9on		Call,	go	online	

•  Aien0on-gehng	and	promo0onal	
•  Focuses	on	low	rate	and	free	gas	offer	

Source:	Comperemedia	

Well	Done	



Beyond	Mail:	Integrated	Mul(channel	Campaigns	
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Email	
•  Account	holder	cross-sell	
•  Great	for	rela0onship-based	offers	
•  Piggyback	onto	e-newsleier	streams	

Branch	
•  Take-ones	
•  Posters	
•  Tent	cards	
•  Banker	sheets	

Web	
•  Online	banking	pop-ups	
•  Drive	to	landing	page	

ATM	
•  Promo0onal	messaging	and	offer	coupons		

Mobile	
•  Integrated	promo0onal	messaging		

Social	Media	
•  Challenging	for	many	financial	ins0tu0ons	
•  Build	awareness	of	your	financial	ins0tu0on	
as	ac0vely	lending	

•  Posi0ve	exposure	for	good	customer	experiences	

•  Blogs	



Award-Winning	Crea(ve	Quality		
79	Awards	in	2015	and	36	Awards	in	2016	YTD	
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Q&A	Wrap	Up	

Type	your	ques(on	in	the	ques(ons	panel	

Kris	NibleH	
Crea0ve	Director,	Harland	Clarke	Marke0ng	Services	
	
Stephen	Nikitas	
Senior	Strategy	Director,	Harland	Clarke	
	

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

harlandclarke.com/LinkedIn	

harlandclarke.com/Twiier	

www.harlandclarke.com/webcasts	
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