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Not on the E-mail Bandwagon?

What are you waiting for?

By The Numbers Reach your best
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inexpensively reach members national financial institutions

35%+

Percentage of credit union profit
generated by accountholders
with an e-mail address
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$768 billion

Hispanic purchasing power
in the United States in 2005
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$1-3$2

The amount many banks and
credit unions are adding to the
price of a box of checks
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30%

Percentage of new
accountholders who leave
their financial institution
within the first year
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accountholders with

three little words:
“You've Got Mail”

It’s a situation that strikes
without warning: Your
institution is alerted to a
security breach involving

the sales transactions of a
major retail chain. As a result,
the debit cards of many of your
accountholders may have been
compromised. Notifying them
quickly and efficiently

is paramount.

“This is a perfect case for
including e-mail in the
communications mix, said
Mary Beth Wilcher, chief
marketing officer at Erie
Federal Credit Union in
Erie, Pa., and a Harland
e-mail client. “Putting a paper
alert in an envelope and into
the mail is important, but
it’s slow. E-mail lets us reach
everyone within 24 hours”
Harland’s e-mail service
enables Erie to quickly and

not only with security alerts,
but also with promotions and
other marketing messages.

Yet the majority of banks and
credit unions—particularly
smaller local ones—simply
do not realize the power

and flexibility of e-mail

as a vehicle for reaching
accountholders, according to
Dale Kaasa, strategic advisor
for Harland Marketing
Services. “It’s a tremendous

product with an untold story,”

he said. Of some 45 financial
institutions attending an
e-mail marketing workshop
hosted by Harland in 2006,
only two were actively using

e-mail. Although most large

have e-mail programs in
place for marketing and
communications, there are
three reasons the rest of the
industry has been slow to hop
on the bandwagon, according
to Kaasa.

If it ain’t broke, don’t fix
it: Many institutions are
satisfied with their current
communication efforts and
do not see a need to change
or diversify. “That mind set
is somewhat short-sighted,”
Kaasa said. “Competition is
always lurking around the
corner, and it’s vital to be
prepared by periodically
reevaluating your
marketing vehicles.”

Add Harland’s
e-mail marketing
service to your
communications mix
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