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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	  
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Stephen	  Nikitas	  
Senior	  Strategy	  Director,	  Harland	  Clarke	  
●  30+ years experience in strategic planning and marketing 
●  Consultant to banks and credit unions 
●  Develops strategies and campaigns to grow targeted portfolios 
	  

Kristy	  Hague	  
Sales	  Execu0ve,	  Shared	  Mail	  Innova0on,	  Valassis	  
●  24+ years experience in advertising sales and marketing 
●  Specializes in shared mail, direct mail and variable data marketing 

solutions 
●  Develops highly effective marketing campaigns to meet clients 

objectives 



Today’s	  Agenda	  

3	  

•  Impromptu	  poll	  

•  The	  Harland	  Clarke	  /	  Valassis	  Rela0onship	  

•  Checking	  Account	  Acquisi0on:	  Old	  Way	  vs.	  BeYer	  Way	  
	  
•  Our	  Unique	  Approach	  

•  Case	  Study	  

•  Q&A	  
	  



Harland	  Clarke	  and	  Valassis	  

Proprietary	  segmentaCon	  clustering	  product	  established	  in	  1996	  	  	  

●  First	  and	  only	  demographic	  and	  lifestyle	  clustering	  system	  built	  at	  postal-‐carrier	  route	  level	  

●  Facilitates	  low-‐cost	  direct-‐mail	  ini0a0ves	  	  

●  Portrays	  consumer	  segments	  more	  accurately	  

o  Drives	  beYer	  response	  

o  Creates	  advanced	  targe0ng	  and	  effec0ve	  versioning	  

●  Enables	  flexible	  account	  holder	  messaging	  

	  In	  February	  2014,	  Harland	  Clarke	  Holdings	  Company	  acquired	  Valassis,	  a	  leader	  in	  intelligent	  media	  delivery	  	  

●  Valassis	  provides	  proven	  and	  innova0ve	  media	  solu0ons	  to	  more	  than	  15,000	  adver0sers	  

●  Harland	  Clarke/Valassis	  is	  the	  na0on’s	  leading	  marke0ng	  services	  company,	  reaching	  98%+	  of	  all	  U.S.	  households	  	  

●  Valassis	  reaches	  100	  million	  households	  weekly	  and	  maintains	  more	  than	  15,000	  publica0ons	  
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AcquisiCon	  the	  Old-‐Fashioned	  Way	  
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AcquisiCon	  the	  Be%er	  Way	  
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The	  Old-‐Fashioned	  Way	   The	  Be%er	  Way	  

“Spray	  and	  pray”:	  target	  by	  radius	  and	  
mail	  to	  everyone	  in	  proximity	  to	  branches	  

Custom	  market	  areas:	  create	  target	  market	  
areas	  of	  likely	  and	  highest-‐value	  responders	  	  

Target	  everyone	  
Iden0fy	  and	  segment	  clusters	  that	  outperform	  
at	  the	  Carrier	  Route	  level	  

Address	  mailing	  to	  “Dear	  Neighbor”	  
Speak	  to	  individual	  by	  featuring	  person’s	  name	  
in	  mailing	  	  

Single	  message	  to	  everyone	   Personalize	  offer	  and	  message	  to	  household	  

Mail	  a	  postcard	  
Mail	  a	  high-‐impact	  piece	  that	  will	  get	  no0ced	  
in	  the	  mailbox	  

Satura0on	  mail	  pricing	  
Highly	  targeted	  and	  personalized	  at	  satura0on	  
mail	  pricing	  

The	  Old-‐Fashioned	  Way	  vs.	  the	  Be%er	  Way	  
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Our	  Unique	  Approach	  

IdenCfy	  	   	  new	  account	  holders	  most	  likely	  to	  respond	  
via	  our	  proprietary	  program	  
	  Database	  Analysis	  

Locate	  	   	  new	  account	  holders	  with	  our	  unparalleled	  
targe0ng	  plajorm	  	  	  	  
Sharpshooters	  

Connect 	  with	  relevant	  content	  
	  Personaliza4on	  

Analyze	  	   	  program	  performance	  and	  apply	  a	  con0nuous	  
improvement	  loop	  
	  Superior	  ROI	  
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Missed	  
Opportunity	  

Wasted	  Mail	  

•  Best	  prac0ce:	  use	  custom	  market	  areas	  vs.	  targe0ng	  by	  radius	  

•  Analyze	  account	  holder	  base	  to	  create	  target	  market	  areas	  of	  likely	  and	  highest	  value	  responders	  vs.	  relying	  on	  
pure	  proximity	  (radius)	  to	  branches	  

•  Market	  areas	  have	  consistently	  delivered	  superior	  benefits	  for	  direct	  marke0ng	  programs	  

•  5	  -‐	  20%	  waste	  reduc0on	  compared	  
to	  radius	  mapping	  

•  Accounts	  for	  physical	  barriers	  that	  
impede	  traffic	  to	  branches	  (e.g.,	  rivers,	  
freeways,	  mountain	  ranges,	  etc.)	  

•  Controls	  for	  presence	  of	  compe00ve	  
“interceptor	  branches”	  that	  may	  have	  
superior	  convenience	  for	  consumers	  
than	  our	  branch	  	  

•  Raises	  ROI	  on	  direct	  mail	  spend	  through	  
greater	  targe0ng	  precision	  
and	  higher	  response	  rates	  

Source:	  Valassis	  

TargeCng	  Locate	  |	  	  	  
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The	  CTA	  Analysis:	  
	  

	  uses	  current	  account	  holder	  
penetra/on	  to	  iden/fy	  &	  
segment	  the	  trade	  area	  by	  
analyzing	  actual	  address	  

files.	  	  

The	  Lifestyle	  Analysis:	  	  
	  

iden/fies	  the	  a:ributes	  of	  
current	  account	  holders	  to	  
target	  high-‐poten/al	  	  “look-‐

alike”	  neighborhoods.	  
	  

The	  Sales	  Analysis:	  	  
iden/fies	  the	  neighborhoods	  

containing	  the	  most	  
profitable	  account	  holders	  	  

by	  using	  real	  data.	  	  

•  To	  achieve	  higher	  response	  rates,	  analyze	  current	  checking	  households	  in	  all	  neighborhoods	  
that	  comprise	  the	  branch	  footprint	  	  

•  Neighborhoods	  where	  meaningful	  penetra0on	  of	  highest-‐value	  account	  holders	  has	  not	  been	  
achieved	  will	  be	  suppressed	  from	  mailing,	  a	  cri0cal	  step	  in	  raising	  overall	  campaign	  produc0vity	  

Not	  Just	  Where,	  But	  Who	  IdenCfy	  |	  	  	  
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2,000	  Real-‐World	  Data	  Points	  

Sharpshooters®  

	  	  	  	  	  	  	  	  

The	  Target	  Account	  Holder	  IdenCfy	  |	  	  	  
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What	  We	  Know	  About	  PersonalizaCon	  

Sources:	  Na/onal	  Mail	  It	  2009-‐2011,	  DMA-‐Tracking	  Study;	  Broudy	  and	  Romano,	  
2009	  Digital	  Prin/ng	  Council	  Study	  

PersonalizaCon	  Ma%ers	  as	  Much	  as	  
TargeCng	  the	  Right	  Households	  Connect	  |	  	  	  

1 	  Addressing	  a	  postcard	  to	  a	  specific	  person	  
increases	  response	  30%	  compared	  to	  a	  piece	  
addressed	  to	  “Current	  Resident”	  only	  

2 	  Featuring	  the	  person’s	  name	  with	  relevant	  content	  
increases	  response	  another	  40%	  vs.	  a	  non-‐personalized	  	  
message	  with	  general	  crea0ve	  
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Database	  Analysis	  

IdenCfying	  the	  Target	  Market	  Group	  

•  Leverage	  account	  holder	  data	  to	  create	  customized/ac0onable	  targe0ng	  plan	  for	  efficiencies	  and	  response	  
•  Iden0fy	  clusters	  that	  “outperform”	  the	  market	  at	  the	  Carrier	  Route	  Level	  
•  Key	  metrics	  gathered	  at	  demographic	  cluster	  level	  	  	  

•  Account	  holder	  penetra0on	  	  
•  Balance	  penetra0on	  	  

• Sharpshooters	  segmenta0on	  to	  account	  holder	  communica0ons	  

IdenCfy	  |	  	  	  
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1	  

1:1	  Messaging	  
Is	  Completely	  
Relevant	  

2	  

3	  

4	  

Current	  	  
Account	  
Holders	  
	  

LOOK-‐ALIKES	  

Small-‐Business	  	  
Owners	  @	  	  
their	  homes	  
	  

Gen	  Y	  

“Hey,	  Andy,	  get	  $25	  for	  referring	  
friends	  and	  family!”	  

“Diane,	  we	  have	  a	  beYer	  banking	  
experience	  wai0ng	  for	  you.”	  	  	  

“Susan,	  your	  small	  	  
business	  could	  use	  a	  
partner	  like	  us.”	  	  
	  

“Juanita,	  your	  checking	  
account	  would	  be	  in	  good	  
hands	  with	  us.”	  	  

•  Message	  and	  offer	  personalized	  to	  the	  targeted	  household	  

•  Customizable	  for	  targeted	  segments	  

Don’t	  Talk	  to	  Everyone	  
the	  Same	  Way	  Connect	  |	  	  	  
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Benefits	  
•  Sales	  data	  segmenta0on	  analysis	  iden0fies	  
high-‐value	  households	  

•  Delivery	  analysis	  and	  recommenda0on	  refines	  
the	  target	  audience	  

•  Database	  merge/purge	  eliminates	  duplica0on	  
•  Digital	  prin0ng	  enhances	  messaging	  

Features	  

•  Address	  with	  resident	  name	  adds	  personaliza0on	  
•  Personalized	  variable	  messaging	  tailors	  	  
the	  message	  to	  the	  resident	  household	  
o  	  Look-‐alikes	  
o  	  Cross-‐sell	  exis0ng	  account	  holders	  
o  	  Small	  business	  
o  	  Client-‐specific	  segments	  

Connect	  |	  	  	  Exclusive:	  Variable	  Data	  Postcard	  

15	  



Products	  to	  Offer	  

Consumer	  Prospects:	  Basic	  Checking	  
●  	  Broadest	  appeal	  
●  	  Drives	  prospects	  through	  the	  door	  for	  upsell	  
●  	  Most	  comparable	  account	  across	  compe0tors	  

Business	  Prospect:	  Basic	  Business	  Checking	  
●  	  Cash	  management	  

●  	  Merchant	  services	  

●  	  Credit	  cards	  

ExisCng	  Account	  Holders:	  Cross-‐sell	  
●  	  Debit	  card	  u0liza0on	  
●  	  Mobile	  banking	  

●  	  Mortgage	  

●  	  Financial	  check-‐up	  
●  	  Rotate	  messaging	  each	  mailing	  

●  	  Refer	  a	  friend	  

Connect	  |	  	  	  
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IncenCves	  and	  Fulfillment	  

eRedēm:	  More	  Efficient	  and	  Less	  Costly	  

●  Choice	  of	  incen0ves,	  including	  cash	  

●  No	  risk	  ―	  pay-‐as-‐you-‐go	  incen0ves	  

●  Recipients	  make	  selec0ons	  online,	  your	  branch	  or	  virtually	  anywhere	  	  

●  Eliminates	  need	  for	  in-‐branch	  inventory	  and	  allows	  recipient	  to	  choose	  	  	  
where	  they	  wish	  to	  ship	  the	  item	  	  

●  Lowers	  acquisi0on	  incen0ve	  expenses	  by	  buying	  down	  costs	  

●  1099-‐INT	  or	  1099-‐MISC	  repor0ng	  made	  easy	  

Connect	  |	  	  	  
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IncenCves	  and	  Fulfillment	  Connect	  |   
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Timing	  and	  Frequency	  

●  Consumers	  are	  in	  market	  for	  new	  checking	  accounts	  year-‐round	  

●  Have	  an	  offer	  in	  hand	  when	  the	  consumer	  is	  ready	  to	  act	  

●  Frequent	  communica0ons	  increase	  your	  brand	  	  
awareness	  and	  put	  financial	  ins0tu0on	  in	  	  
the	  “selec0on	  set”	  when	  the	  consumer	  	  
is	  ready	  to	  act	  

●  8	  0mes	  a	  year 	  	  

●  6.5	  week	  cycle	  

Connect	  |	  	  	  
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ConCnuous	  Improvement	  Analyze	  	  | 
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Case	  Study	  	  

●  $15B	  asset	  regional	  bank	  

●  Nearly	  400,000	  pieces	  were	  delivered	  during	  an	  eight-‐week	  period.	  

21	  

380% 
ROMI	  

$45M	  
Checking	  &	  cross-‐sell	  balances	  

2,000+	  
Unique	  new	  households	  

	  



Maximizing	  Your	  AcquisiCon	  Program	  

•  ClickSwitch	  

•  Card@Once®	  

•  Omni	  Channel	  Onboarding	  

•  Local	  Search	  Op0miza0on	  

•  Mystery	  Shop	  

•  Training	  

•  Branch	  Merchandising	  

•  Refer	  a	  Friend	  Program	  

•  Incen0ve	  Fulfillment	  Management	  

•  New	  Account	  Research	  Services	  

22	   © 2015 Harland Clarke Corp. Card@Once is a registered trademark of EFT Source, Inc. U.S. Patent No. 
8,429,075. All rights reserved.  



Q&A	  Wrap	  Up	  

Type	  your	  quesCon	  in	  the	  quesCons	  panel	  
Raise	  your	  hand	  to	  ask	  quesCons	  by	  phone	  

Stephen	  Nikitas	  
Senior	  Strategy	  Director,	  Harland	  Clarke	  
	  
Kristy	  Hague	  
Sales	  Execu0ve,	  Shared	  Mail	  Innova0on,	  Valassis	  

PresentaCon	  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	  

twiYer.com/HarlandClarke	  

www.HarlandClarke.com	  



Thank	  You	  


