
Marketing ROI Year-to-Date per 
Galapagos Propensity Model

“The fact remains 

that well-designed, 

skillfully-targeted 

direct mail drives new 

accounts and revenue.”

The power of direct mail is often 
overlooked. 

I recently facilitated a meeting of 
community bank marketing directors for 
the Michigan Bankers’ Association. I was 
amazed to learn that practically no one 
had allocated resources for direct mail in 
their 2012 budgets. Yes, I know, it’s not 
glamorous. Yes, bank colleagues often fail 
to see its usefulness. Yes, 98% of it goes 
straight in the trash. I’ve heard these – and 
more – criticisms of the medium. But the 
fact remains that well-designed, skillfully-
targeted direct mail drives new accounts and 
revenue. In fact, the average we see in the 
industry among proponents of the medium 
is a very solid 4.4:1 marketing ROI.
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Victim of the Recession?
This kind of performance comes as no 
surprise to us. Our research indicates that 
bank customers frequently complain that 
their banks do not do enough to inform 
them of products and services that are 
relevant to their needs. A well-crafted 
communication from the bank can inform 
customers of services they may not have 
been aware of. As with all direct mail, it’s not 
“junk” if it provides information or an offer 
that is relevant to a financial need you have.

Another consideration: For the past seven 
years, Galapagos has used its Peer Database 
of Community Bank Customers to analyze 
new account sales. Our analysis has 
consistently shown that over three-quarters 
of new account sales at community banks 
come from existing customers. Reaching 
out with solutions to the potential needs 
of the installed customer base is critically 
important to any bank’s ability to grow. 

Several key elements are shared 
by the successful direct marketing 
efforts we have seen:

1. Leverage customer data 
Effective targeting of customer needs is 
critically important. The most successful 
banks take the time to analyze customer 
product patterns and behavior, identify 
customer demographic and income data, 
and identify customer purchasing patterns 
in their customer base. This information 
is used to develop profiles of customers 
that demonstrate a higher propensity to 
purchase and use certain products and 
services, which secures higher response 
rates and ROI for the direct mail programs.

Source: Galapagos Community Bank Peer Database. 
Mail Program Report, 12/2011

Spotlight



“Our analysis has 

consistently shown that 

over three-quarters of 

new account sales at 

community banks come 

from existing customers

2. Create meaningful messages 
Customers identify distinct financial needs 
and – today especially – are prepared to 
entertain advice or product offers that 
address these needs. Successful banks 
craft needs-based messages in their 
communications, to which their product 
offers are linked. For the customer, the 
benefit of taking action is made very clear.

3. Consistent messages across media 
and channels 
Our most successful clients don’t rely on any 
one medium to drive customer response. 
Needs-based messages are delivered not 
only through direct mail, but through 
merchandizing, online content, and even 
mass media messages.

4. Link marketing and sales efforts 
Response rates to direct mail programs 
double when effective sales follow up is put 
in place. Successful direct mail programs 
ensure that customers who receive a 
particular message are targeted for suitable 
sales follow up. Training content is based 
on providing a solution to the potential 
customer need broached in the direct mail 
program.

5. Measurement and reporting 
Historically, one of the most powerful 
attributes of direct mail is its ability to be 
measured. For banks that include direct 
mail programs in their mix, program 
measurement is critical. From a reporting 
perspective, program effectiveness is 
measured not only in terms of response 
rates but also account openings, balances, 
and revenue. Many go so far as to attribute 
an average lifetime value to the type of 
accounts opened to truly reflect the revenue 
the campaign drives. Measurement also 
examines the type of respondent and 
non-respondent households and looks for 
similarities or patterns in response that can 
help further refine the profiles upon which 
the mailing lists are pulled.

For help finding long-term value in your direct mail strategy, contact Jeremy Kane at (616) 
608-7359 or jkane@galapagosmarketing.com
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