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Lead Selection 

Direct Mail & Email 
Household income < $50K   

Modeled output was people who were more likely to:  

 Have a value score of D or E 

 Rent instead of own  

 Are under 30 years old 

 Are the only person in the household 

Seattle Baltimore Philadelphia Atlanta 

Search 

Keywords surrounding underbanked 
behaviors 

 Payday loans 

 Money orders 

 Cash advances 

 Rent to own 

 Fees, etc. 

 

Display  

Placement on networks with these 
criteria 

 Household income < $50,000 

 Lower credit scores 

 Renters 

 

Online 
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Performance 

Balance Growth 
25% of these Savings accounts had an 
Automatic Savings Plan in March 2011. 

18% were still saving automatically March 
2012 

The average monthly amount saved began at 
$42 and grew to $57. 

Average savings balances grew from $243 
(opening) to $980 in March 2012.  

Customers continue to open up additional 
products. 

 

Comparison 
The Cost Per Account for the Safe Account Pilot 
was: 

Less efficient than standard mail 

On par with standard email 

Less efficient than standard online 
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Survey Results 

Collected data from survey that was sent on 4/7/11. 

 

• Survey asked questions about underbanked services 
and previous banking relationships 

• Out of 239 surveys sent, we only obtained 17 
responses. 

• Only 4 of 17 (23.5%) have use any of the 
underbanked services in the past 12 months.   

• 76.5% were part of the general population 
that happened to respond to our offer, but 
are not by definition underbanked. 

• For 47%, this was their first savings account in 
5+ years.  

http://www.openclipart.org/people/shokunin/email-blue.svg
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Findings 

Results may be best in cities where 
standard marketing is strongest 

Direct Mail may not be the best 
channel for this population 

Best performing Markets 

Philadelphia and Baltimore 
performed best across all 
channels 

Online - Despite having a 
younger under-banked 
population and our physical 
location, Seattle had the 
highest Cost Per Account 
($1,686).  

Need to explore alternative 
targeting methods in the direct 
banking model (only 23% were 
“underbanked”)  

 

 

 
 

Segmenting 
Online 

Search terms related to 
underbanked terms deliver low, 
inefficient volumes 

Use Google contextual targeted at 
low score individuals 

 

Email and Direct Mail 

Emphasize starting with as little as 
$1 and no minimums  

Emphasize the $25 account opening 
bonus 

 
 

Creative 
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  Online Creative 

 Stresses no fees, no minimums, and the feeling of having money in the bank 

http://www.openclipart.org/people/shokunin/pc-blue.svg
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  Mail Creative 

 Started with base creative and messaging 
 

 Evoked the emotional aspect of saving 
 

 Emphasized no minimums, no fees, and $25 
bonus 

http://www.openclipart.org/people/shokunin/house-blue.svg
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  Email Creative 

 Used base creative and messaging 
 

 All included $25 bonus, no minimums, and 
no fees 
 

 Tests emphasizing the following features 
using subject line and headlines: 

 $25 Bonus 

 Starting with $1 

 Feeling of having money in the bank 

http://www.openclipart.org/people/shokunin/email-blue.svg
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