Raise the relevancy
and the results.

Since the first retail credit card allowed revolving
balances in 1958, the retail credit-card business
has been very competitive. Even today, as the

competition becomes fiercer, large chains are

consolidating their holdings and looking for more lenders and others are extending their relationships
opportunity by acquiring smaller chains. As the with retailers, and the retailers themselves are
retailers merge and acquire, the financial expanding the use of private-label credit cards
organizations that support them are also going managed by large service providers that send
through mergers and acquisitions. Credit-card statements to the credit-card holders each month.

Open up to
opportunity.

Turn monthly
statements into
sassy sales tools.

While there has been some adoption of e-billing
and e-statement delivery, the vast majority of all
credit-card communication, including statements
and bills, loyalty-status notifications and other
marketing contact, is done on paper, via the postal
service. These are regular communications between
the credit-card biller and the customer, who expects
them. Customers open the envelopes and spend
time with the statements and bills, often more than
once over the course of a month. That makes these

inserts, usually without even a cursory review of the

communications a huge opportunity. offers. While response rates on this type of offer are

Today's credit-card statement envelope typically quite low, there are opportunities to convert these
includes not only the bill, which will be read and consumers! The challenge for billers and statement
scrutinized, but also one or more inserts providing providers is to provide more relevant offers that
offers for a variety of products and services. Most consumers want to receive and to ensure that offers

consumers tell researchers that they discard those are more easily reviewed.






An action plan that works

If you are not sure how to start, here's a sample plan to get you started:

s |dentify the types of customer communication
you currently have:

- Statements with transaction detail and
remittance

- Rate- and agreement-change notices

- Welcome kits

- Customer acquisition and re-acquisition
solicitations

- Direct mail

» |dentify what you know about your customers:
- Name and address
- Publicly available demographic information

- Buying patterns by department, monthly spend

- Current accounts, as well as past products
and services

* |dentify how often you communicate with your
customers and what means are used:

- Weekly, monthly, quarterly, annually
- Personalized direct mail, online, by phone
- How many types of communication
per customer
- Individual or combined communications
for the household

» Review the material sent to the customer:
- Brand consistency
- Relevance of offers
- Level of personalization

* Form a team to review current program:
- Include marketing, IT and product managers
- Identify communications goals
- Develop data-analytics plan
- Identify changes to current communications
program
- Develop plan for implementation

* |dentify internal and external marketing partners:
- Execute
- Design new customer communications
- Monitor and measure
- Expand marketing offers
- Increase segmentation when appropriate
- Review and improve

While there are only six steps to this program, it will be time consuming to execute. The results, however, should

be measurable increases in customer loyalty and top-line profits.

Don't let technology
hold you back.

Holding back many organizations is out-of-date print

technology that prevents the implementation of
dynamic, full-color, personalized customer
communications. Adopting a Kodak Versamark
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printing system means that you can eliminate
preprinted forms and all of the costs associated with
them. You eliminate the time lost to stock changes
and the waste from out-of-date stock.

TransPromo is the next paradigm shift in

customer communications. Ask us

how you can use TransPromo

today to create your next

generation of retail

communications.
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