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The power of two
You can use WordCom’s LeadMatch 

product to leverage the power of life 
event triggers, enabling you to get the 
most out of your marketing budget, by 
communicating the right message to the 
right individuals at the right time. (Learn 
more about LeadMatch on page 5.)

Life Stage Triggers + LeadMatch
The Right Message at the Right Time

With marketing budgets 
and goals continuing to 

change during today’s global 
pandemic, it is crucial now 
more than ever that marketers 
be smart, targeted, and precise 
as we all try to put our arms around 
“the new normal” in 2020 and quickly 
move toward 2021.

Financial institutions that utilize 
life event triggers can put themselves 
ahead of the game.

What are life event triggers?
Simply put, they are milestones in 

people’s lives—marriage (or divorce), 
the birth of a baby, and the purchase of 
a new home are all life event triggers.  
So is retirement.  These milestones 
actually provide financial institutions 
with valuable marketing opportunities.  
That’s because marketers who engage 
customers and prospects when these 
events are happening increase the 
likelihood that a purchase will be made.
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Identify the “movers  
and shakers” before your 

competition
Looking to identify those who 

are “on the move?”  With WordCom’s 
Pre-Mover Mortgage Trigger 
Program, we can tell you every 
existing customer and true prospect 
who is putting their home up for 
sale.  This could enable you to:

● Reach movers before your 
competitors can

● Offer a mortgage at exactly the 
right time

● Improve your retention with 
current mortgage customers

Contact WordCom to find out 
how you can put the power of 
LeadMatch and the Pre-Mover 
Mortgage Trigger Program to work 
in your life event trigger marketing 
initiatives.

in-person transactions, digital is 
one of the best ways to attract new 
customers. 

● Be innovative – adapt your 
business model to changing 
customer needs  
Today, it’s not just a matter of 
changing how you do business (like 
promoting mobile/online banking 
versus branch visits); it’s also a matter 
of changing the type of business you 
do—and being more creative when 
it comes to marketing.  For example, 
consider offering something 
valuable to attract new customers/
accounts, such as $350 for opening a 
new checking account.

● Consider changing your approach
Remain engaged with your 
community.  You’re all in this 

Acquiring New Customers During Uncertain Times

Changing times demand 
changing approaches 

The world has changed tremendously 
in just the past few months.  For 

many businesses, the key to surviving 
is finding new and different ways of 
doing things.  Here are some ideas 
you may wish to consider as you work 
through the “new normal” that is 2020.

● Use digital channels to attract 
new customers and grow your 
customer base
Operating in the digital world is no 
longer an option, it’s a necessity.  
With so many nowadays avoiding 

together.  Consider putting the most 
emphasis on the value your business 
offers during these uncertain times.  
Doing so could pay dividends for 
years to come.

● Envision what’s next 
No one has a crystal ball, but these 
tips could not only help take you 
through the rest of the year, but well 
into the 2020s:

♦ Be nimble and flexible — change 
happens in an instant! 

♦ Be creative — stand out, 
think outside the box, and be 
innovative!

♦ Communicate and be seen — 
now, more than ever, potential 
customers need to see your 
presence and hear your message!
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