The Email Marketing Guide
for Financial Services

Despite the death knell for email marketing ringing for
the better part of the last decade, email as a channel
remains the gold standard when it comes to return on
investment (ROI) for digital marketing. And that’s not
limited to big brand retail marketing.

higher than social media's, and it's more than 40 times

Heavily regulated industries like financial services
continue to rely on email as a cost effective tool to
convert prospects, build relationships with clients and
service longtime customers.

Email is trackable and personal, and in many cases,
completely dynamic. It enables a brand to start a
conversation with an audience that can change and grow
over time.

According to the Direct Marketing Association, email
marketing yields a 4,300 percent ROI for US businesses.

With new tools, we are raising the stakes of what is
possible with email. Consumers now expect relevant,
personalized communications. Contextual email marketing
allows marketers to acknowledge the context of
customer’s lives with messaging that applies specifically
to them. This is particularly useful in the highly targeted,
highly regulated world of financial marketing.

Email yields a

4,300% ROI
And the statistics remain compelling. Companies using
email to nurture prospects generate 50 percent more
sales-ready prospects at two thirds the cost, according
to Hubspot. Email conversion rates are three times

more effective than Facebook and Twitter at acquiring
customers, according to McKinsey & Company.

Raising the stakes on email

Marketers can now use tools to apply targeted, dynamic
content directly to each recipient — tailored to
geographical location, target interest or even weather
patterns. An autumn promotion referencing falling leaves
may make perfect sense in the Northeast, for example,
but may not hold true in Florida, Texas or Southern
California. Instead of flattening the message to speak

to a lowest common denominator, dynamic contextual
marketing allows you to speak to specific targets in terms
that matter to them.

Financial spending is up
The financial services industry in the US spends literally
billions of dollars annually on marketing, digital marketing
in particular.
According to eMarketer, the total spend on digital ads in
the financial services sector is expected to rise to $7.19
billion this year. That’s up 14.5 percent from last year.
Getting a clear, actionable message out to specific target
groups is crucial to the success of financial marketing
efforts, from credit cards to commercial banks to
investment firms. With a regulatory landscape changing so
much and so fast since the 2008 financial crisis, it’s
difficult for anyone but market specialists to keep up.
That said, even with the most extreme constraints, email
marketing, implemented correctly and strategically, offers
some of the most effective and unique solutions to known
pain points faced by financial marketers every day.

Conversion
rates are
3Xs higher
than social
media

The increasing influence of mobile
According to an analysis of financial services emails
conducted by Movable Ink, an ever-increasing number of
consumers open and read their email on mobile devices.

Converting financial consumers on mobile is still
difficult. Although, according to a McKinsey study, once
customers begin using a mobile app for financial
transactions, the frequency with which they connect to
the service provider increases significantly. For the most
part, however, this opportunity remains untapped.
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Specifically when it comes to financial services, we
see emails opened at a higher rate on smart phones
compared to desktop, followed at a distant third by tablets.
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Read length, that is, how much time users spend reading
their email compared to glancing or skimming, varies
somewhat by device. Kindle Fire and iPhone users at 65
percent and 54 percent, respectively, favor reading by a
measurable amount over other devices.
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Balancing risk, benefit and best practices

Email Challenges
Tabula Rasa - with regulations
While most industries have what amounts to an open
canvas for their email programs, industries like financial
services often seem to have nothing but sticky
challenges to deal with as they try to communicate with
their customers and prospects.
Evolution of legal standards since the 2008 financial crisis
has fundamentally changed the face of financial
marketing. The Dodd-Frank Wall Street Reform and
Consumer Protection Act signed into law in 2010
introduced the concept of Unfair, Deceptive and Abusive
Acts or Practices (UDAAP) into the lexicon of financial
marketers across the US and interpretation of those terms
has proven challenging at best.

Despite the regulation challenges, the benefits of email
marketing are undeniable, even in highly regulated
industries. There’s a belief sometimes prevalent in
marketing circles that financial marketing isn’t interesting
enough to justify integrating dynamic, creative email into
the overall marketing strategy. But the truth is, the ability
to implement truly dynamic and creative financial services
campaigns is limited only by the marketers’ imagination in
terms of messaging, design and technical capability. With
the proper forethought, you can use dynamic content to
boost email engagement and remain safely within the
regulatory framework.
Unlike display, search or just about any kind of advertising
model, email is personal. Your message comes into
the reader’s inbox the same way messages from their
colleagues, friends and family do. They usually read them
alone without any outside distraction or influence. Without
doubt, the perception of some email as SPAM is real, but
there is also an almost understood feeling of relationship,
driven by consistent, relevant, value added
communication from a trusted brand.

Addressing
Pain Points
Dating back to at least October of 1929, the US financial
industry is one of the most heavily regulated in the world.
A combination of numerous governmental requirements,
frequent updates and revisions to those requirements and
sometimes extensive processes established by financial
firms lead to a long, slow route to developing and
approving effective marketing communications.
Since the 2008 Financial Crisis, financial marketers have
found themselves in the unenviable position of complying
with a set of guidelines that are open to interpretation on
one hand and frustratingly specific on the other. Not to
mention the risk of per-impression fines for going outside
the UDAAP guidelines governing everything in financial
creative from font size to terminology.
It’s standard operating procedure to maintain dedicated
regulatory review teams to review any communication to
be sent out into the world.

This condition helps protect firms, but requires
additional time and specific project scheduling.

What’s the solution?
The most common pain points involve changing
regulations, UDAAP compliance, fluctuating rates, up to
the moment market updates, privacy and personalization
and connecting the bank’s physical and virtual
experiences in a meaningful way.
The solution that fits the email channel best is one that
efficiently uses dynamic content to lift engagement,
drive traffic and convert customers, all while operating
clearly within the established regulatory framework.
For example, with an email tool like web cropping, you
can capture copy and creative assets that have been
designed, reviewed and approved - and simply drop
them into your email, without the need for manual
updates.
Understanding these and other pain points, savvy email
marketers have at their disposal a variety of strategies
and tools to address and alleviate each of them as they
pertain to particular categories.

Consumer Finance - Credit Card Marketing
New cardmember acquisition strategies are vital to the
success of all card issuers and a vast amount of work is
involved in gathering the data required for a successful
program. Building a usable list segmented for risk and
credit-worthiness takes time and resources to compile.
Specific offers need to be constructed to appeal to
each segment. And with so many US card applications
beginning with email, the success or failure of a campaign
often hinges on a single email’s effectiveness and
conversion rate.
The pain points here are many and complicated, but most
simply, the message needs to be timely, accurate and
attractive enough to drive action.
Personalization can be highly effective. Personalized
marketing emails have 29% higher unique open rates
and 41% higher unique click rates than non-personalized
emails, according to Experian. And it’s not just about
“Dear [Sample A. Sample],” anymore. One of the most
effective personalization methods for a card acquisition
offer is to personalize the card art with the name of the
applicant. Clearly this is an effective choice, but a costly
one in direct mail, considering the expense of printing and
mailing. Compare the same functionality in email

and it's a simple, cost-effective choice for card
marketers.

Personalized
emails have
41% higher
unique click
rates
Likewise, customizing the APR offered to a specific
prospect is a key driver of success. In email, the
customized APR can be presented and styled to match
the email design for a specific prospect.

With API technology, marketers can update an email with
live rate information right up to the moment a consumer
opens it.
And email content updates automatically with real-time
information as the email is opened a second or third time.
If an APR becomes unavailable, the email creative can
be swapped out entirely, alleviating calls from irritated or
dissatisfied consumers.
One of the most intriguing features of Movable Ink’s
offering is Creative Optimization, which allows us to look
at which version of an email is performing best in real time
and adjust the creative mid-campaign to ensure that the
most effective message is in market. Simplistic and
schedule-heavy A/B tests are quickly fading into history.

Retail Banking
A key pain point for the financial services industry is the
legal requirement to protect personal information within
customer communications. Movable Ink enables financial
services marketers to send real-time information on
points, account balances, and other personal information
via API connections without ever viewing or storing the
data.
Another challenge faced by many banks is integrating the
physical and digital experiences in a way that delivers
more for a customer. For generations, retail banks
dedicated enormous budgets to an investment in their
physical brick and mortar locations.
In addition, they commit considerable resources in
developing and supporting online tools. Still, most banks
have been stuck in a world of “snapshot” emails showing
outdated account information and leaving the consumer
confused.
To raise the stakes on the email experience, banks can
deliver an augmented, up-to-date experience using realtime data populated at the moment of open.

Some of the dynamic solutions Movable Ink offers begin
with recognizing the account holder geographically by IP
address. This enables the email to feature:
•

Retail bank and ATM locations and
hours in real-time

•

Special numbers for private bankers or
branch managers

•

Mobile targeting for app downloads

Beyond this, Movable Ink technology allows marketers
to include detailed representations of online account
management tools as they exist in real-time.
The result is increased click through rates and higher
engagement on their website. Simply, a more
integrated experience for customers.

Asset Management
Asset management is an area that requires the most
delicate balance between the personal and the
promotional. This is where consumers are most tightly
connected to their own sense of monetary worth and
require the deepest level of trust with their asset managers.
The challenge to asset managers is to communicate with
an often large number of people in an extremely personal
way. Clients trust these professionals to manage their
money. Not only do they expect to feel like they're being
treated with the utmost care and security, they expect to
actually be managed with the utmost care and security.
Movable Ink addressed one client’s concerns by utilizing
dynamic rules to personalize the name and phone number
of a particular broker into the emails sent to that broker’s
clients, adding both a personal touch and relevant
information into the email. The functionality allows for
making the phone number appear larger and bolder on
mobile devices to add value and make connecting with a
financial advisor quicker and easier.

Online Brokerage
Email marketing in an online brokerage setting presents
clear challenges to email marketers that must be
addressed before an email program can be successful.
From a technical standpoint, clients demand up to the
moment stock market information and personally relevant
opportunities. Beyond that, brokerage clients, like all
financial clients, absolutely require the utmost data security.
To add a personal touch not easily replicated, a personal
notation, broker photo and contact information can be fed
into each email within a segmented list, as we see in the
example above. Beyond this, web cropping technology
enables an email to present up to the second data on
stock prices related to a customer’s preferences.
It’s virtually an inbox-based personal stock ticker. With this
capability, each time an email is opened, the latest stock
prices are fed into the email automatically with no further
research required.

Customer Loyalty Programs
Consumers love their credit card loyalty programs. They
love earning points, miles and rewards. They love to cash
in their loyalty for something of benefit to them. For
businesses, these programs may not track directly to
revenue, but they do keep their most active customers
happy and returning for more.
For financial marketers, a loyalty program is a means
of understanding more about customers and acquiring
customer data upon which to build actions. What do they
prefer? How do they choose to act? What will get them
to do more?
An effective email program that connects the customer to
their loyalty in action brings this effort to life for all
customers. One that misses the mark runs the risk of
alienating some of a bank’s most frequent customers.
Nothing is more frustrating for a customer than receiving
an email promoting out of date or incorrect information—
fewer points, rewards or miles than she’s earned or a

coupon that’s expired, for example. This is one of the
biggest challenges to any company sending points
program updates to their customers. Many so-called "live"
points updates are often populated with data compiled
weeks or months prior, leading the brand to actively
promote expired benefits.
“Web cropping” technology from Movable Ink enables
a bank to deliver actual, real-time updates to their
customers. They see in real-time how many points they’ve
earned and what they can use them for. And personal
data remains secure and protected. The accurate
information is populated into the email and updated with
live data every time the email is opened. The email is
never out of date with the website, the app or the call
center. Real-time is actually real-time.

Exceeding The
Challenges

They need access to the most up to date information,
they need to feel their banker, broker, or advisor is
personally invested, and their assets and personal
information are protected.

Complicated challenges. Dynamic solutions.
Unlike many other industries, email marketing in the
financial services sector has highly specific challenges
that need to be met head-on in order for an email
program to be successful.
The right solutions must be leveraged in order to ensure
the security of client data, meet federal legal requirements
and simply keep customers happy.
That said, dynamic content gives financial marketers an
opportunity to add value while living within the established
regulatory framework.

Information updates at a much faster pace than the
typical email program editorial calendar, so it’s valuable
to have tools at your disposal that can change
information in real time, module by module, each time
your email is opened.
With Movable Ink, you can pull in personalized, live and
streaming content directly from a website, RSS feed, or
an API call. You can hyper-target your audience on the
fly by location, device, and even weather.
Movable Ink also delivers real-time tracking so there’s no
need to wait for the results of your campaign. You can
check-in live and adjust targeting or content on the fly.

More important is the way in which financial clients
respond to email marketing. Their perspective on how
their banks speak to them, what they say and how they
say it has a direct impact on how effective marketing
communications can be.

With Movable Ink, you can market in the moment, with
dynamic capabilities that not only help meet the
challenges of the financial services industry, but exceed
them.

Founded in 2010, Movable Ink pioneered the
application of contextual marketing to email.
Movable Ink clients can use any email service
provider to deliver dynamic content that changes,
in real-time, according to the context of each
individual customer. More than 300 innovative
brands including The Wall Street Journal, eBay,
Finish Line, and Saks Fifth Avenue use Movable
Ink to Market in the Moment and optimize their
email campaigns to drive ROI. The company is
headquartered in New York City with offices in
London and San Francisco. For more information,
please visit www.movableink.com.
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