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Make the most of the first 120 days of 
every new account relationship – it’s when 

people are most receptive



75% of all cross-sell opportunities
occur within the first 120 days

WINDOW OF OPPORTUNITY



Financial institutions that get the onboarding process 
right set the stage for high accountholder 

satisfaction and ongoing relationship

WINDOW OF OPPORTUNITY



Financial institutions lose 
a stunning amount of 

potential new accounts…

Why?



Onboarding
takes too long!



The single 
biggest thing 
you can do is 
streamline the 
experience



Once You Get Them
in the Door –

What’s Next?



Digital Cross Selling

It’s 10 times more costly
to acquire new accounts vs. cross 
selling additional products to ones 

you already have 



Digital Cross Selling

The post account opening 
environment to drive retention and 

additional product adoption is highly 
fragmented and inconsistent



Digital Cross Selling

Adults average 8.2 financial products 
but have only 2.5  products at any one 

financial institution



• As accountholders move 
through their 
relationship… 
what they consider 
relevant changes

• Relevance is table stakes 
across the entire 
relationship… not just 
when you’re opening an 
account or answering a 
service question



Make It Meaningful
and Interactive



email blasts and direct mail are going the way
of the fax machine… 

Becoming hyper-targeted and focusing on 
personalizing every digital interaction is critical

Personal experiences must be data driven

Building a personal connection is critical
to cross selling



$4.0 Billion in Assets –
260,000 Accountholders

• Retain Existing Accountholders
• Retarget Hand-Raisers
• Timed Triggers
• Real-Time Loan Pre-qualifications
• Thank You for New Product/Service Adoption SVP Market Development, 

Digital Marketing & CXO

Natasha Ranchigoda

Problem: 
• Onboarding new accountholders was paper based 

and expensive
• 6-month digital onboarding process to cross sell, 

increase loyalty, educate on benefits

Expanded Use Cases:

Results:
• Loan Adoption ROI = $9.6M



How Do You Make
This Happen?



You Already Have Core Data
• It is easily extracted 

and secured

• Informs you what 
products/services the 
accountholders has

• Each accountholder
assigned a Unique ID



You Already Have Content!

• Branding Guidelines
• Images
• Promotions
• Events
• Offers
• Special Services
• FI Benefits
• Product Info

• Social Media
• Video
• Education Material
• Testimonials
• Blogs
• 3rd Party Content
• Rates
• Services Info



You Have Functionality, Exploit It!
• Credit Apps
• Surveys
• Calculators
• Check Lists
• Comparison Charts
• Book Appointments



Analytics, Check!

Now You Know 
Their Individual 
• Wants
• Needs
• Life Events

Unique ID Captures 
Every Interaction by 

Accountholder



Begin a Digital Dialog
Day 1 Welcome

• Thank You

• NPS

• Online/Mobile

• FI Benefits

• Tell Us 
About You

Day 10 Activate

• Debit Card

• Benefits

• Educate

• Seasonal Offer

• Your Branch

Day 15 Cross Sell

• Bill Pay

• How To Video

• Event

• Educate

• New Product

Next Day Thank You

• NPS

• Cross-Sell
Loans

• See Rates

• Calculate

• Apply Now



$1.0 Billion in Assets –
70,000 Accountholders

Amy McGraw 
VP Marketing, CXO

Problem: 
• Lots of data internally – put it to work by creating 

a digital dialog with accountholders

Results:
• Product/Service Adoption $7.3M

• Embedded Experiences in Brand Website, Online 
and Mobile Banking

• Delivery Methods - eMail, Text, Direct Mail
• Incorporated Propensity, Predictive, Persona Data
• Collects Behaviors, Life Events, Actions Taken
• Maturity Date Triggers
• Education Below 650 Credit Score
• Personalized Welcome Video

Expanded Use Cases:



Let Them Know You Care



Make It Easy to Engage
Brand Website Mobile Banking Online Banking



Personal, Relevant, 
Engaging, Experiences
Across the Life Cycle



 Segmentation
 Propensity
 Predictive
 Next Best Product
 Personas
 Financial Household Profile
 And more….

Incorporate Third Party Data
Easily Acquire



Mr. Blue
Segment 2
Credit Consumers



Mr. Blue
Segment 2
Credit Consumers



Mr. Blue
Segment 2
Credit Consumers



Mr. Green
Segment 10
Money Managers



Mr. Green
Segment 10
Money Managers



Mr. Green
Segment 10
Money Managers



Mr. Green
Segment 10
Money Managers



This is overwhelming
we can’t do all this!

Yes, you can 
here’s how…



First
Form a small cross 
functional team 
that is empowered 
and committed to 
digital transformation



Second
Hire Outside Digital Partner

 CX/UX

 Agile Practices

 Integration Experience

 Data Savvy - How to 
Secure and Use It



Walk. Run. Ballet.

This Is a Journey – Not a Project



Obtain “C suite” buy in 
and oversight



This is an investment 
not an expense



Continuous Improvement



Questions?
#fbforum



PAULA TOMPKINS
Ptompkins@channelnet.com
@channelnet
415 720-4498

Thank you!
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