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A NEW APPROACH ALLOWS BANKING GROUP
PERCEIVED AS “TOO BIG” TO APPEAL TO THE
SMALL-BUSINESS MARKET

offerings and cross-selling other financial products. For MB Financial, direct mail anchored its new

outreach to the Chicago area’s small businesses as an ideal way to use digital printing, targeted
databases and one-to-one, people-oriented messaging. Its “MB Is Me” campaign significantly increased
awareness and perceived brand differentiation, produced thousands of new business account leads, and
boosted bank deposits.

Banks have long favored direct mail marketing as a means of raising their profiles, showcasing their
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EXPANDING
BRAND AWARENESS,
EXPLORING NEW MARKETS

For more than 100 years, MB Financial Bank has
built and supported deep financial relationships
with individuals and middle-market companies in
the Chicagoland area. As a regional, community
bank, its motto has long been “MB Means
Business,” underscoring its focus on serving the
financial needs of local companies that have
revenue from $10 million to $250 million annually.
From checking and savings accounts, to such
staples as business credit cards, payroll, financing
and loans, and cash management, MB Financial has
carved out a niche in Chicago and the surrounding
communities as the go-to financial services source
for middle-market companies.

But the Chicago banking environment is intensely
competitive. There are some 270 financial
institutions in the market, and many of them
focus on this very same middle-tier business
segment. MB Financial saw both the need and
the opportunity in looking elsewhere for business
and deposits — specifically the small business
market, those companies with yearly revenue
under $10 million.

Tellingly, there are an estimated 430,000 small
businesses in the Chicago area, compared with
fewer than 10,000 companies in the middle
market, so the numbers alone were compelling.
The company had committed itself to highlighting
its small business advisors within each of its

86 branches to address community needs, and
instituted a “white glove” concierge-type service
to this small-business market — a service that
usually is offered only by the biggest banks to the
biggest companies.

Moreover, MB developed a new marketing
campaign targeting this small-business market. It
was designed to be precise, personal, to rise above
the competition and to help MB become the bank
of choice for the area’s fledgling entrepreneurs.
The “MB Is Me” campaign was born.
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“Our first challenge in
addressing the small-
business market was

to overcome a lack of
quality awareness. We
felt there was a significant
opportunity to gather
new deposits, but needed
a compelling campaign

to articulate how we

differentiate ourselves in
a crowded market.”

Dan Butterworth
AVP, Consumer
Marketing,

MB Financial



FINDING NEW, UNEXPLORED OPPORTUNITIES

For any company, wanting to achieve a strategic goal, and actually doing so, can be two different things.
While MB Financial had been an enduring presence in its market for over a century, it wasn’t particularly
known as the small-business bank — in fact, research showed it was viewed as too big for smaller
businesses. But the under-$10 million commercial market offered undeniable opportunities for new
accounts and deposits. Besides their sheer numbers, smaller businesses tend to decide quickly on a new
banking partner and shift funds just as fast. Mid-sized companies, by contrast, take longer to convert,
with deposits coming on board much further down the road, says Dan Butterworth, AVP of consumer
marketing at MB Financial.

“Our first challenge in addressing the small-business market was to overcome a lack of quality
awareness,” Butterworth notes. “We felt there was a significant opportunity to gather new deposits, but
needed a compelling campaign to articulate how we differentiate ourselves in a crowded market.”

MB Financial already had a potent asset in its 86 branch managers and staff. Butterworth observes that
the bank’s managers average more than 21 years in the business, have more than 10 years running an
MB Financial branch and, on average, have worked in their present communities for six years. “With these
kinds of deep local ties, you can see what a valuable proposition this could be in creating a marketing
message for small businesses,” Butterworth says. “It was the core quality in making our small business
outreach believable.”

Statistics showed that MB Financial’s long-serving staff, combined with a commitment to high-quality
customer service, would pay off for the bank. According to research from The Financial Brand', the

top drivers of satisfaction among banking customers are: first, customer support and problem solving;
followed by great products and services; trust; and branch personnel. MB Financial planned to leverage
all of these attributes in its small business campaign.

FIGURE :
Top Drivers of Customer Satisfaction

Customer Support/Problem Resolution 55%
Great Products/Services
Trust

Branch Personnel
Technology

Innovation

Reasonable Fees/Charges

Strong Brand
CUSTOMERS SAY STAFF SUPPORT, GREAT PRODUCTS

15% AND SERVICES, TRUSTWORTHINESS AND BRANCH
PERSONNEL ARE THEIR TOP DRIVERS OF SATISFACTION
WITH THEIR BANKING EXPERIENCE.?

Channels
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MB Financial also was aware of the entrepreneur’s need for financial advice. A report titled “Winning the
Battle for Small-Business Customers” by Aite Group?® indicates that more than three-quarters of small
businesses manage their own finances without the help of an internal financial controller or accountant,
and thus struggle to create such essential tools as financial statements and cash flow forecasts.

These businesses also are far more likely to use such tools as Microsoft Excel, Quicken or QuickBooks in
managing their finances vs. the greater effectiveness available from bank money management tools and
advisors. In short, small businesses often lack access to the advice that could help them identify risk and
achieve success. MB Financial planned to address that need.

The company began assembling powerful messages from its branch managers, messages that would
come to epitomize the coming campaign of personalization, community involvement and helpfulness:

I “You can get practical advice from me, a professional banker.”
I “I'm there for you and your business 24/7. Ask me anything.”

I “l can help you start, manage and grow a small business.”

I “I'm your small business specialist.”

The campaign was starting to take shape. Four “pillars” of the value proposition were identified as
essential to convey what MB offers to the small business community:

1. the personal attention you want;
2. the banking services you need;
2. the business advice you can use; and

4. the business connections you wouldn’t expect.

FIGURE 2:
Top Tools Used by Small Businesses
to Handle Financial Needs

Quicken/Quick Books 47%

Microsoft Excel

Bank’s Online Cash
Management/Business
Banking Site

25* ABOUT 91PERCENT OF SMALL BUSINESSES
RELY ON THIRD-PARTY FINANCIAL TOOLS AND
GENERALLY LACK IN-HOUSE FINANCIAL EXPERTISE
IN MANAGING THEIR FINANCIAL NEEDS #

5 anANDUN\T@



Darwill has long been MB Financial’s go-

to printer for all of its collateral and print
marketing assets, but the “MB Is Me”
campaign broke new ground for both the
bank and its printer, with new technology and
personalization only available on modern
digital inkjet printers.

“What we offered was the technology and

a brand new press,” says Tim Bolt, account
executive at Darwill. “That brought the quality
of offset printing to the table, with the ability to
print variable versions that were customized
as coming from a specific bank branch
manager, and received by a specific small
business owner.”

Darwill was the first printer in the U.S. to install

a Canon ProStream series continuous feed inkjet

printer, boasting impressive quality and rapid
turnaround times. It offers offset quality (1,200
by 1,200 dots per inch), and the ability to print
on coated or uncoated paper up to poster (B2)
size. It blazes along at 1,076 pages printed a
minute, and allows for the digital sorting and
personalization of thousands of mail pieces.
Mailing costs for the “MB Is Me” campaign
were kept to a minimum as well, because the
ProStream imaged data files sorted by ZIP
code, helping to satisfy U.S. Postal Service
discount requirements. Digital printing also
allowed for near-real-time updating of
mailing addresses.

“The big challenge has always been to make
sure your mailing list is up-to-date, and it takes
a lot of effort on both sides,” Bolt says. “A
database-driven printer like the ProStream
can access the USPS move-update files,

and follow any business if they move
locations.

“Our technology is key, but MB Financial gets a
lot of praise for allowing us to go forward to
make a big impact for them. They embraced
this technology completely.”
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Canon

CANON SOLUTIONS AMERICA

With a long history of market leadership in the
digital production and high-speed inkjet print
space, Canon maintains leadership through
investment in innovation and loyalty to our
customers.

Canon has led the worldwide production inkjet
market since 2011. Canon is also the vendor cited
most frequently by printers considering a production
inkjet purchase. Our inkjet presses pioneered the
production inkjet space, and we continue to set the
bar for innovation, quality, productivity, reliability,
and energy efficiency.

We are committed to upholding the excellence of
our brand by investing in new technologies. You'll
see evidence of that in the ProStream, which
merges the best of digital and offset printing. Its
revolutionary engine design delivers 1200 dpi output
with the cost efficiency and variable value-add of
inkjet. With one of the most reliable and longest
standing inkjet presses on the market — in the
ColorStream — and the first sheetfed inkjet press
on the market — the VarioPrint i-series — we are
certain to have a solution for your business.

We’re committed to helping our customers grow their
businesses. Our end-to-end solutions are designed
to help you drive profits by increasing productivity
and reducing costs. From print engines to workflow
software, to finishing equipment and even media
and ink, we work with companies around the world
to provide you with complete solutions designed

to work together. But more than just assembling the
right components, we help support you every step
of the way. Our Professional Services team can help
you grow your pages while our renowned Service
team will keep your presses up and running.

That’s what sets Canon Solutions America apart
from the rest.



AN OMNICHANNEL CAMPAIGN
ANCHORED BY DIRECT MAIL

The “MB Is Me” small-business campaign used a variety
of marketing channels, including print ads featuring
small business owners, radio commercials, billboards
and online videos. But direct mail was the heart of

the campaign and its main lead generator, with digital
printing, bar coding and sorting making each individual
response traceable by branch managers. Recipients
who responded to any of the mailings were removed

from subsequent mailings, and entered a nurture stream.

“Our decision to use direct mail was based partly on
our ability to create a prime prospect list of around
30,000 small businesses and expose them to highly
personalized direct mail. Our advisors are having more
conversations, are building more relationships, and are
bringing more in new clients,” explains Butterworth. “As
a result, more small business owners have access to
the advice, attention and connections they need to help
their businesses grow. It really is a win-win.”

He points to potent evidence of direct mail’s abiding
value. According to the U.S. Postal Service, some 77
percent of mail recipients sort through their mail as
soon as it’s delivered.® In addition, the USPS has found
that direct mail recipients average 25 minutes reading
their mail, compared with two seconds reading each
email. And because direct mail has a strong record in
cross-selling bank services, it’s no wonder that financial
services companies have long been devoted to the
channel, according to statistics compiled by the Data &
Marketing Association.®

There was one additional dynamic that prompted MB
Financial to select direct mail as a key element in the
launch of its small business initiative: Avoiding clutter.
These days, everyone suffers from an avalanche of
digital offers they don’t want, and they’re frustrated
with flooded email inboxes. Direct mail represents the
uncluttered option.

“There’s been a 25 percent drop in direct mail volume
over the past decade, so the opportunity to stand out
represented a great upside for us,” notes Butterworth.
“In addition, 90 percent of small businesses have fewer
than 10 employees. That means our mailings are likely
to get into the hands of decision-makers, and not get
stuck in the mailroom.”
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“The postcard with

the branch managers’
photos front-and-
center is eye-catching,
and the recipient can
immediately tell its
purpose. The envelope
and letter are more
discreet, and create a

little more curiosity.”

Tim Bolt
Account Executive,
Darwill



INTENSE
PERSONALIZATION _
REQUIRED LOGISTICAL, Bobby Stathis i~ In Edgewater

DATA-DRIVEN SKILLS %:Q’Zfl‘éi“.%i‘:’éiff:.““" - MB is me

Any brand-new marketing
campaign can expect a few
challenges, but MB Financial’s
small-business initiative was
subject to a simple logistical
one: Because the campaign was
intensely community-based, with
each branch singled out as the
go-to resource for neighborhood
businesses, the bank decided

to make each of its branch
managers the voice and face of
the program in their particular
neighborhoods. That meant
coordinating professional photo
shoots with all 86, to be featured
in a personalized blizzard of direct
mail to each one’s nearby small-
business owners. Eventually every
branch manager’s photo was
taken in support of this critical
marketing decision.

The intense personalization of the
campaign also demanded a printer
partner that could leverage the
details and the data. MB Financial
turned to Darwill, a direct mail
marketing specialist in data-driven

Sampie,

Officially, MB calls me 2 Banking Center Manager. But I'd prefer that you think of
me as your Edgewater MB.

Because here in Edgewsater, I'm your point-of-contact for all banking services and
any type of advice your small business might nead. (Sy the way. for convenience
sake, | can siso handle any of your parsonal banking naads. |

So what does all this mean?

It means | can set your business up with the type of MB services that can help your
company pay better and get paid faster,

It means | can get your ComMpany answers on ways ta improve payroll, cash flow,
credit, fraud protection..,

It means, from my local civic and business invalvement, | can even pass along rec-
ommended contacts far accounting, legsl, conlracting, consulting issues and more.

Most importantly, because helping Edgewater area small businass is my key busi-
ness interest, | want you to feel free to call me for advice and contacts aven if your
account is not with ME,

Best regards,

Ba!pz’az,f Stathis
Bobby Stathis means
AVP, Banking Center Manager -
773.442.1145 business’

Get up to $550 with a new
small business relationship.

sna s NF o=l

PERSONALIZED LETTERS ALSO PROMINENTLY FEATURED THE LOCAL BRANCH
MANAGER'’S INVITATION TO SMALL-BUSINESS OWNERS TO BECOME MB
FINANCIAL CUSTOMERS.

results. “We helped identify their
key prospects by company size
and demographics, and sorted all
their data,” says Tim Bolt, Darwill
account executive. “And each

and every branch manager was
featured in prominent photos,
with messages discussing how
they can bring value to local small
businesses and help them through
the onboarding process.”
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Get up to
$550

]]]_l_) Mia Rhee

Smam Boruness Astptsst; A7 80BN

For your small business,
MB is me.

Samesa

Introducing the kind
of banker every small
business wishes it had.

b e

Officially, MR cally i o Barking Canter Manager. But [d prefes (hat
s Shink af e i your Lassolm

Ask me about
5 i it Tho type of MB services that
tos i gu paid i

o bussiness invotvrmant, | can mvar
e contacts fo accounting. fogal, contracteg
cormilling insues snd more

ot Amiportantly; becsuse helping Lincolnwood anes sm sl buningss

i vy ey businses interest, | wir you 10 Sl fres 1o coll e for -
i 1

Best regards,

means
Mia Ihee business’ POSTCARD MESSAGES FEATURED PERSONALIZED SALUTATIONS,
gato i

Wia fihes .
P, Basking Cinbe: Manager the branch or

B47.BTEST1S 1 SOMmJ/sm;

REFERENCES TO THE RECIPIENT’S SPECIFIC NEIGHBORHOOD AND
FINANCIAL INCENTIVES.

6 MONTHS OF ALTERNATING, CUSTOMIZED MAILINGS

The “MB Is Me” campaign began in June 2018 and ran through the end of the year. MB Financial and

its agency developed two customizable direct mail assets: a personalized postcard and a letter inside
a personalized envelope. The contents of both were designed as coming specifically from each bank

manager, and specifically to each recipient.

The oversized postcards — 6 inches x 11 inches, folded in half — featured local branch managers, introduced
as “the kind of banker every small business wishes it had.” The postcards were filled with personal references
that only digital inkjet printing can provide: “Officially, MB calls me a Banking Center Manager. But I'd prefer
that you think of me as your South Chicago MB,” went one postcard mailing. Other postcards referred to
“your Lake Zurich MB,” “your Bucktown MB,” “your Calumet City MB,” or “your Vernon Hills MB.” Each was
signed by the local banking center manager, and overall the postcards were mailed to a total of 30,000
businesses around MB Financial’s 86 banking centers.

Alternating with the postcard every other month was a personalized letter containing similarly
individualized salutations from MB banking center managers: “In Schaumburg, MB is me,” says Marcin
Bos, banking center manager from the Schaumburg branch. As with the postcards, financial incentives
were offered to inspire new small business relationships, but the essential elements of personalization —
compelling messaging, and the full-service advisory offering — were the clear value propositions.

Both the postcard and the letter stressed that MB can help companies get paid faster, improve cash flow,
protect them against fraud, and even access recommended contacts for accounting, legal, contracting
and consulting needs “from MB’s local civic and business involvement.”

“The postcard with the branch managers’ photos front-and-center is eye-catching, and the recipient can
immediately tell its purpose,” says Bolt. “The envelope and letter are more discreet, and create a little
more curiosity.”
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Midway through the campaign, interim results showed a 205 percent increase in leads, compared
with the same period a year earlier. A strong response rate, attributable to the direct mail campaign,
produced more meaningful conversations with Chicagoland small business-owners, and generated
increased deposit dollars.

“We accomplished our goals of creating awareness, generating perceived differentiation and attracting
new deposit dollars,” Butterworth says. “Our long-term goal is to maintain a strong response rate, and
provide our branches with a steady stream of high-quality leads.” 2

' The Financial Brand, “Banking Needs a Customer Experience Wake-Up Call”
https://thefinancialbrand.com/63654/banking-customer-experience-research-survey

2 bid.

® Aite Group, “Winning the Battle for Small-Business Customers”
https://www.bottomline.com/application/files/digital-banking-aite-battle-for-smb-dsg-srr-1602-016.pdf

4 Ibid.

5 U.S. Postal Service, “Mail connects in ways other media can’t match”
http://www.pb.com/docs/US/pdf/Microsite/Nonprofit/ed_np_getyourmailopened_05MailMoment.pdf

®Data & Marketing Association, “Direct Mail Statistics” https://thedma.org/marketing-insights/marketing-statistics/direct-mail-statistics

Do you have questions about how  Are you looking for practical insight ~ Are you ready to find a service

to implement a project like this? on how this works? These tips will provider near you and get started?
We’ll connect you with industry help you generate ideas and make  We’ve got you covered.
pros to get them answered. sure your project goes smoothly.
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BRANDUNITED)

WHO
WE
ARE

BRAND United was founded by NAPCO Media, a leading
information source for the markets it serves since 1958.

With roots in various industries such as commercial print,
publishing, marketing, consumer technology and promotional
marketing, NAPCO Media specializes in the creation and
cross-channel distribution of exceptional content.

Having built communities between our audiences and clients
for decades, we have seen first-hand the difference it makes
when a brand creates a cohesive, engaging and united
customer experience across multiple channels. BRAND
United’s mission is to educate brand owners and marketers on
the omnichannel strategies and innovative technologies that
can be implemented at each stage of the customer journey to
create a united brand experience.

We offer case studies, research and practical tips from the
experts that are comprised of data-driven insights from brands
who have successfully implemented the technologies and
strategies that are moving the industry forward. At BRAND
United, we understand where brands and marketers need to
go and the application of revolutionary technologies that will
take them there.
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