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Data-Driven ITA Card Acquisition Drives  
a 20+% Lift in Performance
The Challenge
A top financial services firm, with over 50 million credit cards in the marketplace today, asked Merkle to develop new 
prospect segments in support of their credit card Invitation To Apply (ITA) program. The challenge was Merkle was 
not granted access to any historic campaign or customer data to use in development of the segments. 

Solution
With a deep understanding of the credit card industry, the Merkle analytic team leveraged DataSource, Merkle’s 
national consumer database, to develop basic profiles of the prospective credit card audience. From there, prospecting 
models were built and customized segments were selected for testing in the ITA program. Utilizing proprietary data, 
along with response and aggregated geo-based risk models, target audiences were identified and refined across a 
variety of ITA product offers.

Results
Merkle’s approach to audience selection, fueled by data and analytic strategies, ultimately lead to increased credit card 
acquisition among new-to-bank customers. When comparing the performance of the DataSource prospecting model 
against all other lists.
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Merkle, a technology enabled, data driven customer relationship marketing (CRM) firm, is the nation’s largest 
privately-held agency. For more than 25 years, Fortune 1000 companies and leading nonprofit organizations 
have partnered with Merkle to maximize the value of their customer portfolios. By combining a complete 
range of marketing, technical, analytical and creative disciplines, Merkle works with clients to design,  
execute and evaluate connected CRM programs. With more than 2,000 employees, the privately held 
corporation is headquartered in Columbia, Maryland with additional offices in Boston; Denver; Little Rock; 
London; Minneapolis; Nanjing; Montvale, NJ; New York; Philadelphia; Pittsburgh; San Francisco; Hagerstown, MD  
and Shanghai. For more information, contact Merkle at 1-877-9-Merkle or visit www.merkleinc.com.
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Campaign results to-date show the following:
 f Nearly all DataSource segments are currently performing 20-40% above campaign averages.
 f Direct data costs have been reduced by about 20%, as the mix of data has shifted from primarily “vertical” lists, 
to a more cost-effective mix of response and compiled data.

Looking Ahead
Merkle is now exploring new and innovative methods to integrate digital media with offline programs to establish 
cross-channel synergies and drive better results for the firm’s ITA credit card campaigns.
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