
T h a n k  y o u  f o r  j o i n i n g !

Y o u  a r e  m u t e d  u p o n  a r r i v a l .

T h e  p r e s e n t a t i o n  w i l l  b e g i n  m o m e n t a r i l y .



C R E AT I N G  Y O U R  A N N U A L

M E R C H A N T  S E R V I C E S

M A R K E T I N G  C A L E N D A R



M E E T  Y O U R  P R E S E N T E R

PAT REDD
Direc tor  of  Marke t ing

Pat has been with BASYS since 2016 and brings over 20 years of B2B and B2C
marketing experience to the company.

As Director of Marketing, he is responsible for the ongoing development of
marketing strategies that drive leads for our sales teams and business partners.
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AG E N DA

CREATING YOUR ANNUAL MERCHANT SERVICES 
MARKETING CALENDAR

Process

• Set Merchant Services Goals

• Select Marketing Campaign Dates

• Determine Marketing Channels

• Share Progress Toward Goals

A specific example from a bank partner

BASYS – an Extension of Your Marketing Department

Questions
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S E T  M E R C H A N T  S E R V I C E S  G O A L S

• “People with goals succeed because they know where they’re 
going.” – Earl Nightingale

• “Begin with the end in mind.” – Stephen Covey

• “Goals are like magnets.  They’ll attract the things that make them 
come true.” – Tony Robbins
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S E T  M O N T H L Y  &  A N N U A L  
M E R C H A N T  S E R V I C E S  G O A L S

Goals are key for successful merchant services marketing.

Options:

- # of bankers completing bootcamp training

- # of Referrals

- # of New Accounts

- $ of Opportunity

- Per person

- Per branch

- Per market
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S E L E C T  M A R K E T I N G  
C A M P A I G N  D A T E S
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Frequency

• 12 months

• Quarterly

• Twice per year

Concerns

• What other initiatives are happening at 
the bank in other departments?

• Are there certain months when 
merchants are never available?

• Are there certain months when sales for 
merchant services / credit card 
processing are always great, and a 
campaign would have lower ROI?
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D E T E R M I N E  
M A R K E T I N G  C H A N N E L S

Website Email Direct Mail

Social Media Digital Ads Print Ads

Teller buck 
slips

Statement 
Stuffers

Posters / 
Flyers in 
Lobby

Video Screens 
in Lobby
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T H E  C R E D I T  C A R D  

P R O C E S S I N G  PA G E
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Once you’ve incorporated menu items on your home

page that allow users to easily navigate to the

product or service they’re looking for, you’ll want to

make sure they land on a page filled with compelling

content and imagery as well.

Your Credit Card Processing page should provide an

overview of services and benefits, along with a call to

action.
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C A L L  T O  A C T I O N  O N  
T H E  L A N D I N G  PA G E

To entice users to take the next step and reach out to

you, your landing page must ask them to take action.

This can be done two ways:

1. Form (recommended)

2. Name, Phone #, Email address
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M A R K E T I N G  C H A N N E L S

15

• Email

• Do you have a good list?

• Do you have a program for 
distribution:

• Marketo, Act-On, Pardot

• Constant Contact, Mailchimp

• Direct Mail

• Do you have a good list?

• Social Media

• LinkedIn

• Facebook

• Twitter



M A R K E T I N G  C H A N N E L S

WHAT CHANNELS DO YOU ALREADY 
USE FOR BANK MARKETING?

• Digital Ads

• Google Ads

• Local / Regional website

• Bank website

• Online Banking

• Mobile Banking

• Others?

• Print Ads

• Local / Regional Newspaper

• Local / Regional Magazine
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M A R K E T I N G  
C H A N N E L S

• Teller Buck Slips

• Lobby

• Drive-Thru

• Statement Stuffers

• Print

• Digital

• Posters / Flyers in the Lobby

• Stanchions

• Teller stations

• Desks

• Video Screens in the Lobby
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S H A R E  P R O G R E S S  T O W A R D  G O A L S

• Throughout all marketing, sales is continuing with meetings and phone 
calls.

• An essential part of a successful marketing campaign is internal 
communication

• At least monthly – more often if possible

• % of goal attained

• Marketing campaign updates
• Marketing samples if available

• Examples:

• It’s been 1 month and we have achieved 10% of our goal – nice 
start!  Another email and another direct mail piece launch next 
week.  See samples attached.

• It’s been 3 months and we are at 23% of goal – a little behind –
keep those referrals coming! The new social media campaign kicks 
off in two weeks. See samples attached.

• It’s been 6 months and we are at 57% of goal – a little ahead –
great job! keep it up!  Another round of statement stuffers goes out 
at the 1st of the month.  See sample attached.

• 30 days left, 7% to go.  Our last email and direct mail campaigns for 
this year go out tomorrow.  See samples attached.
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E X A M P L E  – p a g e  1

23

• Goal:

• 4 Statements per person, per month -
minimum $20k per month in processing

• Win 50% of those deals

• Marketing Campaign – two times during the year

• March 1 through May 31

• Content: 5 Things to Look for in a 
Credit Card Processor

• September 1 through November 30

• Content: What SHOULD Happen when 
you contact Customer Support

• Campaign Elements

• ACH List

• Incentive Campaign

• Website – Content Landing Page

• Email

• Social Media

• Teller Buckslips

• Video Screens in Lobby



E X A M P L E  – p a g e  2
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Timeline – Campaign #1 – 03/01 thru 05/31

• Feb

• Website – Content Landing Page

• Pull ACH List from 1/01/22 through 1/31/22 to 
determine target customers for Email & Direct 
Mail

• Write and design all elements – email, direct 
mail, social media, teller buckslips, video 
screens, incentive campaign

• Last week of February

• Kick-off meetings in person

• 1 for retail / teller team

• 1 for commercial loan team

• March

• Email #1

• Direct mail #1

• Social Media posts every two weeks

• Teller buck slips in lobby and drive through

• Video on screens in lobby – in rotation with 2 
other bank products



E X A M P L E  – p a g e  3
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Timeline – Campaign #1 – 03/01 thru 05/31 (continued)

• April

• Email #2

• Social Media posts every two weeks

• Teller buck slips in lobby and drive through

• Video on screens in lobby – in rotation with 3 
other bank products

• May

• Email #3

• Direct Mail #2

• Social Media posts every two weeks

• Teller buck slips in lobby and drive through

• Video on screens in lobby – in rotation with 2 
other bank products

• Timeline – Campaign #2 – 09/01 thru 11/30

• Repeat process from above, starting in August
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B A S Y S  – A N  E X T E N S I O N  
O F  Y O U R  M A R K E T I N G  
D E PA R M E N T  
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• Content

• Blogs

• Infographics

• Videos

• Landing Pages

• Email

• Social Media

• Direct Mail

• Flyer / Brochure Design

• Print Ad Design

• Digital Ad Design

• Videos for Lobby Screens



basyspro.com

Pat Redd
Director of Marketing

(913) 529-2537

predd@basyspro.com

Questions?



B A S Y S  I S  Y O U R  P A R T N E R  

We want to work with you to grow your merchant portfolio.

To get started, reach out to your Partner Support Manager,

or Pat Redd, Director of Marketing.
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basyspro.com

Pat Redd
Director of Marketing

(913) 529-2537

predd@basyspro.com

Thank you for your time!


