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Today’s Topics

1. Introduction to Omni-Channel Marketing

& 2. Content Marketing Made Easy

%% 3. LinkedIn Case Study
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Intro to Omni-Channel Marketing & the Journey Map

Did You Know?

65% Start on Iﬂl D
Smartphone v-b

4% Continue 61% Continue
on a Tablet on a PC/Laptop

” ~
= [ G

19% Continue 5% Continue
on a Smartphone on a Tablet

[

10% Continue
Source: https://deviceatlas.com on a PC/Laptop
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Agenda:

* How an omni-channel approach can
impact results

* Review evolution of marketing strategies

* Effective use of a client journey map to
support omni-channel initiatives

“The customer experience is the
next competitive battleground.”
— Jerry Gregoire



Why Companies Care About Omni-Channel Marketing

3

13% 90%

Increase in the sale Higher client retention Increase in frequency to
amount rate purchase

Nearly 50% of companies indicated the client experience is a top priority with only 21% responding that

price was a top priority.

|_ FA EQUIPMENT LEASING AND FINANCE ASSOCIATION Source: CampaignMonitor & SuperOffice
- Note: not limited to B2B/Financing



https://www.campaignmonitor.com/blog/email-marketing/10-steps-to-build-an-omnichannel-strategy-for-ecommerce-stores

Evolution of Marketing Strategies

Single Channel Multi-Channel
Clients experience your brand Clients experience your brand via Clients experience your brand via multiple
via one key multiple touch-points. Each is a touch-points providing a consistent experience.
touch-point / channel. different channel experience. (Not a separate channel experience.)

\ o @ \, % Pros

Consistent brand
experience across
channels and devices
Higher ROI

Content relevant to

Pros
Channel specialization
Speed to market

Pros Content suitable to |
Channel specialization el audience & channel
Speed to market Cons _

Cons Substantial
Cons Inconsistent voice organization
Awareness Inconsistent experience On-going tech &
Scalability Inconsistent value prop journey review

Omni-channel: Seamless experience regardless of channel or device. An experience synchronization that is relevant to the audience.

Get started or enhance existing model: Use a client journey map
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The Power of a Journey Map

Why now?

COVID: Business process and tech use affected -
mapping helps ensure changes are understood and
leveraged. Example: People using personal cell phones
even more during working hours as a work tool.

Who should do a journey map?

v'If you’ve never done one or have only partial purview
v'If it’s been over 2 years since a refresh was completed

v'If your company’s or your clients’ processes changed
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“In a world where products and
services are becoming more and more
commoditized, customer experience
is the only true differentiator.”

— Annette Franz



Audience
Persona, Vertical, etc.

Joe, 32, Owner: Design Co.

Sta ge in Journ ey Awareness Consideration
Behavior Trends

Joe works on his computer all day, and he needs comfortable and noise-canceling
headphones to be able to listen to music, podcasts, etc. and focus on his work.

o e
O
A
: Browses Uses debit card; Recommends
Asks friends and : % ;
. zo_r\ll(::ré?sn e-commerce Selects product credit card not Tries headphones headphones to
website accepted friends

Prospect Actions

Activities Performed Searches "best

Inputs payment
information to

check out

Chooses shipping Decides to keep
option them

User actions

Compares several
different models

headphones"”
online and clicks
on ad

Landing page Cart confirmation Payment page

E-commerce Category page Login/sign-up
site page
Shipping page
Navigation Product pages Checkout page
links Order

confirmation

Marketing Assets
Drive Engagement

Touchpoints

Gives low rating
online based on
checkout
experience

Customer review
page

Too many steps to get
to desired product;
confusing or boring

web layout

Pain Points
Attrition Areas

Checkout page doesn't
support all credit cards

Pain points

No follow-up about
product satisfaction

Build more effective
landing page based
on banner ad for
specific product
searches; build clearer
Source: Lucidchart.com navigation links and
category pages

Clarify checkout page
to show accepted

payment options, or

work to support more
payment methods

Solution/Roadblock
EINE]

Possible solutions

Send out a CTA to
review product, and
send customer
experience survey to
better understand
user pain points




Speed Round! Top 10 Mapping Tips

1. Prospects vs repeat clients: Typically, the journey is 6. Forgotten ‘clients’: Don’t forget that your
very different. Companies forget to map both. equip. vendors, brokers/lessors are your

2. Unique products: Consider finance products that clients too — map onboarding and financing
create a different journey ex. titled vehicles. process.

3. Vendor, broker/lessor programs: How does the 7. Repeat clients: One of our most important
client journey start & transition with referral or FIEBIE B T BEIL 50 SR ety
lending sources and back again. mapping with this audience.

8. Hands-on: Mapping is an active process not
just a white board task. Make calls into the
dept. your clients do - how easy is it to
reach a human. What does vm sound like?

4. Surveys: Can you leverage your own OR think of
asking referral partners to incorporate financing
experience question if they survey clients too.

5. “Wow” moments: Use pain point/solution of 9. Collections: Don’t forget about this
mapping to address attrition AND find ways to process. How you treat a client with 1 past
pleasantly surprise clients. Ex. Approved for more due over their contract duration matters.
than requested. 10. Invoicing: Remember to make these value

added too!
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Summary - Don’t Get Overwhelmed

Client journey mapping traditional
& online channels

Think Big. Start Small. Determine which channels clients are using most
& on what device(s)
* Experience through the eyes of your clients
Coordinate experience across channels
Anticipate clients move among channels
Expect multiple devices to be used Develop appropriate content for the channel
& key device(s)

Meet your clients where they are -
focus on the key channels your clients use

Experiment & test to deliver an experience that
differentiates your company

Q Tip: Make content relevant to the marketing channel. Examples: Influencer videos (testimonials) do well on YouTube and long

content does well for blogs or e-newsletters.

Source: https://www.salesforce.com/products/marketing-cloud/best-practices/omni-channel-marketing/
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https://www.campaignmonitor.com/blog/email-marketing/10-steps-to-build-an-omnichannel-strategy-for-ecommerce-stores
https://www.salesforce.com/products/marketing-cloud/best-practices/omni-channel-marketing/

Question A\ i
% W ' %
& .

Answer ;o
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Content Marketing | Agenda

> The Basics

> Getting Started

> Strategy

> Implementation

> Content Promotion

—_— 15
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Content Marketing | The Basics

What is Content Marketing?
Planning, creating, and sharing valuable content for your target audience in order to achieve a business goal.

Benefits of Content Marketing
* Lead generation & nurturing
*  Web traffic
* Better search ranking
* Industry authority / trust / expertise
* Awareness
* Establish brand voice
* Social media following and engagement

—_— 16
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Content Marketing | Types

Info-

: eBooks
graphics

Case

. Online
Studies

Courses

Podcasts
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e — Content Marketing | Types

OurCompany v Our Purpose & Impact v

11 Wendy's Retweeted

) Wendy's & @Wendys - Mar 30 %
q?;; What's better than Wendy’s Honey Butter Chicken Biscuit? Wendy’s $1.99
Honey Butter Chicken Biscuit. Get yours today!

Bmbero, 2020

Ve’re leaning into the menu
lassics that McDonald’s
ustomers crave most

#LIPSTORIE

o y

SEPHORA COLLECTION

n n
AVERAGE NET WORTH OLD VS YOUNG AMERICANS
1987 2020

j Chicken Sandwich

AND YOUNGER:

s -
$123456 $19876 = $123789 $5678

15 episodes A P\ -
=t $100 \
= BILLION
-
Presecs £ R aBRR OF SMALL BUSINESS
partners L_ “ yF_ 1 ADMIT USING THEIR
; i i P «) o04/016 MAKE ENDS MEET
is guidec & _—
Kristina @
fl oz.
of guest Bote People are passionate about our food. They love our gr
— Buy Your Own love knowing they can enjoy their favorites at any McD TIPS TO BUDGETING

Personalized Bottle

Big Mac, Quarter Pounder, Cheeseburger ~ these iconi e —1 o
heart of our business and what our customers return t 3 .
uy Now T
That's why we're training our focus on the menu items; PAYDOWN BAD DEBT CREATE ABUDGET
customers, while still innovating in ways that riff on M¢
(more on that later). -
WA

—_ kol P
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Content Marketing | Getting Started

Get Informed Create a Budget Set Goals

Dozens of great content Content marketing Be intentional. Every piece
marketing resources shouldn’t consume your of content should have a
available to help you and entire budget. Allocate an goal: Awareness, lead
your team learn best amount that works for your generation, web traffic,
practices and new business and increase it engagement, etc. Then,
concepts at any level. each year. report, review, refresh.

\/\/

—_— 19
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Content Marketing | Strategy

Keep it Simple

The recommended reading level for general marketing content is 8th
grade. Keeping it simple can allow your content to be shared with a
broader audience and increase your reach.

Be Consistent

Once you've established a tone and voice for your brand, maintain it.
Deterring from it with every piece of content can confuse your audience
and have a negative impact.

Get Creative

Don't be afraid to push the envelope on what's acceptable for your
industry. Unique content is more memorable and can help you stand out
from your competition. Find ways to incorporate something trending.

—_— 20
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Content Marketing | Implementation

“Less than 40% of content marketers have a documented content strategy. As a result, only 35% of content

marketers can actually demonstrate the ROI of their content marketing efforts.”
Source: Convince and Convert

Create a content strategy playbook

Create and maintain a content calendar

@ Document your reporting process

- 21
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Content Marketing | Promotion Strategy

Key to Success:

Repurpose your content and take an omni-channel approach for greater visibility

Display
Advertising

Social
Advertising

Email
Marketing

Online
Forums

L FA EQUIPMENT LEASING AND FINANCE ASSOCIATION

Paid Search Influencers Events
Trade . Your
Publications MBS Employees
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Content Marketing | Resources

HubSpot
Content Marketing Institute

SEM Rush
Moz Blog

—_— 23
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https://www.hubspot.com/
https://contentmarketinginstitute.com/
https://www.semrush.com/
https://moz.com/blog

- 24
L F EQUIPMENT LEASING AND FINANCE ASSOCIATION



Case Study: LinkedIn

* Omni-Channel Marketing — maintaining the “red thread” through all channels, paying
attention to your audience needs and behaviors in each channel

e Content Marketing — consistent messaging throughout both inbound and outbound
cements audience perception and reinforces key brand attributes

* How does it all fit together?

—_— 25
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Case Study: LinkedIn

Some Dos and Don’ts

| | Why you aren’t getting
" e omgreywords T noticed on LinkedIn

* DO use LinkedIn to connect with
colleagues - new & old . You have an
emoji in your title
You share everything

* DO participate authentically,
Gary V posts

respectfully and organically
. You're afraid of other
people’s opinions

colleagues to help build both networks
*  DON’T add your connections to your
email list. This is a violation of the Can-
Spam Act
*  DON’T send mass spammy messages
that show little effort and violate the
“connections before transactions” rule

e DO write recommendations and
endorsements for current or past
You don’t share
your own opinion

Everything you
post is about your
product/service.

—_ 26
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Case Study: LinkedIn

A Day in the Life

*  “Dear LinkedIn Member” =this is a
mass email and | didn’t take the time
to learn your name

* Great way to find old colleagues who
can help with current business issues

* Sharing best practices and article
with friends and colleagues

*  #4-6 — Do not use the autoresponder
to automatically attempt to sell me
on your product or service.

* Terrific way to find potential
employees — if done in a personal,
credible way

* DO NOT send daily emails, videos,
LinkedIn messages if we don’t know

each other.
EQUIPMENT LEASING AND FINANCE ASSOCIATION
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Messaging Notfications ~ Me W Nork ¥

‘e

Build An Advisory Board - Get Access To 13,000+ Board-Qualified Advisors & Grow Your Company Faster. Ad <

Messaging sse % PatmkD_lehn R R S

Exclusive Opportunity
Patrick Diehn Aug 15

@ Sponsored Exclu 6
ortun
Patrick Diehn
Andrew Miller Aug 14 ;B Dear LinkedIn Member,
a.co | came across your profile and its quite impressive. | am

working on a role that you appear to be a fit for, I'm sure
this may make sense in the progression of your career. If

John Wiedenheft Aug 13 you are interested, click the link below:

Click Here
65 :
Lianna Doley Aug 13 Linked (Tl Linkedin Corporation © 2021
Lianna: Happy Friday and
O cheers to the weekend! :) ... o Unsubscribe or Learn more ~

Rlchard Medcalf Aug 12

obm Ehsan Au99

h
@ Tawni Buhler 7 mAug 8
aa

Kayleen Homewood  Aug 4
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Case Study: LinkedIn

Mission Sl 4 CONEXPO-CON/AGG®

r, NV*  Las Vegas, United States March 10-13, 2020 Tuesday - Friday

Increase booth visits and pre-
scheduled appointments at ConExpo
Show using LinkedIn

* North America’s largest
construction trade show.
* March10-13, 2020

28
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Case Study: LinkedIn

ELFA Forecasts Construction to Lead 2020 Equipment Markets

Survey of Equipment Leasing and Finance Assoc. members ranks the expected amount of future financing volume
and opportunity

February 4, 2020 \ From Equipment Leasing and Finance Association

Equipment

Strategies

you are busy during the show and | want
o be respectful of your time. If you have
«ilability before or after the show |
uld love to connect for 10 minutes.

* Create outbound messaging in
support of the show

* Identify list of vendors,

sonstruction division team at

customers, influencers for each oV N 3 it o
sales representative - at the programs, services and solutions
individual, not company, level Pt easierforyourcusiomers ©

* Create content for sales reps to
use during the relationship
building process

share a promotional video
together for you! Look
nnecting

L FA EQUIPMENT LEASING AND FINANCE ASSOCIATION



Case Study: LinkedIn

89% of customers are more likely to purchase equipment when a finance option is
provided. Set yourself apart today.

#conexpo #conexpoconagg #constructionequipment #assetfinance
#constructionnews #engineering #¥mechanicalengineering #pavement #roads
#asphalt #dewatering #watermanagement #solutionsprovider #safety
#industrialcleaning

Tactics
*  Only paid component of this Targeted ad campaign for upper
campaign = video meant to management to C-Suite of “ideal”
autoplay with sound off construction manufacturers.
. Took Top 50 ||st from each and SucceSSfU”y reaChed 1,343 peop|e
winnowed it down based on Wlth 652 views and 5 C“Ck'thrus. Of O Gignwe)
LinkedIn activity the 652 views, 21 were CEOs, 43 pP—
«  Created a guideline for the reps branch/sales managers, 83 .
to follow, beefed up bios on President or VP level. &"ff .
their profiles, created personal I r— oo
videos, helped identify where to Total spend: $100
engage, and provided content P
for each step of the process. p e i i e
30
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Do you want to learn
more about the ELFA
Communications
Committee?

Reach out to Amy Vogt
(avogt@elfaonline.org)
for more info!



mailto:avogt@elfaonline.org

What’s Next?

For previously-recorded web seminars go to:
www.elfaonline.org/events/elearning/web-seminars

Credit
Managers —
Survey

August 25
1-2 pm

Join us on August 25th for:
Credit Managers Survey
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