Businesses using social media are likely to see
even bigger wins as the gap between who gets it,
and who doesn’t, grows wider by the minute.
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ngaging the consumer has become the differentiator between organizations
that have successful marketing plans and everyone else. Businesses using
social media are likely to see even bigger wins in 2013 as the gap between
who gets it, and who doesn’t, grows wider by the minute. When you find a way
to join in on the every-day life of your audience you become part of their comfort
zone. As a member of their community of friends and trusted sources your audience
is not only tuned into you, but they also become loyal to your brand and promote
advocacy through word-of-mouth. Advertising through competitive positioning
and brilliant design can certainly peak audience attention but it can also be costly
to execute, and the results are not consistent. We have found that when you don’t
provide open communication with your audience, you end up pushing out a message that might be a “miss” instead of a “hit”, and you won’t even know it until
the promotion is over. Instead, we challenge our marketing team to look for fresh
and creative channels to reach our members in meaningful ways that align to our
business goals and objectives. Our credit union is located in southeastern Michigan,
which is a very competitive market for financial institutions. We are surrounded by
credit unions that are five times larger than we are, along with nearly every major
bank, mortgage and finance company, who are all competing for the same business
that we are. With 8,000 members and nearly $100 million in assets, we are battling
the big boys every day. The good news is that by carrying out innovative strategies
that we think make a lot of sense, we have been able to double our size during one
of Michigan’s most difficult economic periods of time. Keeping a pulse on what
our audience is doing, saying and thinking is important to us and social media is
way for us to gain valuable insight and make close connections without the hefty
price tag.

Another reason that social media
makes sense is that communication
fatigue is leaving fewer opportunities
for marketing messages to get through.
Our Director of Marketing and Business Development, Emma Teller, has
over 17 years of experience analyzing
consumer behavior and buying trends
while utilizing diverse advertising
channels and methodologies. The big-

of social media, emotional intelligence
and good old fashioned personal service, you can connect with customers
and bring them into the conversation.
And if they like your message they will
share it with their friends. That’s a winwin in my book.”
To grow our credit union in the
Catholic community, we know that we
cannot be all things to all people, so we

Keeping a pulse on what our
audience is doing, saying and
thinking is important to us and
social media is a way for us to
gain valuable insight and make
close connections without the
hefty price tag.
gest problem these days she says is consumer advertising overload. According
to Teller, “Some studies indicate that
the average adult consumer is exposed
to a few thousand messages daily. That
estimate may sound outlandishly high,
but when you think about the number
of labels you see as you are walking
through a store, or the various website
banner ads placed within the content
that you are searching online, as well
as the traditional TV and radio ads,
billboards, and magazine advertorials
that you see every day, that number becomes more easy to believe. It is most
likely that consumers are not truly processing all of those messages. In fact,
we wouldn’t be able to notice, absorb,
or even judge the personal merit of
that many messages a day. More to
the point, over-communication and
the resulting communication fatigue is
having a big impact on marketing messages.” She says that, “Businesses who
understand meaningful consumer engagement are creating micro spheres,
or local communities to talk with and
not talk to their audience. Using a mix

relate to those most like us through our
value proposition. Value proposition
and customer experience are two sides
of the same coin. On one hand value
proposition may be seen as how you
are viewed by the customer, the way
someone feels about your brand. On
the other hand, customer experience is
often thought of as the way a customer
feels about themselves as they interact
with your brand. Think of it as the reason why someone chooses Coca Cola
over Pepsi. Both are similar cola type
beverages, yet these two soft drink rivals have carved out top placement in
the beverage industry by creating ‘personalities’ for their brand so that they
could connect to a specific group. You
can see this even in their logos. CocaCola positions itself as a feel-good
drink that encompasses all generations;
thus, its logo has remained consistent
over the years. Pepsi, on the other hand,
keeps reinventing itself as the ‘cool
drink.’ It mainly targets youth, which is
why it also tends to get popular celebrities and artists to promote its brand.
It’s important to live true to your

brand in the things that you do, say and
support and especially in your messaging. You need to know who you are
and what you believe in. Your audience
needs to know that as well. Creating
your sphere starts with finding consumers who have personalities, traits, and
commonalities with your value proposition. When done correctly, you will
have made organic links with people
who want to do business with you. It is
also important to note that those businesses that are successful in executing
their brand experience, just so happen
to be the same businesses that are enjoying a higher volume in sales. The
key is to learn how to tap into a basic
human characteristic - our emotions.
At our credit union, we go beyond
the traditional skill and drill method
in sales training. In her role as Director of Marketing Emma also conducts
training sessions for our staff and she
likes to demonstrate how to use emotional Intelligence to help our associates reach beyond a sale. She says that,
“Emotional intelligence is the ability to
understand and influence emotions for
a positive outcome. This skill requires
three basic concepts: genuine compassion, active listening, and the ability to
identify and evaluate cues and clues
from the customer. We spend a lot of
time teaching our group how to ask
meaningful questions, but more importantly we talk about ways we can help
the people we serve. Just take a look at
our Facebook page today and you will
find posts talking about the personal
service our members receive here and
how good that makes them feel. When
we use emotional intelligence in customer service we do more than make
a sale; we create a bond of loyalty and
trust that keeps them coming.”
Now take a close look at the activities that you sponsor, support and become involved with. For example, if
you are at a Catholic credit union like
mine, you partner with schools, groups
and charities that are associated with
the Catholic community and you don’t
get involved with groups or activities
that might be considered inappropriate.
While it’s not a bad idea for our group
to sponsor the town’s Little League
Team, it’s an even better idea for us to

host the Boy Scout Troop from the local Catholic school and conduct a tour
of our branch to assist them in earning
their Money Patch.
Sound simple enough? Good – let’s
put all of the pieces together!
Consumer engagement exists in a
full spectrum of experiences. Now that
you’re living your brand and delivering your value proposition it’s time
to help people find their way to your
business. Here’s a question: What does
your customer know about you and
how do they know it? You might say
that your client or potential client can
read the “About Us” tab on your newly
designed website, and by all means
that’s a good thing. Perhaps, you have
a Facebook page where you have captured the likes of employees and some

variety of circumstances, whether you
are selling car loans, mortgages or insurance products. The example below
is how we recently applied this concept
to car loans.
BLACK WEDNESDAY CAR
LOAN EXTRAVAGANZA!
The biggest shopping day of the
year for most retailers across the U.S.
takes place every November. The Friday after Thanksgiving, commonly
referred to as Black Friday, is a day
that shoppers everywhere anxiously
await. According to a survey by the
National Retail Federation, last year
consumers spent $59.1 billion over the
Thanksgiving Holiday weekend. We
decided to piggy-back on this buying
frenzy and created our own “Black
Wednesday” experience. Using only

We have found that when you don’t
provide open communication with
your audience, you end up pushing
out a message that might be a
“miss” instead of a “hit.”
loyal fans and you post messages about
your products and services. Now, link
the two together (Facebook and your
website) and you have started building
an online encounter that combines conversations from your Facebook page
with information on your website. The
venues for social media can cross over
different platforms to provide a richer
experience and lead to a higher level of
satisfaction and ultimately, more sales.
Post a photo and a “Congratulations
for Earning your Money Patch!” to
that Brownie Troop on your Facebook,
Twitter and Instagram. Include a link
to your website for information on how
other troop leaders can sign up for the
tour. Parents love to “share” and retweet pictures of their kids.
A successful campaign includes
carefully orchestrated timing, connection and fun. This can be used in a

use social media to get the word out,
we leveraged our messages to promote
a Black Wednesday Car Loan Event
that yielded $1 million dollars in new
car loans in one day, or approximately
a 40% increase in volume.
You must keep in mind a big difference between using social media versus
other channels is getting the audience.
Let’s say you want to place an ad in the
local paper or promote your product
on the radio, or even mail out a coupon to households in a certain zip code
range. You already know that a certain
amount of people are listening to the
radio, buying a newspaper or residing
in a neighborhood, but with social media you have to create your own audience and create your own following.
It won’t do any good to post on your
Facebook page if you don’t have any
fans there. Same with Twitter. You can

tweet all you want about your special
offer but unless you have followers,
your tweet isn’t getting any attention.
Now of course you can pay for ads on
Facebook but remember that we are
talking about organic growth and creating communities. We started by identifying groups already affiliated with us
and clicking “like” on their pages. We
posted about those groups on our page
and people migrated over. Then we
began a campaign to “like us” on Facebook for a chance to win a prize. We
advertised in our branch offices, on our
website, in our newsletter and sent out
email blasts to the people who we were
already connected with. The grand
prize was for an Apple iPad and at the
time it was a very sought after item.
Before we knew it we had over 500
likes from people who already knew
us, or were already connected to us. We
created accounts for Twitter, Instagram
and Pinterest and cross channeled our
communications. It didn’t take long before we were “talking” with our online
community and we were ready to start
promoting our big event.
For thirty days prior to the Black
Wednesday event we posted messages
on our Facebook and Twitter accounts
that we would be offering “never seen
before” car loan rates. The low rates
would only be offered on the day before Thanksgiving - Black Wednesday.
During that time we also posted and
tweeted information and tips about buying a new or used car. We re-tweeted
posts from credible sources from the
automotive industry and articles about
how to save money when car shopping.
This caught the attention of would-be
car buyers and provided more resources
to help them in their car buying quest.
Our website also hosts tools like financial calculators and links for discounted
auto insurance creating more value
while browsing our website. We started
sending e-mail messages with details
on the special loan rates and other credit
union specials two weeks before Black
Wednesday. Links within all messages
connected to a landing page on our
website dedicated to the Black Wednesday event. The landing page provided
more details about each of the loan
specials. Our creative process included

tying into the holiday shopping excitement so we added cool retail shopping
apps to download. For example one
app allowed you to scan an item while
shopping and you would see the current price offered for that same item
at other local stores. Then we asked
ourselves, “What is something that
all shoppers want?” The answer was
coupons! In addition to all of our own
specials we decided to create a “Shoppers Survival Bag.” Inside the bag we
stuffed mall maps, food and store coupons, plus gift certificates from local
shopping malls, stores and restaurants.
Energy bars, bottled water, snacks and
trinkets rounded out the bag. We advertised that the bags were only available to the first one hundred people.
Next we posted photos of the goodies
that we placed inside the bag on our
Facebook page and we posted tweets
about the cool coupons. On the day
of our event, some people actually arrived early (before our doors opened)
just to get the bag.

Overall the promotion was definitely a success and we received
many complimentary remarks on our
Facebook page from our members.
Of course our business goal was to
bring in new car loan growth which
we did accomplish, but at the end of
the day it was the event that people
keep talking about - even months later.
And the connections that were made
using social media continue to provide
a conversation that takes place every

day. Our Facebook likes continue to
grow to over 800 and we have enjoyed
an increase in business in the areas of
mortgages, checking accounts, insurance products and overall inquiries. As
we keep growing our community we
also keep promoting our business. You
can bet there will be another Black
Wednesday at our credit union again
this year. Just like us on Facebook and
follow us on Twitter to learn more and
stay in touch. 
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