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My Worldview

* Family

* My Priorities

* Government Career
* Banking Career

* Dr. (coming soon!)

* Seriously, I'm Fun.
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*Brand
*Strategy
*Crisis

* Action
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Points We Won’t Discuss

I’'m not here to teach you HOW to be a marketer, but rather
how to CONTRIBUTE fully to your bank’s marketing effort.
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What is a brand?
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MICROSOFT

$65.1 BILLION

IBM

$52.7 BILLION
FORD
$30.1 BILLION

https://youtu.be/sQLIPC_alT8
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Thoughts On
Brand

“l used to think this and now | think that.”
- Bob Goff, Love Does
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IDENTITY LUGO

ADVERTISING MARKETING




How Do You Contribute to Your

Corporate Brand?




How Would You Describe Your

Personal Brand?




hk Ididn't learn
to be quiet when

Ihad an opinion.

The reason they
knew who I was
is because

Itold them.??

—Ursula Burns, Xerox
Chairman & CEO
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Quick LinkedIn Tips To Do Today

Evernote & Linke:
integrate,

S eIr &
regularly get more
job offers.

C reative Passionate

Organizational

motivated

pert  track record

Here are bite-sized tips to implement right away to improve your profile and make
it more visible to peers and potential consumers.

. to be viewed
if you join and are active
in groups.

a new j
n't let your boss know; turn off
your activity broadcasts.

Endorse people
(=]:]-[4 ©'Send a tk
short video about

your company to your profile.

Find your voice.

such as "creative” and "motivated.”
Minimize adjectives. Emphasize verbs.
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How Would You Reshape Your

Personal Brand?







Public
Relations

messaging

i engagement

Marketing

Differentiating the
Components of Marketing

*  Marketing - The activity, set of institutions, and processes for
creating, communicating, delivering, and exchanging offerings
that have value for customers, clients, partners, and society at
large.

*  Public Relations - Public relations helps an organization and its
publics adapt mutually to each other. Public Relations broadly
applies to organizations as a collective group, not just a
business; and publics encompass the variety of different
stakeholders.

*  Advertising - Advertising is the attempt to influence the buying
behavior of customers or clients with a persuasive selling
message about products and/or services.

e  Strategic Communication - Strategic communication is oriented
towards orchestration and synchronization of actions, words
and images in order to achieve the desired effects.

. How Does Brand Fit In?
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Defining Modern Day Marketiné
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Modern marketing takes traditional marketing's principles and frameworks and
reshapes the process so we can more quickly adapt to change . It's an approach that

must be user-centered, iterative and built for continuous learning.
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Types of
Marketing

* Content Marketing

» Affinity Marketing

* Event Marketing

* Email Marketing

* Digital Marketing

* Social Media Marketing
* In-Brand Marketing

* And The List Goes On...

Integrated Planning:
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Campalgns

Multi-channel B Content
Analytics B B Marketing
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DIGITAL
= | EXPERIENCES:
marketing - . Desktop, Mobile,

Marketing N
Automation % . In-Store

1
1 r B 3

Social media i-P'aidrsea’rch:
marketing Adwords
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The new world of banking

OLD WORLD /

Long established products & services

delivered through physical distribution and traditional
sales & marketing

000

Branch Traditional Trust
Network Products
NEW WORLD

A new customer experience driven by digital capabilities,

convenience and alignment to lifestyle needs and interests

Real-time Open Distinctive Perceived Socially
Customer Banking Omnichannel Convenience Engaging
Engagement Experience

=)

SOURCE: Acxiom © November 2019 The Financial Brand



IF 1 HAD EIGHT HOURS
T0 CHOP DOWN A
TREE, I'D SPEND SIX

SHARPENING MY AXE.
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https://youtu.be/W4WeYSghwgQ
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Strategic Questions We Ask.

-------

*What is the goal?

*What is the purpose?

*With whom will we connect? (Who are the people like us?)
*What message will we share?

*What action will the audience take?

*What impact will this have?

N ST



Essential

Elements

Marketing Planning Process

I f 0 Mission Statement
Mission - >
@ Corporate Objectives
sTEPTWO | @ Identify Opportunities <--------- :
Situation - ‘ ‘ :
Analysis ' @ 5C Analysis - -
_ W (Company, Customers, Competitors, Collaborators, Climate) | I
SWOT Analysis .
{Strangths, Weaknesses, Opportunities, Threats) |
I
: \ I
I
I
STEP THREE :
Marketing |
Strategy :
I
I
I
I
I
I
I
|
I
I
I
I
I
I
I
I
1
STEP FIVE :
Implementation :

and Control ® Monitor results =

L)



But That’s Not All...

-------

*Public Relations Strategy

*Crisis Communication Strategy
*Employee Communication Strategy
*Customer Communication Strategy
*Social Media Strategy

*Marketing Risk Strategy

*And the list goes on....
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Multi-touch attribution required
across the customer journey

S
Grabs phone to
compare rates
and features Checks bank site Purchases
for more details Opens email additional
from laptop products
and clicks to and enrolls
open account in rewards
program

e Sees ad online
while researching 9
potential products Returns to

laptop to
cormparison

o A consumer opens shop Sent an o e

a direct mail piece

email that
offers specific Cross sold
deal on desired additional

product products

SOURCE: Acxiom © November 2019 The Financial Brand
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Hot Topics that Need a Plan Now

o S ST D

* COVID Recovery (Full Crisis Management Effort)

e Balancing Al & Customer Satisfaction (UX Plan)

* Discussion on a Cashless Economy (PR Plan)

* The Crushing of Millennial Finances (Product Plan)
 And More...






The longer it takes to address a crisis,
the longer it will take to end it.



" CHALLENGER
.DISASTER

JANU/\RY 28, 1986

https://youtu.be/Qa7icmggsow



https://youtu.be/Qa7icmqgsow




|really do think that any deep crisis is an opportunity to make your life

extraordinary in some way.

MARTHA BECK - QUOTESTATSCOM
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With Your Personal Life In Mind.... |
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What crises have you faced in the past 5 years?
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With Your Own Bank In Mind.... |
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What corporate crises have you faced in the past 5 years?
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Elements of a Crisis Communication Plan

s S il

* Detailed Plan (Who, What, When, Where, How)

* Crisis Communication Team + Essential

* Key Messages

* Internal Communication Procedures

* Contacts & Regulatory Considerations

* Policies, Templates, & Other Existing Supplemental Materials
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What Are *Brand
Your § -Strategy
Challenges? SEEMELL




i N W




YOU

ARE THE
SOLUTION

A

https://youtu.be/ky8f P8QV80
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https://youtu.be/ky8f_P8QV80
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She Knows What She’s Talking About |

M leadsquared

've learned that people will forget what you said,
people will forget what you did, but people will never
forget how you made them feel

MAYA ANGELOU
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*Brand
*Strategy
*Crisis

* Action
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e Bank
e Customers
* Co-workers

*Supervisors
* Ask Me.



