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Problem
Every day, more people of all ages are adopting new 
technologies, resulting in a decline in branch traffic 
and fewer, smaller, more automated branches. As 
a consequence, your customers become more and 
more remote and opportunities for face-to-face 
dialogues that lead to sales are diminishing.

Yes, customers are interacting with their financial 
institutions frequently, but these interactions tend 
to be transaction based, not relationship or sales 
focused, and tend to be self-service through online 
and mobile channels.

In a survey of 4,000 retail banking 
customers, 74% of those surveyed 
consider their banking relationship to be 
transaction based, rather than relationship 
driven. (Accenture)

Solution
How do you adapt to this change? You become 
a marketing storyteller. You evolve your brand to 
become a source for educational content that can 
help people make better financial decisions instead 
of simply being used for transactions.  Content 
marketing can help you do this.

As defined by the Content Marketing Institute, 
content marketing is: “a strategic marketing 
approach focused on creating and distributing 
valuable, relevant, and consistent content to attract 
and retain a clearly defined audience — and, 
ultimately, to drive profitable customer action.”

Customers that are fully engaged represent 
a 23% premium in terms of share of wallet, 
profitability, revenue and relationship 
growth. (Gallup Research)

Financial decisions often have ramifications 
that will affect your customers’ entire lives – if 
you can provide the help they want and need, 
you immediately transform yourself into an 
educational resource. Doing so earns their 
loyalty and wins their business, both today and 
tomorrow.

A Successful Content Marketing 
Program
When putting your program together, just 
remember this key content marketing tenet: 
It’s all about the right content at the right time.  
The following three elements, good content, 
your delivery system and effective channel 
engagement, all work together to make sure your 
content program delivers on that tenet.

Characteristics of Good Content
1. Tone - Ideal content is clear, simple and 

concise. Keep the tone educational. Lose 
the industry jargon and sales pitches. You’re 
teaching not selling.

2. Life Events – Content should be relatable. 
This is where financial industry folks have 
a leg up on other industries. Past, present, 
future – people will need car loans, they will 
buy houses, send kids to college, retire, etc. 
Frame your content accordingly and present 
it when it makes sense in the form of stories. 

3. Brand - Your content must be branded under 
your name. You’re trying to set yourself up as 
an educational resource, so don’t make the 
mistake of sending your customer elsewhere 
for answers. You’re competing for eyeballs at 
every turn, and everyone is a competitor.
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People are “five times more likely to buy” 

from someone who educates them vs. 

someone pushing a direct offer. 

(Consumer Education Produces High ROI, Next Century 
Media study)

Delivery Platform: 
The One-Click Connection

Content is the bridge that connects the customer 
to your salesperson, so the salesperson’s contact 
information should be within the content, or at 
most one click away. The customer should also 
have options about how and when they will be 
contacted.

Channel Engagement
Because content marketing leverages your existing 
channels to deliver content, it is highly cost 
effective. Consider all your channels:

• Branch Visitors - Introducing your content 
as a value-added service to branch visitors is 
quite simple. Lead-generating dialogues that 
uncover more needs can be initiated by offering 
content. You can do this when you bring in 
a new customer or even during day-to-day 
transactions. Your frontline employees aren’t 
thrust into an uncomfortable sales position. They 
can stay comfortable in their customer service 
role. When a customer has interest in a topic, 
a notification can be automatically sent to the 
exact financial rep for immediate follow up. Easy!

• Website Visitors - As customers learn the 
benefits of the content that is being provided, 
they will quickly learn to go to your website for 
answers to their questions. The key is not to 
just talk about content, but to get customers to 
explore and discover it on their own.

• Email - Content can also be well utilized 
in email campaigns. You can engage your 
audience with information that’s relevant to 
them. You can promote your content library 
itself or pick and choose individual articles that 
might be relevant to the receiver. Put a Content Marketing 
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• Social Media - Financial institutions today 
are faced with a puzzle. They know that 
their customers are increasingly using 
social media but often find it difficult to 
connect with them in meaningful ways. 
This feels like a missed opportunity. With 
a stable of educational content at their 
fingertips financial institutions can now 
have a more powerful voice on social 
media. You’ll be able to provide more direct 
value in your posts. Your answers will 
drive people to the branches to meet with 
someone and learn more.

Start Increasing Your 
Share of Wallet Now
How do you develop a robust integrated 
content marketing system that’s designed 
around your brand? Create a content system 
that offers the right breadth and depth of easy-
to-read resources – resources that are all fully 
compliant. 

Start building your relationship with that 43% 
of consumers whose purchases are keyed to 
life events.  

Join one of our half-hour workshops 
to learn about;
• Getting the right content
• Delivering content on a lead-generating 

platform
• Maximizing channel engagement

Content

Consumers are 43% more likely to buy a 

financial product around a life event. 

(Forrester Research)




