
Lead Generation
on a Budget

Lead generation doesn’t have to be expensive by  
leveraging what you have in place right now.
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You’re Feeling the Squeeze
Budgets are tight, acquiring new customers is costly, 
and even your existing customers seem to be drifting 
away or appearing less loyal. 
Share of wallet continues to 
trend down across the industry, 
and banking is becoming 
more transaction-focused 
as customers utilize online 
channels to meet their needs of 
convenience. 

But Here is the Good News
Without stressing your shoestring budget, an 
integrated, multi-channel content marketing 
system can help you respond to this consumer 
sentiment shift by engaging customers beyond 
transactions to generate leads and drive sales. 
A key cost factor is that such a program, done 
correctly, leverages communications channels you 
already have in place.
 
To drive sales, your content marketing program 
needs to provide: 
1. The right content
2. Connection-based content delivery
3. Multi-channel engagement

The Right Content: An Integrated,  
Multi-Channel Library of Answers
The very first step in generating leads when you 
have a budget that’s stretched thin is to find the 
right content.

What if you could subscribe to a monthly service, 
gain access to a library of compliance-approved, 
regularly updated content and use that content 
across channels to drive lead generation? Rather 
than invest in an initiative with an annual lump 
sum and an unproven track record, your financial 
institution can subscribe to a platform that can 
meet your immediate needs and show a clear 
month-to-month return: Like Netflix except with 
financial content instead of movies - and you own 
the content.

By “right content” we mean content that is: 
• Easy to understand
 Especially when it comes to finance, people 

are quick to disregard overly complex content 
that’s full of jargon. Content should be simple 
and clear.

• Focused on life events
 Life is always changing, and new life events 

raise new financial issues. Getting married, 
purchasing a car, buying a home, starting 
a family, saving for or going to college and 
planning for retirement are just a few. People 
are more likely to buy financial products around 
these life events and buy from the source that 
educates them on the topic.

• Underline your brand
 Content should be clearly branded so you’re 

sure to be the one identified as a resource for 
answers. Don’t make the mistake of sending 
your customers to outside, third-party content. 
The content needs to be yours.

Connection-Based Content Delivery: 
Delivery That’s 1:1
With a delivery platform that’s designed to create 
connections, you can transform customers’ 
research and content consumption into sales. With 
a platform like this in place, you can connect the 
content to the customer and the customer to the 
advisor who can help.

Customers need to be able to connect with 
the right content at the right time. This can 
be accomplished through a content search 
or checklist profile that enables customers to 
easily identify their needs and to find answers to 
their questions based on the life stage they are 
experiencing at any given time. 
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Industry share of 
wallet is 2 in 1o

Research from Gallup has shown that 
customers who are engaged on this 
emotional level are 23% more 
profitable than average.



Social
Media

As they face financial events throughout their lives 
they should be able to find relevant information. 
For this reason, consistent integration across 
existing marketing channels is an essential part of 
delivering content. Digital content consumption 
happens through websites, mobile sites, 
emails and social media. Content presented 
as educational first and foremost will drive 
engagement and traffic across these channels.

Once customers find the information they are 
looking for through your content, your content 
delivery platform should help them act by 
immediately connecting them with a salesperson 
near them. It’s simply a matter of converting 
content consumption into a sales conversation. 
By leveraging customer curiosity, you help them 
take the next step. Make it easy for them to reach 
out to your salespeople with a link to the specific 
person who can help and provide the ability to 
contact a sales representative in a non-threatening 
and non-committal way.

Content Delivery Platform
• Provide relevant content based on life events.
• Promote across channels to maximize traffic 

and engagement.
• Leverage curiosity to form connections with 

the exact person who can help.

Multi-Channel Engagement:  
Leveraging What’s In Place
Content is built to work everywhere your 
customers are. It works across channels because 
it’s able to hit that primal consumer behavior: 
wanting to satisfy an urge while saving money and 
avoiding financial mistakes. With only a few clicks 
of a button or a little copying and pasting, content 
can be distributed anywhere.
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Branch
Introducing content as a value-added service to 
branch visitors is quite simple. Free guides culled 
from your content can initiate lead-generating 
dialogues. Front-line employees can provide these 
guides while bringing in new customers or day-
to-day transactions without being thrust into an 
uncomfortable sales role.

Website/Mobile
When customers come to your site to check their 
account and perform transactions, they’ll be able to 
find answers to their questions. Searchable, easy-
to-navigate content that’s available 24/7 can be set 
up to link customers directly to your salespeople, 
boosting the profile of your reps/advisors and 
generating leads.

Email
Target recipients with relevant content while 
showing how it can help them save money and 
avoid mistakes. Ad-based emails are typically 
regarded as spam. Meaningful content can 
increase open rates and engagement.

Social Media
Followers respond to posts that drive interest and 
curiosity in a topic. These people see your updates 
every day and aren’t impressed by a stream of new 
rates and product offers. They need to be engaged 
with a healthy balance of content instead.

Leverage Your Channels For 
Cost-Effective Solutions
To get an in-depth look at how content 
marketing integrates into bank initiatives and 
drives sales, drop by one of our workshops. 
We’ll take you through the basics of content 
marketing step by step and show you how to 
start generating more leads.
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