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L EXECUTIVE SUMMARY

Purpose: The purpose of this research is to develop a loyalty plan for Access National Bank that
will lead to an increased amount of clients and income. Because many banks in the area offer a
similar service, a loyalty plan is what sets these banks apart from each other for the clients'
needs. Through research done over the past few months, Advantage Financial has proposed a
loyalty plan to maximize the amount of business being conducted by Access National Bank.

Summary of the Business: Access National Bank was established to best serve the community
through progressive and superior financial solutions. Since its establishment, it has been working
with businesses with revenues up to $100 million. Access National Bank is now the top SBA
lender in the D.C. Metropolitan Area, with 5 locations that work to serve the community to the
highest degree possible.

Research Methods: To learn about how Access National Bank functions and get information
about their current loyalty program, Advantage Financial used online resources and direct
communication. Advantage Financial conducted question and answer interviews through email
with Jona Payne, the Senior Vice President of the Client Services Division. To get more in depth
research, Advantage Financial met with Ms. Payne and Thomas Ciolkosz, Vice President
Relationship Manager, where discussions were held about the bank's relationship with clients,
reasoning for their method of functioning, and competition.

Findings and Conclusions: Through the research conducted, Advantage Financial found that
Access National Bank targets business owners differently based on the relationship and their
needs and values. Their bank is different than most others because they take a genuine interest in
their clients and their relationships with them. Access National Bank offers more personal
networking and educational opportunities to their customers than other banks. In order to
measure the success of its current customer loyalty program, Access National Bank refers to the
referrals that they have received, in addition to their growth and profitability. Access National
Bank values reciprocity highly, and utilizes this greatly within their bank. Advantage Financial
concluded that although they have great relationships with their clients, there can be adjustments
made to further show appreciation for their clients and add more benefits to the relationship as
well.

Proposed Plan: To significantly improve the current loyalty plan used by Access National Bank,
Advantage Financial suggests three changes. First off, they suggest that the bank creates a closer
relationship with the Mason Enterprise Center through sponsorships and offering their clients
free business classes there. Besides this, Advantage Financial suggests the creation of an online
forum on their website to use to answer questions from clients and help them navigate
throughout the website more easily. Lastly, they suggest the addition of an annual event
exclusive to Access National Bank's best clients to show their appreciation and further the
relationships that have already been built.

Budget: The budget for this plan is approximately $12,500 a year, which is a cost of around $14
per client. This budget primarily covers the costs for the additional client event, paying for
educational seminars for clients, and sponsoring the Mason Enterprise Center.




IL. INTRODUCTION
A. Description of business
In 1999, Access National Bank was established with the mission to “provide progressive

and superior financial solutions to the communities that [it] serve[s]” and “enrich the interests of

[its] clients, shareholders, and associates [through all of its endeavors].” It provides credit,

treasury management, and private banking services to emerging businesses with revenues up to
$100 million. Access National Bank prides itself on providing the same level of techﬁology and
sophisticated banking products as the “mega bank” while delivering service on a personalized
and local level. |

Access National Mortgage, formerly known as Mortgage Investment Corporation, was
founded in 1985. In 1999, it merged with Access National Bank, providing thousands of
mortgages to individuals and offices in the Washington, D.C. area. Access National Bank has
five distinct locations in the Northern Virginia area. These include branches located in Reston,
Tysons, Chantilly, Leesburg, and Manassas. The bank has a full-time staff of about 75 personnel.
Access National Bank differentiates itself from national chains by assuming the role of a “trusted
business advisor” for all of its clients. Today, Access National Bank is the number one Small
Business Administration, SBA, lender in the D.C. Metropolitan Area. As one of few fiscally
responsible banks, Access National Bank prides itself on declining Troubled Asset Relief
Program (TARP) funds and other stimulus funds from the government. Its business grows and
thrives with satisfied clients through the help of its core values: innovation, integrity, efficiency,

tailored service, and opportunity.




B. Description of community
Loudoun County is located in the northern region of Virginia and is pait of the D.C.

Metropolitan Area. With a land area of 520 square
Diagram 1: School districts

L

miles, Loudoun County has a high population density

e,

of 600 people per sq;uare mile. A majority, 69.4%, of
the people living in Loudoun County are 18 years old
or older. Caucasians make up 68.7% of the
population, while African Americans, Asians, and |
persons of Hispanic or Latino origin comprise 7.3%,
14.7%, and 12.4%, respectively, of the over 300
million residents. The equal male to female ratio, high
percentage of people living in the same house for over a year, 84.5%, and the average number of
people per household, which, at 3.04, is higher than the county’s average of 2.54, all indicate that
Loudoun County is very family-oriented. |
Loudoun County Public Schools is the fastest growing school division in Virginia,
largely due to the rapid growth of Loudon Coimty. As seen in Diagram 1, Loudoun County is
partitioned into school districts. Smaller districts in the east indicate greater populatién levels.
The emphasis placed on education is seen through the fact that all of Loudoun County’s eight
eligible high schools were ranked in the top six percent of American high scho_ols by
Newsweek’s Challenge Index. Loudoun County students also have average SAT scores that are
40 to 50 points higher than both the state and national averages. Furthermore, the percentage of
high school graduates among residents aged 25 and over is 93.9% while the percentage of these

residents with Bachelor’s degrees or higher is 56.5%. These percentages are substantially higher

|




than those of Virginia, in which 85.8% of the population aged 25 and over are hlgh school

graduates and 33.4% have Bachelor’s degreés or
higher.

The median household income in Loudoun
County is $114,200, and the per capita income is
$44,788. With a cost of living index of 117.8, well
over the U.S. average of 100, Loudoun County is
one of‘thé wealthiest counties in the nation. This is
seen through the fact that in 2007, retail sales

totaled nearly'4.5 billien dollars. The poverty level,

Diagram 2
Employment by Industry
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3.4%, énd the unemployment rate, 4.1%, are both well under the national averages of 15.1% and

9.1%, respectively. Private wages and salaries are at 78% while the number of self-employed

individuals is at 5%. The main industry clusters in Loudoun County, which can be seen in

Diagram 2, consist of information and communications technology, federal government

contracting, aerospace and airport services, life sciences, high-value agriculture, and

international business. In 2009, the number of private nonfarm establishments was 7,861, and the

total number of firms was 28,697. Almost three-quarters of

Diagram 3
Loudoun Coampanies
by Number of Employees

the business establishments in Loudoun County employ ten
or fewer employees, as seen in Diagram 3. Although
companies with over 100 employees comprise only three
percent of the totai number of businesses in Loudoun

County, they account for 55 percent of employment.




The county seat is located in the town of Leesbufg, which is also the location of Access
National Bank. Leesburg has a staggering population density of 3,439.5—over five times that of
Loudoun County—and is home to roughly 43,000 people. In 2007, retail sales per capita totaled
$32,318, which is approximately 2.5 times that of Virginia. As a result of its high population
density and the wealth of its citizens, Leesburg isv a viable choice for the location of a bank.

C. Description of target market

Access National Bank focuses its efforts on small to mid-size businesses, wifh less than
100 millioﬁ in revenue, ‘and their associated professionals. Specifically, the company caters to
businesses in the Washington, D.C. area that base their banking decisions on access to credit and

the best electronic banking capabilities. The industries of their target market include the

following:
Market Segments o Examples
" Government Confractors ..~ ouro oot Pl e SRR
Professionals or Centers of Inﬂuence Doctors
Lawyers
Financial Planners
Investment Bankers
Certified Public Accountants (CPAS)

Insurance Professmnals

Small Res1dent1al Developers and Bmlders

Non-profit Organlzatlons Trade

Membership
Philanthropy
Religion




Marketing: Although Access National Bank lacks a markgtmg department, it is able to
rely on the power of its reputation. According to Jona Payne, the SVP over Client Services
Division and one of the Business Develqpment Officers, the company rarely advertises. A
significant amount of business is received through existing clients who are satisfied with the
bank’s service. The company also utilizes network marketing through its Business Development
Officers and Senior Bank Officers who are constantly in the business community making
contacts.

Access National Bank’s utilization of social media is limited due to privacy and security

‘reasons. The main form of social media used is LinkedIn, a social media website focused

primarily on businesses and business connections. In order to grow its market share, Access
National Bank regularly makes use of Personal Marketing Plans. It has specific segment teams

that focus on certain industries that the bank is interested in. One of the major ways in which

'Access National Bank employs marketing is through hosting events year-round for its clients and

partners. Additionally, the bank occasionally advertises in the Washington Business Journal and
is featured in the journal’s articles frequently.

Competition: While there are few banks offering a similar service to Access National
Bank’s, the bank still has some competition in the local area. One of these banks includes Eagle
Bank, located in Bethesda, Maryland, which focuses on, “providing superior customer service
and custom financial solutions for the local business community.” While Eagle Bank offers some
comparable services for local small businesses, they have a larger focus on personal banking
than Access National Bank. For their small business division, Eagle Bank focuses on commercial

lending, commercial real estate, professional practices, non-profit organizations, and small

businesses, which cross over into the same type of customers as Access National Bank. Eagle




Bank is ranked highly as a SBA lender in the Metro DC area, yet Access National Bank is

“ranked higher than them.

John Marshall Bank is also considered similar to Access National Bank and Eagle bank,
with a large focus on busineés banking and spotlighting tk;e customer’s needs. All of these banks
are very similar, which causes a need for a unique and effective loyalty program.

III. RESEARCH METHODS USED IN THE STUDY

A. Description and rationale éf research methodologies selected to conduct the

| research study

Multiple research methodologies were used to conduct the research study. It was
determined that the best way to conduct research about Access National Bank was to contact an
executive with vast knowledge of the business, Advantage Financial contacted Jona Payne,
Senidr Vice President of the Client Services Division, through email. Email became a central
component of Advantage Financial’s research, enabling it to ask questions and receive thorough
answers. A total of three emails messages were sent to Mrs. Payne, each containing numerous
questions aimed at better understanding the foundation and organization of the bank.

In addition to email correspondence, information was obtained through internet research,
which provided accessible background information. Moreover, a meeting was organized between
Advantage Financial, Jona Payne, and Thomas Ciolkosz, Vice President Relationship Manager.
The meeting provided the exchange of more in-depth dialogue and answers to Advantage |
Financial’s various questions. It also allowed for the possibility of immediate follow-up
questions. Advantage Financial found that while the email messages were helpful, they often

created more questions than were answered.



B. Process of conducting the selected research methods

The first step in Advantage Financial’s research was centered on internet sources. Access
National Bank’s website was used to gather certain background information about the bank. The
website was also used to further Advantage Financial’s understanding of the variety of services
that the bank offers. Although the website provided useful information, it was fairly lacking in
terms of the background of the business and information regarding the structure and organizatioﬁ
of the business. As a result, an initial email message Was sent to Jona Payne with a few simple
questions about the founding of the bank, its target market, and its marketing system. From her
responses, a second, more in-depth, series of questions was developed and sent. The questions
dealt with numerous aspects of the bank: why it was founded, why it chose to cater té small
businesses, how it differs from nationwide chains, and information about its current customer
loyalty program. The full list of questions and responses is included in the section titled Findings
and Conclusions of the Study.

Finally, a meeting was scheduled for Decembe}r 13, 2011 at the Access National Bank
branch in Leesburg, VA. A series of questions was prepared prior to the meeting and then
subsequently emailed to Payne. This gave Payne and her associate, Ciolkosz, time to prepare
answers and materials for the meeting. The meeting lasted approximately 45 minuteé and
covered a variety of information: how the bank was founded, the use of Business Development
Ofﬁcers, and the use of Personal Marketing Plans. Information and notes on the meeting are

included in the section titled Findings and Conclusions of the Study.




IV. FINDINGS AND CONCLUSIONS OF THE STUDY
A. Findings of the research study
Much of our research was conducted by interviewing Access National Bank executives.

We met with Jona Payne, Senior Vice President of the Client Services Division. Below is a list

of the questions and Mrs. Payne’s responses that help us cietem:u'ne the best method to reach the

bank’s customers through a loyalty program.

O: Cdn you explain your personal banking service and how it is different than personal
banking at a national chain?

A: . Asabusiness bank we put a lot of emphasis on the .relationship with the buéiness owners
and theﬁ employees. We customize our ﬁersonal banking products based on the
relationshji). We don’t target personal accounts like the “Big Banks” do. We target the

“owners of the business in a different manner based on the relationship and what is
impdrtant to them. Our focus is the small business owner and their employees.

o Why did you choose to cater to small businesses?

The driving force behind our decision initially was that this was an underserved market
espééially by national chains. This is where we could find our niche in the market. The
bank was started by local business owners who felt that the local econemy could be better
served by having a business bank focus on growing the local economy by serving
businesses in the Greater Washington Area.

0O: How is your business different than a nationwide chain?

A: I believe what differentiates us is being that “Trusted Business Advisor” to our prospects,
clients and business referral sources. We take the time to get to know them. We take an

interest it what they do. We share an article of interest, refer them a prospect, and partner
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with them to assist them in growing of their business. We do this through being
experienced, knowledgeable, responsive and accessible. We offer networking
opportunities and learning experiences to our business customers throughout tﬁe year.
How many employees are there in the business?

At ANB there are about 75 .employees of the bank.

Can you describe your current customer loyalty programs?

We do not ilave a “Customer Loyalty Program”. We engender loyalty through our
personal relationshipé with éur customers. Through building the relationship our goal is
to help their business grow through all its phases. We are the resource to go to for
assistance.

How eﬁ’ective are your customer loyalty programs?

We are very effective at networking among our clients, prospects and referral partners
and offering. educational seminar topics and events that are relevant to the success of their
business. This is what makes us different.

How does your company utilize social media?

'We are not big users of social media primarily due to privacy and security reasons. The

one social media that we do promote is LinkedIn which is business focused. Most of our
“social networking” is in person.

What kind of advertising and promotions does the company use?

The bank utilizes effective execution of “Personal marketing Plans” (PMP) to grow
market share. This is done through specific segﬁaent teams tha.t focus on certain industries
that the bank is interested in. Typically we sponsor or host events that are directed at the

industries that we focus on. We also do limited advertising through the Washington

10




Business Journal. We generate a lot of good press due to our success and are featured

frequently in Washington Business Journal articles.
What kind of customer research do you conduct and how often do you conduct it?

Most of our research is manually done when we want to collect or analyze information. -
A lot of what we do is through grassroots efforts i.e. ask the clients what is important to
them, review their transaction activity. We also use segment targéted databases to directly
contact the CEb of CFO’s of the market we are targeting for an event or a specific
product. A customer survey is completed by our customers each time a new loan or a new
account is 6pened as to customer satisfaction. Any dissatisfaction is addressed
immediately. We try to always make it right. (A sample survey can be found in the
Appendix)

Are there any particular aspects of a customer loyalty plan that you would like have? Are
there any reasons you have not implemented certain plaﬁs?

We feel that our strategic marketing objectives are being met and we have no reason to
believe that we are not going in the right direction. We are satisfied with the results and
the feedback from our clients. Our “hands on” approach makes all the difference.

How much would ybu be willing to spend, hypothetically,
on a loyalty program?

Based on our current activity what we are currently doing

is effective. Each market segment team has a marketing

plan which is approved annually. Part of the plan is .
_ ~ Interior view of Access National Bank
budgeting for sponsoring events and paying for membership fees to various networking

groups. Budgets are limited. Rewards could be based on having the opportunity to attend

11




an Access or sponsored event. Typically we host or sponsor about 50-75 events a year.

This could be a way to register folks and based on the relationship they would qualify for

certain events, product upgrades or free services.

Information gained and notes from the meeting: The biggest difference between
commercial banks and Access National Bénk is that commetcial banks have shareholders and
depositors who deposit money into banks. This money is then used to give loans; and through
monthly payments with interest, commercial banks are able to generate revenue. Since the
inception of the banking System, commercial banks have changed ten-fold while Access National
Bank still maintains the value of service over profit. In addition to interest, commercial banks are
able to make money through debit cards, credit cards, and over-draft fees. With 20 billion dollars
in fees and 150,000 clients, commercial banks are able to generate a lot of revenue.

In contrast, Access National Bank is a community business bank with about 900 clients.
Most clients are business owners, such as certified public accountants, caterers, and dentists.
Given that Access National Bank, unlike commercial banks, does not charge a myriad of fees,
VP Relationship Manager Ciolkosz compared it
to banks in the oid days, such as that in It’s a
Wonderful Life. Given that Access National

Bank’s main concern is not generating a profit, it

has a greater risk of bankruptcy than commercial

banks if loans are not repaid. As a result, it is

more conservative when lending money to

businesses, ensuring that its clients’ businesses Another view of AccessNational Bank

are reliable and stable. It r@ceives assistance

12




from the Federal Deposit Insurance Corporation (FDIC) and Small Business Administraﬁon
(SBA), whjéh eﬁsure deposits and provide guarantees for repayment in the event that a business
goes bankrupt and does not have collateral to repay the bank.

In Leesburg, there are many government jobs, with most businesses in the industries of
government contracting, professional services, and technology. Therefore, Leesburg is an ideal
location for a bank whose mission is to help business owners. Through modem technology, such
as the carry service, transactions are electronic, increasing convenience for both banks and
clients. Furthermore, Access National Bank’s commitment to serving business owners ensures
that associates and employees have expertise on all areas of business, which is not true of tellers -
at commercial banks.

| Access National Bank was started by business owners with a mission to help an
underserved market, small business owners. Founder Mike Clarke approached numefous
business owners for investments. In 2002, Access National Bank transitioned from a privately
owned company to one that is publicly traded. Althougﬁ its share value is subject to the market,
it has been steadily increasing; initially it was worth $3.49 a share and now it is about $9 a share.

Furthermore, its value did not drop as much as

commercial banks during the recession in 2008,

showing its stability.

.Employees at Access National Bank
work as a team to ensure that all of the needs of
their clients are met. They assist Leesburg
customers with opening and structuring

Xk

Information for Access National Bank Clients accounts and make up departments that can
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handle everything for small business owners: loans, investments, payroll, merchant card services,

insurance, and more. In addition to providing service, Access National Bank helps its clients
through referrals. Through partnerships and networking, businesses that bank with Access
National Bank obtain services at lower charges as well as additional business from clients of
Access National Bank. Although the bank does not generate income on this value added service,
it creates good will and earns referrals. |

Additional services offered ﬁ) clients iﬁclude seminars on the economy to increase
business education and events such as the Piggy Bank Party, which facilitates networking in an
environment filled with socialization, beverages, and food. Through these events, clients learn
how to make better business choices and are able to meet potential clients. These services can be
thought of as Aécess National Bank’s current customer loyalty program.

In order to measure the success of its current customer loyalty program, Access National
Bank keeps track of the number of referrals that it has received as well as its profitability and
growth in comparison to other business banks in the area. Instead of 2 referrai program that
offers rewards, Access National Bank has an informal give and take system based on the concept
of :eciprocity. A

Access National Bank maintains personal relationships with its clients through social
media such as LinkedIn, which can be used to communicate as well as learn more about the
bank. Furthermore, it uses Personal Marketing Plans (PMPs) to help grow businesses. These

. plans include referrals, goals, and events attended. Each department or segment must have a

marketing plan. In addition to department or segment wide PMPs, each Business Development
officer must have an individual PMP which ou;tlines exactly how they are going to meet their

goals for the year.
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Lastly, Access National Bank works with non-profit associations, such as the Greater

Washington Society of CPAs. Associations like these sponsor businesses to meet clients and are
a valuable tool for networking. Furthermore, Access National Bank works with small business
development centers (SBDCs) li.k(c the George Mason Center by offering educational seminars
and holding events for any business owner that wants to learn about starting a business. The
George Mason Center is thought of as an “incubator” and offers programs to businesses that
want to get started. Access National Bank’s relationship with the George Mason Center enables
it to gain referrals.

Throughout the meeting, Ciolkosz provided Advantage Financial with various sheets of
inforrnation, advertisements, and brochures. Brochures were also collected at the end of the
meeting. Some of the brochurés provided can be seen in the Appendix.

B. Conclusions BasgdAon the Findings

Based on these findings, Advantage Financial concluded that Access National Bank
offers quality service and builds personal relationships with its customers fhrough its informal
customer loyalty plan. This plan relies on the idea of reciprocity and stresses value added
services, such as opportunities to network at annual parties and events, prospects and referral
partners, and educational seminars. Access National Bank also reaches out to the business
‘community through its work with non-profit associations and small business development
centers. However, it could improve customer satisfaction through the implementation of more
services, which would be created by building stronger relationshipsbwith the business
commw, effectively utilizing online resources and the internet, and providing more

‘opportunities for networking.
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V. PROPOSED STRATEGIC PLAN

A. Goals/objectives and fationale

The proposed iolan is aimed at enhancing the level of service that Access National Bank
provides to small businesses. Advantage Financial’s goal is to propose a plan that will alldw
Access National Bank to maintain stronger relationships with its clients. Short-term benefits
associated with the plan include an increase in publicity for the bank. This increase in publicity
will be caused by word of mouth, as people will begin to talk about the new services offered by
the bank. All long-term benefits will be associated with an increase in customer satisfaction. The
new services offered to Access National Bank’s customers will enable clients to further develop .
their businesses. Access National Bank will also become a knowledgeable resource for all of its
clients, resulting in a peace-of-mind benefit.

"~ B. Proposed activities and timelines

Relationship with Small Business Development Centers: Access National Bank
currently has an informal relationship with the George Mason Enterprise Center. The Mason
- Enterprise Center is a university-based economic development enterprise that focuses the
university’s skill and intellectual capital on business development. The center provides business
owners with access to faculty, alumni, and other resources needed to expand their businesses.
Currently, the Mason Enterprise Center has a location in Leesburg, which is also the location of
Loudoun County’s Small Business Development Center (SBDC). The center offers a wide range
of resources for both business owners and aspiring entrepreneurs. A few of these services include
educational programs, consulting, and office space. Their counseling services cover areas such as

marketing and sales development strategies, exploration of business opportunities, financial

16




management, business licenses and taxes, small business regulation and policies, and

employment procedures and practices.

Advantage Financial’s plan proposes a closer relationship between the enterprise center
and Access National Bank. Currently, the center is funded by both local governments and
businesses. Advantage Financial suggests that Access National Bank become a local sponsor for
the center. This would require a yearly financial donation. The sponsorship would improve the
Bank’s reputation among the community by nature of its relationship witﬁ a business
development center. Furthermore, its current client base would feel more fiscally confident in the
bank due to the close link with an economic resource center. As a result, Access National Bank
would become an even larger source of advice for its clients. In a time when economic stability
is so inconsistent, business owners want to associate with banks that are concerned with the
growth of and sustainability of local businesses. In addition to benefitting i’;s reputation, the
sponsorship would act as a marketing strategy, as all of the sponsors and links to their respective
websites are shown on the George Mason Enterprise Center’s website. This sponsorship would
improve Access National Bank’s footprint in the region and, as proposed by Advantage
Financial, should begin in June of 2012.

In addition to begoming a sponsor of the Masdn Center, Advantage Financial advises
Access Natioﬁal Bank to cover the registration costs for two educational seminars held at the
center for its top 100 clients each year. In order to determine these top clients, Advantage

Financial suggests that Access National Bank adopt the following equation:

ing = —— L
Ratmg—360><30+10><70

Every customer will be rated using this system, with the highest possible rating being 100.

Ratings will be based on number of months with Access National Bank, y, (with a maximum of
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360 months) and number of referrals per year,  (with a maximum of 10 referrals). The clients

with the top 100 ratings will be deemed “top clients” for the year. Ratings will be recalculated at
the start of every year in January. This rating system will not only inform top clients that theif
loyalty is appreciated, but it will also encourage customers to refer other businesses to Access
National Bank. This small act of good faith will go a long way in terms of maintaining the
reciprocal relationship with its clients. Registration fees are generally less than $30, which would
ot put a large burden on the bank, but would be one less thing 'for clients to worry about. The
result of this gesture would also greatly aid the bank in that the seminars are aimed at informing
business owners. Ultimately, Accéss National Bank would have more educated clients‘ with even
more successful businesses.

The last suggestion Advantage Financial has is that Access National Bank hold a yearly
raffle with three winners, The bank would cover the cost of the NxLevel program for each of the
winners. The NxLevel is a 10-week course offered by the Loudoun SBDC to help business
owners expand their businesses. The raffle would occur at the bank’s annual holiday party,
beginning in 2012.

Onﬁne Customer Service: Access National Bank’s main source of information is its
website, www.accessnationalbank.com. From this online source, clients can learn more about the
bank, its services, and upcoming events as well as access and manage their accounts. Although
Access National Bank’s Websitg includes an abundant amount of information, it does not have a
Frequently Asked Questions (FAQ) page or any means of navigating all of the information on
the site beyond a standard search toolbar.

As aresult, Advantag¢ Financial recommends that Access National Bank create an online

forum on its website. Through this forum, clients will have the ability to pose questions and
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receive prbmpt responses. After this forum has been in place for one year, a FAQ page will be

created based on the most viewed forums. Advantage Financial also suggests that Access
National Bank provide its clients with options to browse forums by popularity and relevancy in
order to make it simple and convenient to participate in discussion and receive answers. In
addition to public forums, this system will include a “personal messaging” option to enable
clients to ask private, specific questions to trained employees.

Through this forum, clients will be able to interact with trained employees, Business
Development Ofﬁcers, and each other. Additionally, this system of communication will provide
a means of navigating all of the ipformation on Access National Bank’s website, improving
clienté’ knowledge concerning the bank, its practices, and potential benefits that it offers to them.
Collectively, this measure will improve bank-to-client relationé, strengthen a client’s positive
banking experience, and transform Access National Bank’s website into a powerful access point.

Advantage Financial suggests that this online forum be designed over the next couple of
months and be implemented in June of 2012. After one year, a FAQ page should also be
introduced to the website. Given that ﬂ]is online forum will mainly be used by clients interacting
with each other and will be monitored by current employees, it will not result in any additional
costs for Access National Bank. |

Sponsored Events: Access National Bank hosts a few events a year to bring together its
clients and potential clients as well as enable business professionals to socialize and discuss
business. These are used as an example of how the bank builds success through its personal
relationships with clients. The relationships continue to strengthen throughout the yeai’s, which is

why loyalty is very important for Access National Bank.
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One weakness that Advantage Financial saw was a lack of benefits for loyal and well-
established customers. Because of this, AdVantage Financial suggests that Access National Bank
hosts one special event per year exclusively for its best clients to show its appreciation for their
business. This special event will be open to Access National Bank’s top 100 clients. Since this
event will be smaller, it is a great opportunity for Access National Bank to connect to its clients
on a further level. During the event, Access National Bank would be able to share‘ any recent
successes to further convince its clients to support its bank and utilize promotional opportunities,
such as passing out branded material and discussing upcoming events. Additionally, pictures
taken at the event could be on display for clients as a way to encourage them to continue their
partnership with Access National Bank and see one of the benefits.

| Given that Access National Bank’s annual holiday party is held in December, Advantage
Financial suggests that the event for top clients be held in July. Therefore, top clients will be able
to attend an Access National Bank party approximately every 6 months.

Proposed timeline: In order to ensure that all suggestions are implemented within a year,

Advantage Financial suggests that Access National Bank use the following timeline:

T s N s ™ Ve N e ~
October : June 2012: w December
September 2011: December Implementation 2012:
2011: Began - 2011; of online forum;- July 2012: Holiday
Began email ~ | _ | Formally -\ | _ . .| Eventfor | _ Party .
research- | | correspond | | metwith Sponsorship of | topclients Raffle for -
ing ANB -ence with ANB ~George Mason : NxLevel
} ‘ ‘ANB" L - - Center | AR Program’
e N NS SER NG et NS NSRS S

In January 2014, Advantage Financial suggests that Access National Bank conduct a full
evaluation of this proposed customer loyalty plan. By January 2014, all of the new additions will
have had time to take full effect. If the customer loyalty plan is shown to be successful, Access

National Bank should continue to utilize it as well as conduct evaluations every January.
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C. Proposed budget
Based on this proposed plan and the additional services that it incorporates, Advantage
Financial created a budget outlining the approximate costs of all strategies. The table below

outlines the proposed yearly budget:

Activity | ‘Estimated Cost

-Sponsoring the George Mason Enterprise Center - 82

ing educational seminar registration costs for ¢

: Covefmg t_h'e:cost of theNXLevel bfpgraﬁi for thieéiéﬁeﬁ“t-s - o

Mah1faii;jng_ an onhn 'On:—thﬁ.}' Access Nétio;ial Bank we

Given that Access National Bank has approximately 900 clients, this budget would cost
about $14 per client for an entire year. As a result, this plan would not put a financial strain on
Access National Bank.

D. Proposed metrics to measure return on investment (ROI), sales, customer

retention, customer satisfaction, etc.

Several methods of measurement will be implemented to track the success of the
proposed plan. The 4va1ue of the bank’s stock will be moﬁitored on a daily basis to determine
whether the overall value of the business is increasing. An increase in the stock value would
indicate the continuing success of its customer relationships.

The rate at which customers join the bank will also be recorded on a regular basis. Each
Business Development Officer will be given the additional task of recording the number of new

customers who join the bank each month. This data will be compiled into one document, which
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will be updated on a monthly basis and used to calculate the rate at which customers join the

bank. Because many clients join Access National Bank due to referrals from existing customers,

an increase in the rate of new clients would indicate that existing clients are highly satisfied with
the bank’s service.

Additionally, each Business Development Officer will be given the task of recording the
number of clients who choose to leave the bank each month. This data will be compiled into one
document as well, containing the overall number of clients who took their business elsewhere.
Former clients will be asked for a reason as to why they decided to leave and for any |
suggestions, which could be used by Access National Bank to improve its services to future
clients. The data compiled in this docuinent as well as the information of when clients joined
would be used to calculate the average length of customer retention. Custorﬁer retention is the
most important indicator of the success of the proposed plan because its ultimate aim is to
provide incentives for custorﬁers to stay with Access National Bank.

The last method that will be used to measure the success of the proposed plan is the
continuation of customer surveys. When clients take out loans, they are asked to complete a short
survey, which is used to assess customer satisfaction. Through Advantage Financial’s proposed
plan, surveys will be given to each new client and will include questions aimed at determining
why custoﬁlers chose Access National Bank. ‘Every six months, surveys will be sent to each
client with questions regarding their current satisfaction with the services of the bank. The end of
each survey will include blank space for clients to write any suggestions. TWd weeks after the bi-
yearly surveys are sent out, every client will be sent a letter thanking them for continuing to

utilize the services of the bank.
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Ultimately, if this customer loyalty plan is implemented, the members of Advantage

Financial believe that the amount of business conducted by Access National Bank will grow, the
bank will continue to maintain its status as the top SBA lender in the D.C. Metropolitan Area,
and will continue to serve small businesses to the highest degree, ensuring a strong and stable

local economy for all businesses and residents in the area.
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Access National Bank®

progressive business banking

Thank you for your business!
Access National Bank is committed to providing- progressive banking products,
market knowledge, local decision making and tailored service to meet your specific
banking needs.
How are we doing and how may we better serve you?

Please tell us your name and contact information (optional):

Client Name
Company
Phone Number
Email

I have the following relationship with Access National Bank (Check all that apply):
Q Personal Accounts Q Business Accounts Q Online Banking
O Commercial Loan 0 Personal Loan/HELOC O Cash Management

Check the box that best describes your overall experience.
Q very satisfied
O satisfied
a marginally met my needs
0 - unsatisfied

| Bank at Access National Bank because (Check all that apply):
O Client Service U Competitive Loan Products

O Relationship Banking O Competitive Deposit Products

How would you characterize the account opening process or the loan approval process?
Q very smooth and handled professionally
0 handled adequately
0 too many questions, difficult

Did you find the process timely?
O Yes, prompt and efficient
Q adequate
a slow

Which best describes the communication with your Bank Officer during this process?
Q clear and effective
O adequate but lacking attention
O inadequate and confusing

What prompted you to do business with us (check all that apply)?
0 Newspaper Advertisement/Coupon
o Customer Referral (Name Optional)
a Employee Referral (please list employee):
a Other
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Access National Bank®

progressive business banking

Have your relationships at Access National Bank encouraged loyalty and are you inclined to do
more business with us? -

O yes, please call me about
Q no, because
O yes, as the need arises

If your experience has been satisfying, will you refer others to us?

O yes, please call: @ )
a no
0 yes, as the need arises

Were you aware of our full service banking products and service such as:

+Remote Deposit Capfture ¢ Courier Service ¢ Cash Management

¢ Employee Checking Accounts + Fee Free Debit Card + Commercial Lending
yes

yes, please contact me to discuss this offer or other banking opportunities

no

no, please contact me to discuss this offer or other banking opportunities

Dooo

Do you intend to utilize our Internet services @ www.accessnationalbank.com?
a vyes
Q no, because

We would appreciate any additional comments or suggestions that you have.

Please fax this page to 703-766-3385 or mail it in the envelope provided.
We appreciate your time and assistance.

EQUAL HOUSING
LENDPER
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I. EXECUTIVE SUMMARY

Situation Analysis: The purpose of this study was to develop a strategic plan to improve Sovereign Bank’s
website to generate more customers and create a wider andience. In order to redesign the website efficiently,
we have analyzed the layers of Sovereign Bank including the company, customers, products and service, and
the website. To have a successful website, all layers of the company must be considered to utilize all
opportunities the website can offer for the company. A website has more than one sole - purpose; it displays
information, promotes selling, and increases customer relationships. We have devised a proposed plan’
entitled C.A.S.H. which will allow us to achieve our research goals using new and exciting ways to
reconstruct and change the website.

Research Methods: For the purpose of our study, we focused our research on the Sovereign Bank branch in
Billerica, Massachusetts. We conducted both primary and secondary research on all the layers of the bank in
order to collect data to create our proposed plan. Our primary research consisted of customer, employee, and
management surveys as well as management interviews. The secondary research methodologies we used
included attending seminars on effective web design, internet research to collect data about efficient
websites, and competition analyses. The purpose of our research was to create a SWOT anaIy51s of the
company, customers, products and services, and most importantly the website in order to help us create an
effective plan that would achieve our goals.

Findings: After conducting our research and preparing a SWOT analysis, we developed our plan based on
the top five most important strengths, weaknesses, opportunities, and threats.

Strengths and Opportunities

Weaknesses and Threats

Proposed Plan: We titled our proposed plan C.A.S.H. The program will. Change the current state of the
website, create Awareness of the changes that we made, Satisfy custoniers and Sell financial products, and to
Handle necessary adjustments. Our recommendations will meet the established goals of our C.A.S.H.
program. We have created a strategic plan that includes six recommendations that will achieve our goals for
the company and p1ovide beneﬁts for the business The six recommcndations that we WﬂI be exploiting for
chat, revising the des1gn and layout of the website, developmg a Smartphone application, changing the
monthly newsletter and creating an E-Newsletter, and creating an online banking video tutorial. The
implementation of our plan will be completed within an eleven month period. For the duration of eleven
months all modifications to the website and company will occur and in the last month the plan will be re-
evaluated and adjusted.

Budget: The total budget for the implementation of our C.A.S.H. program will be $145,000. The expenses
include annual and one-time costs. Sovereign Bank will receive financial and non-financial return on
investment. The financial ROI for the 2013 year will be $3,811,885 through the sale of products including
customer loans, customer deposits, investment funds, credit cards, and mortgages. In addition to revenue
growth, the non-financial ROI will include increases in customer satisfaction, retention and loyalty which
will drive long-term profitability. '

“C.A.S.
Sovereign Banl

. in with Sovereign Bank”
1




II. INTRODUCTION

A. Description of the business or organization

Sovereign Bank is one of the largest banking institutions in Northeastern United States. Sovereign
operates more than 750 branches and 2,300 ATMs covering the area from Maine to Maryland. The branches
are located in 9 different states, including Massachusetts, Connecticut, Delaware, Maryland, New
Hampshire, New Jersey, New York, Pennsylvania, and Rhode Island. In 2000, Sovereign expanded to the
New England area, and‘ in 2006, they expanded to New York. In New England, the expansion included
approximately $12 billion in deposits, $8.1 billion in loans, 281 new branches, and 550 ATMs. The ATMs
came from FleetBoston Financial which is the largest branch sale in banking history. Sovereign also operates
more than 1,100 ATMs at CVS Pharmacy locations throughout the Northeast.

Sovereign Bank is a service-related business. It offers a wide variety of financial services including:
personal (loans, deposits, investment funds, and credit cards), business, and corporate banking; cash
management; capital makers; private wealth management; insurance; and mortgages.

Sovereign Bank was acquired by the Santander Group, which

serves over 80 million customers in 40 different countries. The

Santander Group was named, “Best Bank in the World,” in 2008. In 2005, Sovereign and Santander
established a partnership, and in 2009 Sovereign joined Santander Group, adding its successful franchise to
Santander’s global strength. In joining Santander, Sovereign is poised to offer even better service and more
innovative products than ever before.

Considering Sovereign Bank is one of the largest banking institutions in the Northern United States,
their target market includes a broad range of Americans in the Northern U.S. They target personal customers,
buéinesses, corporations, and government organizations in attempt to gdin more customers,

For the purpose of this study we are focusing our research
on Sovereign Bank’s Billerica branch. Billerica is located in the

Middlesex County in Massachusetts. The Middlesex County was

2




¢ Sovereign B

established in 1643. It has 847.54 square miles in land area. As of the 2010 census the population was
1,503,085. The Middlesex County is one of 14 different counties within Massachusetts.
B. Overview of the business’s current website structure, capabilities, offerings, etc.

Sovereign Bank’s current website can be found at www.sovereignbank.com. It includes a variety of

services for customers to utilize, On the website the main sub links consist of Personal, Business, Corporate,
Government, and About Sovereign. The main tabs on the website are located on the top of the webpage.

Also, the homepage of the website includes a

o,k Promttosimgiten, St potex L R LT Aty Weye e e

variety of information. Sovereign Bank includes

Soverelgnt £

Feinnncial Assisfance Brageam for Customees Tngacked by
 Hurriesaa Sandy

an overview of their company’s products and MR,

services along the bottom of the homepage.

Online banking is an important element on

Welcorne To Sovereign Bank®

Sovereign Bank’s website. The website provides a T

secure link to allow customers, organizations, or

GETUP IO toi tpening s ehowing
T fackage o owskiay
ARG el e

businesses to manage their money from home in

order to increase customer satisfaction, On the

ovimdarian

ARE YOU iN?
s

website’s homepage a customer service help
center is located on the side bar of the page. The help center assists in supporting customers to provide
possible aid to unanswered questions, |

Sovereign actively uses its website to promote additional products. Under each of the tabs; personal,
business, corporate, and government, there is a box for promotions. This box shows promotions that are
available for each type of customer. The purpose is to draw the customers’ eye right to the promotion to get
them involved. The promotions box is the only animated part of each page which causes the user to look at

it. It is also positioned right next to the login box which draws the customer’s eye to it.




1. RESEARCH METHODS USED IN THE SWOT ANALYSIS

A. Steps taken to design the study and the instrument

In order to determine what our C.A.S.H. program would include and which recommendations need to
be made, we had to conduct research to complete a SWOT analysis of the website, the products and services,
the customers, and the company. We used a variety of primary and secondary research methodologies to
obtain information that we can analyze and use to develop insightful feedback. We identified a number of
primary and secondary. research outlets that would provide us with the essential information needed to
propose a plan.

The first step in conducting effective marketing research is to set goals. Our goal is to develop a
strategic plan to redesign Sovereign Bank’s website to attract a wider audience and generate new customers.
The main focus of our study includes analyzing Sovereign Bank’s webpage in order to determine if it
successfully displays the products and services, customer needs, and company objectives. We researched
each of these fopics to determine which elements should be most prominent throughout the website.
Research Goals

As aresult of our research, we expect to identify the strengths, weaknesses, opportunities, and threats of
Sovereign Bank’s website, their products and services, customers, and company. Our research will help us
determine what changes to the website need to be made. The first portion of our C.A.S.H. program is to
Change the website. In order to assure that the Change portion of our C.A.S.H. program is successful we
have developed the following goals:

“ Identify what elements are most important to the website

< Identify which portions of the website are key to customers }

% Establish which products and services should be most prominent

% Determine how the company objectives can be displayed on the webpage
Research Instrument

Website Analysis

To analyze the website we used both primary and secondary research. We researched the design,




function, and the costs of the website. The primary research

methodologies that we used to successfully analyze the

wehbsite included customer, employee, and management
W ' » CHIpIOYee, € *Web design research

-+Seminars about web design

surveys. The purpose of these surveys was to understand how mpetitor website research

the website is veiewed from many different perspectives. Speaking with representatives, and interviewing
management from Sovereign Bank also assisted us in developing our SWOT analysis of the website and
forming an understanding of the costs to run and manage a website. Some questions that were important to
ask during the management survey include:

% Does Soveriegn Bank use analytics to track the website?
< What do you expect from the website, and what are future plans for the website?

Our secondary research included researching website design and how to identify the strengths and
weaknesses of a website. We completed online research to discover information about efficient website
design. For example, we used websites such as slideshare.com and watched videos to find examples of what

components of websites are important to the users. Through our secondary research, we also found how to

effectively drive traffic and track data. We learned how to utilize different social media sites to drive traffic
back to Sovereign Bank’s website. We also researched how to efficiently track data to see where traffic is
directed most. Tracking data is important to the company so that they know which portions of the website are
being used most often and to discover what needs to be improved upon.

A portion of our secondary research included attending seminars about website design. We were able
to observe presentati‘oﬁs about the key elements of a website. We used this mieeting to help interpret the
information we gathered and apply it to Sovereign Bank’s website. Additionally, we learned from our
speaker how to enhance a webpage through the use of graphics. The seminar taught us the importance of
customer satisfaction in a website.

In order to identify strengths and weaknesses of Sovereign Bank’s website we compared the website

to other local banks and regional websites. Examining competitors’ websites was another secondary research

P
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methodology we used in which we were strategically able to identify what elements of banking are
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important. By comparing and contrasting the similarities and differences we were further able to identify

how to improve Sovereign Bank’s website and what elements are important to customers.

Products and Services Analysis

We had to conduct primary research in order to determine how the website should be reconstructed
and which products and services were most important to the business. The primary research methodologies
that we used to analyze Sovereign Bank’s products and services included customer, employee, and
management surveys. These surveys showed us which products were most important to each layer of
employment, and what was most important to the customers. While conducting the employee and
management surveys, we spoke with represenatives to determine which products and services they offer are
most important to the customers. Questions we asked to help us develop our SWOT analysis for the products
and services included:

< What products are most valuable to the website?
< Which services on the website are used most often?

Company Analysis

In order to complete a company analysis we focused on five topics: company objectives, goals for the
website, reaching their target audience, competitors’ websites, and management of the website. The primary
research methodologies that we used to complete our company analysis were employee and managerdent
surveys, as well as interviews with management. An question that was asked during the management
interview included:

< Who currently manages the website?

The employee surveys showed us what the employees thought the company’s objectives are. It is
important that employees understand the company’s objectives so that they know what they can be doing to
help the company improve. The management surveys helped us to determine what the company’s goals are
and what the objectives will be for the website. The secondary research that we had to complete included
evaluating competitors” websites. By evaluating competitors’ websites we were able to ga;n knowledge of

what other businesses do to make their websites successful.
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Customers Analysis

It is important to research the customers’ expectations, their opinions, and their use of technology.

The primary research methodologies that we used to evaluate the customers included customer surveys. The
customer surveys showed us what the customers expect, as well as what they like and dislike about
Sovereign Bank and its website. Questions asked in the customer survey included:

% How often do you visit the website?
“* Do you conduct online banking?

B. Steps taken to conduct the study

* Geographic and Demographic research of Billerica and the
Middlesex County area

» Research history and growth of bank

« Restructure and change website in order to generate
customers, create wider audience, and deepen customer
‘relationships

» Identify important elements of website

+ Identify key parts for customers

» Establish products/services that should be promment on page
» Determine company objectives

» Sept. > Contact/Research Company

» 'Oct, - Present surveys/interviews

» Nov. = Collect surveys/research web design
* Dec. = Apply data to Sovereign Bank

*» Primary: Surveys, interviews, and seminars
» Secondary: Internet, evaluating competition

» Look at similarities in surveys
» Create chart to evaluate data

s Prepare proposal based on findings from research
» Create wider audience/generate customers
» Increase revenue




The first step of our research was to find background information about the company and the

company’s website. We looked into the geographic and demographic statistics of Billerica and the Middlesex

County area. This allowed us to determine the target market that Sovereign Bank should be focusing on, We

also researched the history and growth of the bank to get an understanding of the business.

In order to devise a plan we had to acknowledge the research problem. The problem we need to solve
is that we have to restructure and change Sovereign Bank’s website to generate more customers. Our
findings from our primary and secondary research will allow us to create a strategic proposal that will solve
our research problem.

The next step in our research was to develop research objectives. T§ do s0, we needed to decide what
elements, as well as products and services, should be further enhanced on the website. We concluded that our
research objectives would include identifying the most important elements to the website, identifying which
parts are key for customers, and evaluating which products and services should be most prominent. All of

our research was conducted over the course of four months.

«Contacted Sovereign ~  *Presented surveys to +Beginning of November » Gathered all

Bank Soveriegn Bank *Collected surveys from findings and
*Began our research of SBlgefil\fla g»r'anchr. léanl? ' 4 : analyzed data
the company’s history *Scheduled interviews *Reviewed data an . .
«Researched Middlesex with management to evaluated similar ?gf&g iaéaa;?(
County area learn about company responses g
and management *Mid November
objectives *Internet research of
web design
*Researched

competitors websites

Next, we analyzed our findings and data from our research. We looked at similarities and differences
among the three surveys to see how different perspectives viewed the website. We used our secondary
research regarding web design to prepare our planned proposal for the website, With the findings from the
research we created charts in which we were able Fo.evaluate the data. Based on our fi:ndings we were able to

create our proposal,
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IV. FINDINGS AND CONCLUSIONS OF THE SWOT ANALYSIS

A. Strengths of the business’s or organization’s website

By following our research objectives and using Sovereign
Bank’s objectives as a guide, we were able to draw definitive

conclusions about the strengths, weaknesses, opportunities, and

threats of specific areas, or layers of the business that will utilize the
website to its full potential. The layers of the business that we

analyzed are the company, customers, products and services, and the

website. Each of these are interrelated and must be understood to create a website that will best appeal to
current and potential customers, satisfy their wants and needs, and represent Sovereign Bank’s image.

Recognizing the strengths of a business’s website is an important factor in determining what needs to
be improved upon. The major strength that Sovereign Bank’s website has is that it is well organized and easy
to navigate. The placement of their promotions is another strength because it draws the customers’ attention.
On the Sovereign Bank home page there is a box that says, “New to Sovereign?” The box is a large and
appeals to the eye and is helpful to new members of Sovereign Bank. This page also has a visible login box,
as well as FAQ's and Tips, and a contact us box. The “Contact Us” box allows the user to find a branch,
email an employee for help, or call the bank,

Sovereign Bank’s products and ser\}ices have a few strengths. A valuable service to Sovereign Bank
is their customer service. Sovereign Bank offers customers numerous methods to avoid monthly fees, make
nioney on savings, and to save money on mortgage or equity loans. More successful products and services
include being able to meet with specialists to plan for retirement and Sovereign helps small businesses grow
by lending money for expansion and equipment. Sovereign Bank’s current website has a “Today’s Rates”
box which shows loan and mortgage rates as well as the deposit account rates for that particular day. These
rates are valuable to the customer because if a customer is looking to invest or borrow and wants to know
Sovereign’s current rates they are quick and easy to find.

9
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Customers contribute to enhancing Sovereign Bank’s customer loyalty. Based on our customer

_ surveys, we found that more than 78% of customers we surveyed plan to continue banking with Sovereign

and are satisfied with the company. Also, 73% of members would "like” or “follow" Sovereign Bank on
social media sites.

Sovereign Bank has many branches and ATMs in the northeast. The company’s products and
services have allowed Sovereign to increase their revenue significantly over the past years. Since 2007,
Sovereign Bank has modified their incentives for customers in order to generate more customers. For
example in 2010 Sovereign Bank provided student bank accounts with an incentive of a $50 starting amount.
The company is also a part of the Santander banking group which allows Sovereign Bank to interact with

employees of Santander banks and use customer reviews for their bank.

B. Weaknesses of the business’s or organization’s website
The weaknesses we found later helped us to determine what Sovereign Bank needs to improve upon.

We based the weaknesses most importantly on user results found by our primary research. An important
10
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weakness we found was that the website does not include a search bar function. Furthermore, the homepage

of the bank’s website is clustered and there are a number of unrelated sections on the main home screen.

Also, the typeface is a tedious with a plain font and a small type size. More importantly, the sizes of the main
tabs are very small. These tabs should be further emphasized and more visible to the user to allow easier
navigation. Though red is Sovereign Bank’s logo color it exists too much throughout the website and is
overwhelming to the user. Another weakness throughout Sovereign Bank’s website is that it is not
compatible for all types of Internet browsers. For example, when using the “Internet Explorer” browser
option, a large white space is present on the right side of the screen but when on different browsers the
webpage is centered and utilizes space.

vOne weakness in Sbvereign Bank’s products and services is that they do not héve many products and
services that differentiate them from
! other banks. A major weakness in

Sovereign Banks products and

" services is they do not offer mobile + No search b
| - Unrelated sectior
banking. Another weakness is f on homepage

Small font size
Sovereign Bank does not offer a 24 No variety in color

mpatible for all

hour live chat systern. Many of the
banks surrounding Sovereign Bank
in the Middlesex County offer 24
hour live chats on their website
where an employee is available to
help customers at all times.

Customer’s behaviors are

evolving with the need to bank

~ when and where they want, 24/7:
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online, on their mobile device, and on the phone. Our primary research showed that 65% of interviewed
customers believed it would be convenient to have a mobile app. Another weakness that some customers
provide is that they do not utilize the online banking option.

The company exhibits weaknesses through the website as well. Sovereign is not as technically
advanced as other competitors. On the website there is no immediate customer support. Additionally,
Sovereign does not take advantage of promoting itself through social media.

C. Opportunities of the business’s or organization’s website

From our SWOT analysis, we were able |~
m Basne G Bumet RASINONR

T the season of SAVIRgS. | s otz

S AR RIBEFTERORE U
K S a3

Soverelgd

to discover the opportunities that Sovereign

oy S wep You?
Loavr fesr £

Bank’s website has. Based on our research we

sufsrese (et

found that compared to competitors websites,

Sovereign Bank’s website needs to utilize their

space more effectively. The information on the

website is currently positioned to the left of the

page and about one fourth of the page is empty white space.
When Sovereign Bank utilizes the space that they have, they can make the important tabs
larger, because now, compared to the other words on the page, the tabs are small and not very noticeable.

Business Corporate  Government  About Soversign -

Another opportunity for Sovereign Bank’s website is to emphasize the online banking login box.
When you visit onto Sovereign Bank’s website, the online banking login is small and is not the first thing
that catches the user’s attention. When you go onto a competitors website, such as Stoneham Bank, which is
a bank in Billerica, Massachusetts directly across the street from Sovereign Bank, the first thing that catches
the users eye is the login box. When custormiers use online banking the company’s revenue will increase. See

the next page for login box comparison.
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Another opportunity that Sovereign Bank’s website provides is the ability to add a search bar. Many
competitors have search bars so that customers can search what they are looking for when they cannot find it.
Throughout our research we also discovered that many banks offer live online chats and services to help
customers when they are not able to go into the bank for help.

An opportunity for Sovereign Bank’s products and services is to create an app for mobile devices.
About 225 million people in the U.S. have Smartphones out of approximately 310 million, whiéh is more
than two thirds of U.S. citizens. Based on this we can tell that a majority of Sovereign Bank’s customers own
Smartphones.

An opportunity through our customers is to enhance the customer relationship management; we can
satisfy their wants and needs and give feedback through the website. In order to attract customers at a
younger age Sovereign is able to attend high schools in the area and present their company to students.
One opportunity for Sovereign Bank to utilize is text message alerts. Customers could sign up tﬁrgugh
their account for text message updates to be sent to their phone to alert them of promotions and important

messages. Another opportunity is to increase company awareness through social media sites.




D. Threats of the business’s or organization’s website

A bank in the Middlesex County experiences threats every day because there are local, regional and
national competitors within the county for customer to choose from. Recognizing the threats to-the website,
the products and services, to the company, and that the customers pose will help us to create a plan that will
minimize them.

A threat to Sovereign Bank’s website is that some banks provide a live customer support option.
Many customers are interested in having assistance at any time and banks that provide constant support in
case a personal issue arises. Sovereign Bank’s website does not include many eye catching graphics. This is
a threat because customers or potential customers will overlook impottant elements of the website. Another
threat to Sovereign Bank’s website is thére is no direct link to any social media. Customers who are loyal to
a company become Facebook friends, or “Like” their page, and even “Follow” the company on Twitter. For
example, a competitor bank, Stoneham Bank, visibly shows their website users that they provide both

Facebook and Twitter to receive notifications about their bank.

E ﬁ‘ Home LeamAboutUs Locafifons Caresrs CorfactUs A & A

A threat to Sovereign Bank’s products and services includes not having products offered by
competitors. For example, Stoneham Bank offers a live customer chat. Through our research we found that
this service would be extremely useful to customers. Sovereign Bank currently does not have a Smartphone
application. A competitor, TD Bank, has an application for Smartphones readily available for all users and

additional online banking through their website. The applications are a threat because as technology

advances more people turn to electronic devices and Sovereign Bank is lacking one of the common personal

banking methods. TD Bank’s Smartphone Application:
e Provides personal banking
option
s Live Customer Support 24/7
¢ Find Location Option
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Sovereign Bank must ensure customers remain loyal to their company. Threats exist in regards to the
customers because if one feels unsatisfied they are able to transfer banks. 18% of surveyed customers ate not
completely satisfied with Sovereign and would consider transferring banks. Many customers are up to date
with technology but are not able to use their Smartphones to do online banking. These iechnolo gical
advancements are a threat to the company because customers may switch to a bank that is up to date with
technology.

Threats exist for the company because there is competition locally, regionally, and nationally.
Sovereign Bank also has to manage their security in order to keep up with the technology. The security
center has to be aware of fraud, cybercrime, and hacking through their online banking and website. Security

is 3 very important element for customers because many people manage their accounts and money online.

| support

-+ No direct lin
Social Medi

| » Design is not eye-

¢ catching

V. PROPOSED STRATEGIC PLAN AND COST ANALYSIS

A. Develop a strategic plaﬁ to revise and improve the business’s website

Situation Analysis

Based oﬁ our SWOT analysis we were able to determine the current state of the company and its web
presence, We evaluated our SWOT analysis of all layers of the company so that we could determine the most
important strengths and opportunities for Sovereign Bank as well as the most dangerous weaknesses and

threats that the bank faces. Currenily, the company has great customer service and a number of valuable
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products and services. In contrast, the website lacks important elements that would be useful to the

_customers. Sovereign Bank’s only web presence is located on the company website. The bank has no

i

presence through social media or a mobile application. Our mission is to generate more customers and create
a wider audience through utilizing the strengths and taking advantage of the opportunities as well as

eliminating the weaknesses and

minimizing the threats.

After cathering all of the results Website is easy to navigate and .
g g organized No search bar

from our research and developing a

Promotion placement Online banking not eye catching
SWOT analysis we were able to
, Mobile banking/ Mobile
decipher the most important strengths, Customer service application
weaknesses, opportunities, and threats. Utilize space Online chat/ 24 hr call service
We created a SWOT summary which .
Advertise to students Social media presence

can be used to decide which aspects of
the website should be modified or further emphasized.
Objectives/Goals for the customers, the company, and the website
Our proposed plan does not completely reconstruct Sovereign Banks website and web presence, but it
makes improvements and changes to make Sovereign

become more available to the custormers, to generate Current
Customers

more customers, and create a wider audience. The

Members that do
target market of our plan is set up like a dart board gg;}ff:g‘mhne

and will focus on three layers of people including the _ Potential

. : » customers
current custoraers, the customers who do not

currently use online banking, and new customers. The

goals our plan will achieve in regards to our

customers include:
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% Keeping the current customers who use the website regularly involved and satisfied

4 Converting members who do not use online banking into frequent users of the website

4 QObtaining new customers and get them involved with online banking from the beginning of their
membership

< Increase the number of financial products purchased by each grouping of customers

The ultimate goal is to deepen the relationship each customer has with the bank. When a customer
moves from just having a checking account to having investments and mortgages with the bank the value of
this customer increases by 6-times. The loyalty of this customer is also much greater because they would
have a more difficult time switching banks.

Getting customers more involved. with Sovereign Bank’s website will increase the profitability of each
transaction, Online transactions are more cost effective for the bank. If we increase the amount of time that
each layer of customers banks online Sovereign Bank will successfully be utilizing its website to increase its
profit.

Marketing Strategy: C.A.S.H.

Our marketing strategy will begin the process of implementing the C.A.S.H. program. The C.A.S.H.

program will allow Sovereign’s website to provide information, promote selling, and help manage customer
relationships. This program will include Changing the website, creating Awareness of our recommendations,
Satisfying the customers and Selling financial products to the customers, and Handling necessary
adjustments. The implementation of this program will create a wider audience for Sovereign Bank. We want
our customers to believe that Sovereign Bank is their primary source for all their financial needs; personal
deposits, credit cards, mortgages, personal loans, and personal investments. Establishing these beliefs

begins with C.A.S.H.
Change

The first step of the program is Change the current state of the website, The purpose of changing the
website is to make the website more user-friendly which will generate a wider audience. Through the

following recommendations the website will be updated and modified to enhance Sovereign Bank’s web

presence for their current customers as well as potential new ones. There are three functional changes that
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can be quickly added to the website that will allow for an immediate impact with customer service and
marketing of Sovereign’s financial products.

1. Recommendation- Direct Links to Social Media

A recommendation to enhance Sovereign Bank’s website and awareness of the website is to
have a direct link on the website to social media. Many customers use social media such as Facebook and
Twitter. The bank could take advantage of this opportunity to educate their customers about financial
benefits that are available to them. Since social media is used frequently these website would be convenient
places for customers to view information and understand financial opportunities. Connecting on a personal
level helps build trust and a stronger relaﬁonship with customers. Social media allows the customer to voice
their opinions about a Sovereign “post” or “tweet” with a “comment,” “re-tweet,” or “like,” providing
Sovereign with useful data for management decisions and the opportunity to exercise customer service.

The purpose of the social media pages would be to allow customers to learn more information about
Sovereign Bank and provide customers with an opportunity to purchase another financial product from
Sovereign Bank. Additionally, social media will allow its customers to shai‘e this helpful financial
information with their friends and followers allowing Sovereign Bank to generate more customers.

2. Recommendation- Online 24 Hour Customer Service Chat

The customers are the most important element of a successfully functioning company. On the website,
we recommend an online 24 hour customer service chat. A free online chat would allow customers to talk
directly to employees on the website at any time of day for service on current products and information on
new products. The chat will be available to all customers that are users of the website. The chat will be
useful for customers who have questions beyond the FAQ section of the website. This online chat would also
pop up when customers click on certain links. For example when a customer clicks on the link to apply for a
credit card, the live chat would pop up and ask if the customer had any questions before they apply.

The purpose of the online customer service chat would be to increase customer satisfaction and cross

sell. The chat would provide the customers with 24/7 assistance. Through the chat Sovereign can track if
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similar questions are being asked. If similar personal questions exist, Sovereign Bank will be able to focus

their attention on different elements that are important to customers. Below is a sample of the live chat the

way that we envision it.

The Live Chat sandoe is a 178 b SSK encryptad sasshen
sinad By shnifed euclushvaly by Sovereign Bank wuplayess.
The sexvhre ulifizes tocemaiody hosted by Live Persam, o
third party company. Please roviowe the Soveretgn Bank
BErivecy Pelice and the Bl it
fnol fren ti contact Soverel
wills amy aestions.
Dmgutred s sadituted with %

bt oy manted ¢

r¢ Chat %

3. Recommendation- Revise Design and Layout of Website
A company must perfect the design and layout of its website in order to appeal to its customers. A

website must be dynamic and continue to change in order to attract customers’ attention. The structure of

Sovereign Bank’s current homepage does not utilize all the space provided for a website. A large empty
white section of the website exists on the right side of the website. We will be centering the information to
eliminate the blank portion of the webpage. This will allow Sovereign to add more information and better
utilize the space. In addition, we will be making the main tabs at the top of the webpage more prominent and
will be emphasized on the webpage. The tabs at the top are of the most important elements of the website to
navigate to different pages. Currently, they are small words almost the same size as other information
presented on the page.

In order for the website to be successful, customers must feel that it is easy to navigate, useful, and
efficient. The purpose of revising the design and enhancing options on the page is to enhance the user
experience which will lead to building a stronger image for Sovereign amongst its customers and essentially

assists with the selling of more financial products. The website appearance is irnportant for new customers

P

«.~ investigating new bank options as well. Opposed to visiting the bank, many people of this generation search
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online and the website must provide a positive and trustworthy experience in order to appeal to the potential
customers and convert them into a member of the Sovereign Bank financial family. It is necessary for
Sovereign Bank to perfect its website because an online transaction is much cheaper for the business than
one in the branch.
Add Search Bar

In order to increase customer satisfaction on the website, a search bar would be useful to the
customers. The search bar would be easily visible on the home page. It would allow customers to insert
questions or topics that they would like to find without an extended search. The purpose of the search bar
would assist customers for their online experience. Overall, the search bar will allow easy navigation for
customers throughout the website.
Enhance Online Banking

Throughout our primary research, we found customers who use personal banking prefer to manage their
accounts through online banking. The online banking option on the website is almost hidden and
unappealing on the website. We recommend changing the appearance of the login option for online banking.
When the login portion more prominent and larger it will catch the customers’ eyes.

The purpose of enhancing this option is to make it be rore convenient and easy for customers to
login to their accounts. In addition, for the customers who do not use online banking, this could persuade
them to begin. Enhancing the online banking option will increase customer satisfaction and drive more
traffic to the home page which will give Sovereign the opportunity to promote their financial products to
more customers in a very cost effective manner. On the next page is an example of the new home page with
its new features. Thé portions that are circled are the changes that we made to the layout and design of the

homepage.
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4. Recommendation- Smartphone Application

Online transactions are much more effective for a bank. The cost per

transaction in the branch is $4.00. A mobile transaction costs almost 30-times

Save this Online iD { w OFF

less costing $0.15 per transaction. Getting customers online will increase the

relationship with the customers and increase the profitability of each

transaction. To keep up with the customers Sovereign Bank must utilize
& Secure Aree

Privacy sind Senuriy

technology. In order to provide a useful resource for custormers and continue

to satisfy them Sovereign Bank should to develop a mobile app. A
Smartphone app, pictured to the right, would allow customers to manage their account, get alerts, find
locations, view upcoming promotions, and more. Once the customer logs into their account the tabs below
show that they would be able to pay bills, make deposits, and access the live chat. Sovereign Bank would be

able to promote upcoming news or information to customers through the application.

The purpose of the app would be to create a wider audience of website users, and increase the
p1'ofita1§ility of each transaction. The app will assist in eliminating the threat of customers leaving for other
banks and build upon the corrent financial products and services offered by Sovereign. It will help convert
members who do not use online banking to frequent users, get new members to use online banking from the

start, and drive traffic to the website.
A wareness

The second portion of our C.A.S.H. program is to bring Awareness of the changes, The awareness
portion of the C.A.S.H. program will include promoting the changes that we made to the website in order to
create awareness. We must recognize the purpose of our recommendations to demonstrate how they will be
successful. The changes will provide revenue for the company as well as increase customer satisfaction upon
the activation of our changes. The following recommendations are ways that we can promote the changes we

made to the website and make customers aware of them.
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5. Recommendation — Changing Monthly Newsletter and Creating an E-Newsletter

An important recommendation that will allow us to create awareness of our plan and promote the website

as well as online banking is to show promotions through the monthly newsletter. We found that a great way
to get the attention of customers is through the bank statements that are senf home monthly. The monthly
newsletter sent home with the bank statements can be changed to promote online banking. The updated
newsletter will also promote our “C.A.S.H. in with Sovereign Bank” slogan. If every month a member is
reminded of online banking this will increase the amount of users and create a wider audience.

An E-Newsleiter would be an email sent to customers monthly providing them with information about
the company. E-Newsletters can also be used to create awareness of online banking and the new and updated
website. The E-Newsletter would have a direct link to the website as well as to the online banking option,
therefore making it easy for the customer to go on and begin their online experience. The E-Newsletter will
encourage members who do not use online banking to use it more often and to ensure that current online

banking users continue to use this service.

6. Recommendation — Online Banking Video Tutorial

In order to convert members who currently do not use online banking to frequent users we need to
promote to them the benefits of online banking. Many members do not use online baking simply because
they are not familiar with computers and are not confident when using technology. Sovereign can create an
online banking video tutorial in which can be shown to members on a T.V. in all bank locations, shown to
the customer by the teller, or viewed on Sovereign Bank’s website. This will promote the use of online
banking and bring awareness to the change of enhancing the online banking option.

In order to provide awareness of our changes we will also be to notifying customers of our technical
changes through social media. We will be utilizing Facebook and Twitter by posting all of our latest
promotions. By “tweeting” promotions and posting on Facebook we will be using social media to promote

products and services to customers. For example, when we launch our Smartphone app we would “tweet”:
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Sovereign Bank @SovereignBank id
Be sure to download the NEW Sovereign Bank

App at the iTunes Store! Easily access your

accounts and transfer money in the palm of your hand!

Another method of promoting our recommendations to customers is through personal selling, All bank
tellers will be aware of our changes and therefore can understand the needs of customers and offer products
to meet the needs. Bank tellers will promote online banking by providing customers with the option to view
the online banking tutorial video.

Our awareness recommendations will help Sovereign reach the three layers of customers. The

- newsletter and E-Newsletter will be a monthly reminder to customers about online banking which will keep

current online banking customers active. The newsletters will help to convert members who do not use
online banking to frequent users. The online banking tutorial video will assist in converting members who do
not use online banking by making them comfortable with it. Lastly, we can reach Sovereign’s new and
potential customers through social media. The new customers will see be able to see Sovereign’s “tweets”

and Facebook posts as well as view public “tweets” and posts about the company.
Satisfy and Sell

To ensure that‘ our customers are satisfied with our recommendations we will receive immediate
feedback through social media and the online chat. Our overall goal is for customers to buy or apply for
more banking products such as customer loans or credit cards. As the number of relationships a customer has
with the bank increases, the revenue of accounts increases exponentially. A deepened relationship with
customers means greater profitability for the bu'siri‘ess. The more relationships a customer has, the more loyal
that customer will be. Through our promotions we will be continuously monitoring and connecting with
customers digitally. Examples of tracking data include increase website visits, frequency of online chats, the
tone of response “tweets,” and monitoring online credit applications. Additionally, we will be providing
online customer surveys to measure the level of customer satisfaction. By tracking data we will be able to

track how often customers view promotions and products, Therefore, the company will be able to make
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management decisions to determine which recommendations are most effective and adjustments can be made
quickly. Our greatest opportunities for growth could be achieved through the sale of products which include

customer deposits, personal loans, and investments; mortgages, and credit cards.

Handle

After we have implemented our changes, provided awareness, and measured the customer
satisfaction of the new website and features, we can handle adjustments necessary to continue satisfying the
customers. To effectively manage the website it is extremely important to take the electronic data into
consideration in order to respond quickly to customer expectations. For example, the E-Newsletters will
contain links to products such as mortgages and credit cards. When tracking where online traffic is being
generated from we will be able to gage success of these links. If the links from the E-Newsletter are
ineffective, we will make adjustments to how we will use the newsletter. Additionally, there will be website
links on the Sovereign Bank Facebook and Twitter pages. We can track if the customers are clicking on the
links in order to determine if they are driving traffic to the website.

B. Create a timeline to implement the strategic plan

‘We determined that the implementation of our C.A.S.H. program would be carried out for the
duration of eleven months. Throughout the eleven months we will make necessary Changes to the website,
create Awareness of the changes, Satisfy the customers and Sell financial products to them, and Handle
necessary adjustments.

In order to put in place all of our recommendations and for them to be effective, each employee needs
to have a responsibility that they will carry out to complete the implementation of our plan. The
responsibility of the 15-20 employees that will be being trained to become 24 hour live chat representatives
will be to complete theit training sessions within the allotted time slot. The tech support and web design team
will have the responsibility or updating the website based on our findings of what needs to be impro{fed or
changed. Management will have the responsibility of overseeing the process to make sure everything is

running as planned. Once the mobile application is released, tellers will have the responsibility of helping to
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advertise this app to customers who come up to the booth by letting them know that it is available to them.

Below is a description of what will take place during each month of our predicted eleven month timeline.

+Present plan to Sovereign Bank executives
Revise proposed plan based on meeting
| +Create Facebook and Twitter accounts for the bank.

e
Employee training for employees to become 24 hour live chat representatives )
» Add live chat section to the website
*Change and begin fo send out updated newsletters y
*Begin redesign of the website h
+ Add search bar, enhance online banking login, replace white space, change compatablity of page
»Create and bring to present online banking tutorial video in Sovereign Bank locations y

Allow Sovereign Bank to run regularly for three months with the newly implemented website and social
media
«Check in on Facebook and Twitter accounts weekly to evaluate customer relationship management

«Create and design newsletter/E-Newsletter
* Begin creation of mobile application
» Allow Sovereign Bank to run regularly for one last month

+Send updated newsletter and E-newsletter to customers
* Analyze and track usage and visits on Sovereign's Facebook and Twitter pages
| »Analyze the effects of the changes to the website and usage of 24 hour live chat

« Analyze the accounts opened within the four month period

*Re-evaluate the proposed plan based on the findings from what we ahalyzed in months 8 and 9
Adjust the plan based on the findi

C. Develop a cost analysis of revising the website, hosting fees, and technical support

We have created a cost analysis for all the aspects of the website that we will be changing or

modifying. In order to successfully implement the C.A.S.H. strategic plan, appropriate funding must be
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allocated from the Information Technology budget of Sovereign bank. Over the past 3 years, Sovereign

Banks Information Technology budget has been“aPng imately $969,000. Our strategic plan will require

S

e ———

1{‘7?fund1ng ??rom ;he 1nform;xtion Technology budget which is approximately $}45,000. The expenses
associated with carrying out the C.A.S.H. proposal will include annual and one-time e;)ens_es. The annual
expengiiggggggfl will be hosting fees due to necessary upgrades which include storage space, bandwidth,
security, system maintenance, and technical support. Additionally, allocating more resources for upgrading
the social media outlets, live chat customer service and digital promotions will need to be considered
annual@ for the management of the Information Technology budget. To launch this proposal several one-
time costs will be incurred which include: software and hardware upgrades, designing and programming
Afees, technical support, video production, and employee training. The costs of creating, programming, and
releasing Sovereign Bank’s mobile application are included in the web designer and web programmer costs.
The cost of the service plan for designing and programming includes the cost of upgrading the website to

include the 24 hour live chat service. Other considerations will include re-evaluating personnel and job

responsibilities as well as marketing costs and how to reallocate marketing funding to effectively reach our

customers in this high-tech and digitally dominated market. Below is a budget for the C.A.S.H. strategic

plan.

Budget for C.A.S.H. Strategic Plan Amount
HOSTING FEE (UPGRADES LISTED BELOW) : , .
Bandwidth, Storage, Maintenance, Security, and Technical Support ' $20,000
ONE-TIME COSTS : . B
Software $4,000
Hardware _ ' $8,000
Web Designer $25,000
Web Programmer ' ' ' e $25,000
Service for Designing and Programming $8,000
Video Production for Online Tutorial , ' DR $15,000
Employee Training for Online Chat Service $20,000
Total One-Time Costs 3 $105,000
DIGITAL MARKETING COSTS

Digital Marketing, Facebook Advertisements, Newsletter and E-Newsletter $20,000 -
TOTAL COSTS FOR C.A.S.H. STRATEGIC PLAN $145,000
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- D. Identify revenue streams for the website

Primary Streams of Revenue

Sovereign Bank generates revenue through the website in many different ways. Our overall goal is
to increase the number of services a single customer uses at Sovereign Bank. More products will increase
customer satisfaction which will increase customer retention and generate more revenue. As online banking
increases through our proposed plan, Sovereign Bank will generate more revenue from its strong core of on-
line banking customers. The primary streams of revenue include customers’ personal loans, customer
deposits, customer investment funds, mortgages, and credit cards. The following information is gathered
from Sovereign Bank’s Annual Fiscal Report. The planned percent increase for 2012-2013 was found in a
management interview in which we were told the corporate goals for that year.

Unfortunately, for the year 2011 to 2012 there was a decrease in custofner deposits, customer
personal loans, and customer investment funds. The intention of our plan is to change the current revenue
trend and begin an increase in the amount of revenue gained from each category.

By promoting online banking and gaining more customers who use online banking, the amount of
revenue gained from each of these primary sources will increase. Revising the design, function, and layout of
Sovereign Bank’s website will increase customer loyalty agd attract more customers, therefore increasing the
amount of customer deposits, customer personal loans, and customer investmetit funds. We intend to see an
increase of 2.5% for customer deposits in the next year. An increase of 2.0% is expected for the amount of
revenue gained with customer personal loans. Customer investment funds are predicted to increase 3.1 %

over the next year.

2011 2012 f’erc‘ent Change Estimated 2013 ?lan‘ned Percent Increase
11-12 12-°13
Customer Deposits | $632,533 | $626,639 | (0.9)% 1 $642,304 2.5%
E;‘;;‘;mer Personal | o756 100 | $720483 | 3.9)% $734,892 2.0%
Customer ‘ ; 5 ' ~ o
Investment Funds $984,353 $968,987 (1.6)% | $999,025 3.1%
Mortgage : $837,129 | $848,011 1.3% $868,363 24%
Credit Card | $694,837 | $700,395 | 0.8% ‘ -1 $712,301 _ 1.7%
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Although mortgages and credit cards increased last year we would like to see a larger increase of

them next year. Mortgages have increased by 1.3% from 2011-2012. By changing the newsletter more

customers will be drawn to the website in which there is a box showing the current mortgage rates.
Additionally, through the mobile app promotions will be more prominent and customers will view them
more. If more customers are looking at the promotions, they will capitalize on the opportunity therefore
increasing the re‘venueAby 2.4%. Credit card revenue has also increased by 0.8% from 2011 to 2012. This
amount will continue to increase because when more customers use online banking the amount of customers
paying their credit card bills online will increase. This will be an indirect form of generating revenue because
it will' be a ,savings for the bank. The bank will have less paper to process because everything will be done
electronically, therefore it will be a savings and the revenue will increase by an expected 1.7%. Our proposed
plan will achieve the following increases through the 2012- 2013 year.

Financial Return on Investment

When the C.A.S.H. program we have created is implemented it will create financial ROI for

£

Sovereign Bank. The budget of our C.A.S.H. program is $145,000. The company intends to increase the
customer deposits, customer personal loans, customer investment funds, mortgages, and credit card by the
percentages in the chart on the previous page. Based on these percentages Sovereign Bank will be bringing
in $3,956,885 in the 2013 year. This gives the company a return on investment of $3,811,885.
Non-Financial Return on Investment

Our proposed plan will create non-financial return on investment through our recommendations.
Customer loyalty and customer satisfaction will increase because of the various changes we will make to the
website and company. The overall user experience online will also be amplified due to easy navigation and
customer support options we have added. Additionally,. by integrating social media into‘SoVereign Bank’s
website we will be able to notify existing and new customers of our promotions. Social media also allows the

bank to receive immediate feedback from customers. It is important to immediately address any customer

R,

. issues in order to develop a positive customer relationship, As a result of our recommendations, the new
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conveniences of the website will create more customer satisfaction and form a stronger relationship. Also,

new customers will develop a sense of confidence in Sovereign Bank’s website because of its new

technologically advanced elements.
Conclusion:

A business’ website is a place for the company to communicate information and promotions to
customers. For a bank, online transactions increase the profitability of every transaction, ultimately
generating more revenue for the coﬁpmy. In order for a business to be successful it must leverage
technology and have a dynamic approach to reaching a variety of potential customers. With the
implementation of our six recommendations and our C.A.S.H. program, will generate new customers and
create a wider audience of website users. Customers will become more satisfied and their relationships with
Sovereign Bank will deepen. The C.A.S.H. program focuses on developing long term customer relationships
that will maximize the value of each of Sovereign Bank’s customers.
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Buying a home is one of the {argest financial investments individuals and
families make. The goal of Momentum Development is to build planned
unit developments ensuring this Investment will be worthwhile.
Momentum Development is currently developing two projects located in
Herriman, Utah. The first, Rosecrest, is a subdivision boasting views of the
entire Salt Lake valley on farge home lots. The second, Herriman Towne
Center, is designed in a European style with smaller home lots and a
walkable distance to community amenities,

For our DECA'project, we
were asked by Momentum Development to create a rebranding
plan for both developments within the city of Herriman. We began

30 Question Online Survey

Door-to-Door Resident Survey { by conducting extensive research to investigate branding problems
New Resident Survey ;. and ensure our re-branding plan would have a high chance of
Secret Shopper Survay i success. We conducted 12 pieces of research. Our methods

included surveys, personal interviews, ahd focus groups. Creditable
secondary research served to support our primary research and
give comparisons to the national level.

; Website Evaluation Survey
Interview: Community Development Directo

Interview: Assistant Marketing Director
From this research, we learned there are three stages buyers go
through as they look to purchase a home. These stages represent
opportunities for Momentum Development to brand Rosecrest
and Herriman Towne Center:

interview: Herriman City Councii Member
Interview: Senior Pro}ec;t Lead 180Fusion
Herriman Resident Focus Group
Marketing Focus Group

Secondary Research 1. Digital Research 2. Personal Interaction 3. Home Purchase,

We organized our eight conclusions according to these stages. Our
conclusions inciuded: the websites are hard to find, the websites do not reflect the true nature of the brands, the
websites lack Information, the role of mobile technology has increased In the housing industry, marketing the
communities together causes confusion, realtors and model héme representatives do not help or hurt the brand,
current residents desire more involvement and information, and residents are likely to recommend the
development in which they live. Based on these conelusions; we developed four objectives and created our
rebranding plan by correlating each objective with proposed activities.

Objective 1: Improve online presence.

Objective 2: Integrate and coordinate online marketing with mobile presence. i
Objective 3: Focus marketing to the appropriate demographic and geographic segments.  : INTERNET 3
Objective 4: lmprove awareness of brand to those undef contract and current residents, 7

The activities designed to reach these objectives include search engine optimization,
an aesthetic redesign, adding and updating information, an HTML 5 update, utilizing
soclal media, geographically separating signage, movie theater advertisements,
YouTube advertiserents, model home brochures, creating a “Residents’ tab” on the
website, and hosting community events.

After evaluating the current marketing budget shared with us by Momentum
Development, we are confident our rebranding plan can be implemented within a
budget of $400,000. We have identified metrics to monitor the plan to ensure a '
strong return on investment: 1, Visits to company websites 2. Conversion rate of
websites 3. Traffic to model homes 4. Overall home sales 5. Residents’ awareness of brand.
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I T Since its beginning in 2001, Momentum Development Group has risen to
become one of the largest development groups in the Western United States,

developing over 7,000 residential units in addition to numerous large commercial

projects.’

The company began as a branch of the Sorénson Group, but became its own
company in 2008. This change in structure has allowed management,to‘foﬁus on
two specific residential developments that hold great potential revenue, both of
which are located in Herriman, Utah: Rosecrest and Herriman Towne Center.

Momentum Development does not sell homes directly to the consumet.

Instead, they sellfandto 10 .77 7 "7 o

-~

different third-party building
companies, who then seli to

the home-buyer, However,

Momentum Development’s

role does not end with the sale of Jand to builders. Itisa
full service developer, meaning they oversee the project

from concept, to construction, and finally to

completion.” They oversee all phases of the ) ]
Momentum owns over 2,800 acres in Herriman.

development in order to ensure that the developments

cultivate and maintain the desired brand image.

! Developments in the Mid-West
2 Momentum Development Website (http://mdevg.com/) ~
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ecrest and Herriman Towne Center have been developed to cater to different demographics, but

because of their close proximity they are currently marketed together’. We were asked to examine the .

current b

randing efforts and make recommendations that will strengthen the brands of both developments,

Both developments are planned to be completed by 2029.

Rosecrest: As the largest residential master planned community in Herriman,
Rosecrest is located along the bench of the Oquirrh Mountains and boasts views
of the entire Salt Lake Valley, Althougﬁ it has been constructed to give a high class
and secluded atmosphere, featuring homes valued up to over a million dollars, it is
in fact less than 8 miles from Interstate 15.> Herriman City has funded the
tandscaping of over 20 parks within the residential subdivision in addition to miles

of trails.

Herriman Towne Center: A billion doliars has already been allocated for the
development of Herriman Towne Center. This development is located, as it name
indicates, in the center of Herriman City and aims to become the hub of all
economic, community, and government activity. At its completion, it will feature
100,000 square feet of office space and 800,000 square feet of retail space in
addition to 370 acres of residential development.® As it Is built in the European
style, it is designed tobe a “walking community”, meaning that a family could

expect to live within walking distance of all amenities.

- ———

® MapQuest
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Economic:

Herriman City aims to “carefully manage and encourage viable well-planned growth and development to

achieve economically sound...growth that enhances the

. ' : 2014 HERRIMAN EXPECTED
guality of life in Herriman.” * This goal is reflected in the ) REVENUE
extensive planning and zoning the city has under‘goné. The Brroperty Tax-
Current

Previous Years'

city received 510,343,543 in revenue for the 2013 calendar e
Tax Collection

S ESales Tax
year.
EEnergy Tax
, . . ,
While 49% of Herriman’s fand has heen zoned for Tele Tax

tesidential purposes, Herriman City has allocated 981 acres .~ . ... . im e e et
for commercial development. Additional land is zoned for use by the Army Garrison Camp Wiiliams, a
National Guard training site, and other government developments.

Although most commercial developrrients are still in the planning or licensing phases, within one mile of
H‘erri’maﬁ there are 17 restaurants, 11 retail stores, and 15 stops for public _tran_si't.6 An additional 5
commercial buildings are planned for completion in 2015,

The government plays a large role in the economy of Herriman
City. In March of 2011, Salt Lake County Parks and Recreation opened
a state of the art, $23 million facility in Hertiman. Salt Lake County

also built a LEED certified library located next to the recreation center.,

The Bingham Canyon mine is the largest open pit copper mine in the world and is located directly

adjacent to Herriman City’s boundaries, employing several hundred residents of Herriman.

4 http://www.herriman.oreg/
3 http://www,h’erriman.org/citv~departments/ﬁnance/
& http://www.herriman.orgfcity~departments/de\;re!opment
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Geographic:
tocated 25 miles south of Salt Lake City, Herriman City offers the benefits of a large metropolitan area

while simultaneously retaining a small town atmosphere. Herriman covers an area of 20.3 square miles at an

elevation of 4,941 feet, with a population density of

approximately 2,680 people per square mile’

In seeking to increase citizens’ access to downtown
Salt Lake City, Herriman supported the development of

Mountain View Corridor, a freeway with a balanced

transportation system of roads, transit, and trails, The

freeway connects to both Interstate 80 and Interstate 15, and provides more direct access to Salt Lake City.

Utah’s Transit Authority recently completed a 10 mile track extension lengthening TRAX, the light rail
system that connects ali of Salt Lake County. This recently completed station is located just five miles from
Herriman, and Utah Transit Authority buses provide transportation from 15 different points in the city to the
station. Over half of all residents work in downtown Salt Lake City, but the average commute time is only 20
minutes.

| Demographic:

HERRIMAN CITY

in the 2000 census, the popul_ation of Herriman was reported to be 1,523,

The population rose dramatically to 21,785 in 2010, and is now estimated to :_ POPULATION
be just over 25,000, making it one of the fastest growing cities in the nation _ GROWTH
ith a 1,196.7% growth rat 30000
W't d H . o g!ow rate. : 25000 }lf
This rapid growth can be mainly attributed to the relocation of young 20600 f,,fj
© 15000
couples and young families, as is reflected in the median age of 24.7, an age . 10000 _gf
. so00 /0
more than 10 years younger than the national median age of 36.9. o
; o M O Gy oy :ﬁ )
o O O O
SRIKREI

7 hitp:/ fwww.city-data.com/city/Herriman-Utah.html
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Socioceconomic:

The population of Herriman City is highly educated, :
MEDIAN AGE:

24.7
ranking in the top 12% nationally, Contrasting with the

MEDIAN INCOME:

3
national graduation rate of less than 75%, just over 94% of $73, 875 K
MEDIAN HOME VALUE: 1™ i
Herriman residents over the age of twenty-five have ' $278,196 N

? :
| ulasudide |

graduated from high school. The attainment of a professional
degree is almost double the natipnal average. ’
We identified fiuer socio-economic segments for Herriman Ciri:y:3

1. Young families with many children and blue-collar jobs in modestly priced homes.

i. Upper-middle-class families under the age of 55 with a college education and professional jobs.

3‘. Upper-middle class couples with childreir and educated, white-collar jobs.

4. Middle aged couples with large families and an income over $100,000 that are big spenders.

( 5. Young, middle-class singles and couples with an education and without children.

Business’s Mission:

o Momentum Development does not currently have an official mission
“To build quality ,
: ' statement. However, in our interview with Momentum Development’s
developments that

‘ o marketing director, Brendon Tingey, we asked what their mission statement
welcome families

would be, if they were to have one. He replied that Momentum Development
and strengthen the

ny strives to build quality developments that welcome families and strengthen
community

the community.

8 htip://www clarita.com/segments

§3
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Target Market:

-Age 30+ - Momentum Development has identified the primary target market-
ur  -House Price > $300,000 . e e s
o for both Rosecrest and Herriman Towne Center as families living within
8 -Large, Established
a Families 15 miles of Herriman City. Their secondary target market is reached
o o
— Llive Within15 e - . .
(o) Miles through the internet, and is identified as those fiving outside the 15 mile
Y ,_Ag-e'zs_as - radius. The primary target market is visualized to the left. Rosecrest is
- ,
= _ .
3 House Price > $200,000 targeted towards established families with higher income than the

TOWNE

-New Families and Young !
Couples o smaller families of Herriman Towne Center.

Existing Branding Efforts:
Momentum Development Group brands Rosecrest and Herriman Towne Center as one unit because

advertising Is focused on Herriman City. Rosecrest’s slogan is “Live More”, while Herriman Towne Center’s

is “Centered Around Your Life” *° However, signage and advertisements
present the communities as one. Current branding efforts focus on the
premotion of Herriman City instead of promoting the neighborhoods.
This is effective as Momentum Development is the largest developer in
the city and receives most of the response for these advertisements.
Momentum Developmient Group made a successful effort towards

branding their communities when it supported Bangeter Homes in the

The Disney UP House

construction of the “UP House”. Featured in Utah’s Parade of Homes in 2011, this home was built to the
exact specifications given by Disney’s film, UP, and attracted over 65,000 visitors to the Herriman Towne
Center, including visitors from as far as Pakistan. Since this date, Momentum Development also markets
through radio ads; billboards, banner ads, and working with the Utah Jazz baskethall team. They also

recently signed a deal to advertise in movie theaters across the state.

2 http://rosecrestcommunities.com

% hitp://herrimantownecenter,com
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Research Goals: - RESEARCH METHODS
© Surveys: ' ' N
1. Align the goals of Momentum Development - % 30 Question Online Survey
o Door-te-Door Survey
with those of Herriman City and current " New Resident Survey
*  Secret Shopper Survey
residents. = Website Evaluation Survey
_ Personal Interviews:
2. Examine the current brand name of Rosecrest _. ® M. Gordon Haight, Assistant City Manager
© and Community Development Director,
and Herriman Towne Center, : Herriman City
. 7 Mr. Brendon Tingey, Assistant Marketing
3. Inspect the role of current websites and model Director, Momentum Development
: 7 Mr. Mike Day, Herriman City Council
home representatives in the perception of ; Member
= Mr. Conner Harrison, Senior Project Lead,
developments’ brand. ; Fusion 180 Marketing Company
- Focus Groups:
4. Understand the best marketing methods to . = Herriman Resident Focus Group

= Marketing Focus Group &
dary Research '

Secon

establish an improved brand image.

We organized our research by the type of research conducted. In this section, we provided the definition

and rationale for each broad research method, followed by a chart with each of the pieces of research
conducted in that category and our reasoning for conducting each type.
Surveys:
Asurvey i§ defined as a questionnaire given to the target market to systematically estabiish facts
and trends. We used surveys to establish the current brand image of Rosecrest and Herriman To;f\(ne Center
and decide how to effectively improve the brand. The use of surveys aliowed us to receive direct feedback

of specific aspects of Momentum Development’s brand.

FRMoMENTUM
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ON E.iNE SURVEY

= Tofind how those in the surround;ng commumty view the deve!opments
a  To understand what factors contribute to moving, how current home-owners learned about
the area, and what quallt;es they did and did not like.

DOOR TO DOOR SURVEY S

v To examine the experlence of resndents Ewmg spec;f’cally in Rosecrest and Hemman Towne
Center.

= To personally collect both quantitative and qual;tatlve data

NEW RES#DENT SURVEY

= To prov:de data concemmg where recent buyers prewcusly hved
= To verify results from our other surveys

SECREISHOPPER SURVEY

= To evaluate the ablhty of the modei home represéﬁtat;ves to portray the brand name.
a  To assess the true knowledge and behavior of the representatives and give us valid feedback
on the model home aspect of the home buymg expenence

WEBSITE EVALUATION SURVEY e

= Togauge the value of the current. websates in portraymg the subdwss;ons :
= To evaluate the heipfuiness of the websutes to current residents. i

Interviews:

An interview is defined as a formal conference designed to elicit facts and statements. Using interviews

allowed us to gain the involvement we desired to examine what each party desired the brand image to be.

GORDAN HAIGHT __ASSISTANT:CITY MANAGER AND' COMMUNITY DEVELOPMENT DIl

0 = To understand Herriman Cz’iy s efforts in improving the city in order to bettér appeal to
potential homebuyers.
s To understand Herviman City's future goals and pro;ects

| ETING DIRECTOR FOR MOMENTUM DEVELOPMENT
u To secure the support of the GEO, Mike Bradshaw.

a  To obtain information on their current branding efforts, target market, and future goals,
*  To obtain arinual budgets and revenue g‘oa'ls-.

s To understand the deveiopment process and questlons Herrlman cntlzens commoniy ask
«  To obtain more detailed information on future pro;ects in the area.

"CONNOR HARRISON, SENIOR PROJECT LEAD FOR 180 FUSION

g = To better understand a website’s role » in the perception of a company N
3 »  Tolearn how to address prob!ems with online percept;on

PAMOoMENTUM
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Focus Groups

A focus group is defined as a demographically diverse group of people assembled to participate Ina
guided discussion to provide feedback about a particular product, area, or service. This research was

important to conduct because it provided qualitative, detailed information.

_RATIONALE OF FOCUS GROUPS _

{ HERRIMAN RESIDENT FOCUS GROUP

= To collect information on resmients views of Momentum Development’s ne;ghborhoods
»  To understand the home huying process.
= To collect feedback on Rosecrest and Hefriman Towne Center webs:tes, usmg a control.

MERKETPNG FocUS GROUP o — TR s T ”

»  To examine the appeai of various elements used in home advertlsmg
= To create effectwe advertisements for Rosecrest and Herriman Towne Center.

Secondary Research

In addition to the primary research described above, we studied several pieces of secondary research,
defined as market research previously compiled and organized, to support our own concl.usions and to
obtain information on population growth, annual incomes, and other demographic indicators, as well as
understand the housing market trends and the role different marketing strategies play in the perception of a

brand. These sources include the U.S. 2010 Census and official population estimations, professicnal

segmentation research, and information found on Herriman City and Momentum Developmeént’s websites.

The following section describes the process followed to conduct each method of research and is
organized in a similar format to the previous section. A chart under each category describes when and
where each method was conducted. After this chart, the process used to conduct each method is described

in detail and includes a few of the questions addressed with that method.

GVRIMOMENTUM
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Surveys

We conducted five surveys over a period of four months, All our surveys were either conducted

personally or online. We obtained feedback from statistically significant amounts of people,

L e TIMEE_ENE OE§URVEYS C()_N_D}_J_QIE_D e

 TITLEOF ¢ DATE(S) |  PLACE CONDUCTED = RESPONSES

" Online Survey " October 2013~ www. surveymonkey com 120 o

: January 2014

Door to Door Survey “November 1-2 2013 ; “Rosecrest and Herriman Towne o0

- o s __ Center Developments {30 for each deveioprgent)

New Resident S—ﬁwey November 15 2013 Rosecresf and Herriman Townem-;_;n 100 -

) R S _...Center Developments 777 (50 for each development)

Secret Shopper December 7 2013 ‘Model Homes in Rosecrest, 21
Survey © Herriman Towne Center,and | {7 for each model home)

_...Daybreak Developments >
___Herriman HighSchool ~  : =

January4 2014

i Webs:{e Evaluat:on

B N Li N E S U RV

* Research Techmques
¢ = 31 questions according to professional recommendations™ :
= Asked residents of Hemman as well as the surrounding cities to coniplete &

= S Sample Questions:
Z i ® Who/ what f:rst suggested Herrlman asa place of re51dence to you?

Research TECh“'qUES‘ ; Research Technlques.

i = 7questions ;= 20 questions 5

¢ = Analyzed residents’ views on i = Asked'about buying process ¢
; i the developments ¢ and factorsin their home- i
 m Asked about motivators for I buying decision
) ] purchasing home i = Asked how they heard about ’
i( = Used Likert scale to determine i the development
‘ ¢ how likely they would be to 1 " Examined problems residents ¢
i i __ Tecommendthe devetopmen_t ' found with development
is ample Questions* 1
e What other areas did you consider moving to? Where did you move from?
! = Whatis the first thing that comes ta mind when you Where have you seen Rosecrest/Herriman Towne
E hear Rosecrest/Herriman Towne Center? Centeér marketing?

" Lighthouse Research, Inc.

RMomENTUM
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o _ SECRET SHOPPER SURVEY . WEBSITE EVALOTAT:ON SURVEY
: Research Techmques. : - <= - : Research Techmques.
. ® 6 adults fitting the target o j' v 10 adults fitting the target

. o market
» & 10 minutes
3 = Asked to explore the
websites looking for
information on the
: commumty

market

3 model homes

Posed as potential home
¢ buyers

- Daybreak development
used asa controt

Sample Questlons
i How knowledgeable was the representative?
= Did anything in the presentation add or detract

Sample Questions:
e Where did you move from?
18 -Where have you seen Rosecrest/ Herriman

fmm your desrre to i:ve in Herrlman? TQWne Center marketmg?
Interviews

We held four interviews throughout our proj‘ect. All of these interviews were held in Herriman City.

,,TI?LE OF T ji‘

s

H Ass;stant M;rl;éﬁ‘ng 5lrector
.. Momentum Development

v
I AR

, Herrlrgan ngh Schoo!

~ Senior Prcuect Lead 180 January 2 1014 * Local Restaurant 3

Fusion ] :
' Research Techniques: : ¥ Research Techmques ]
*  Given access to city records :5 i " Asked what the company

and projects ] ! would like theirbrandto -

i Able to view a video § become

created to convince Fortune i 18 Discussed current marketmg

500 executives to construct | ¢ efforts :
branches within the city ; = Received 800 page Google

] im ASkEd about Cit‘:’ goats i Anaiytlcs report on website :
Sample Questrons' P Sample Questlons* CrmmE o *
1 * Whatis Herriman City doing to projectagood | | » What would you like Rosecrest and Herriman ~ #
. image to potential home buyers? | i Towne Center's brand image to be?
What sets Hernman Clty apart? " What are your current marketmg efforts’-’

FRIMOMENTUM
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7 MIKE DAY I o CONNOR HARRISON , -

" Research Techmques, T  Research Techniques: :

- m Discussed what questions - 3 © o Discussed the online

. are frequently asked about - branding perspective of the

; Herriman City _ - developments

= Asked what confusion exists : i " Given options to improve -

* about the developments B 1 ¢ the developments’ brand

Talked about future plans = ' ~ . withonline presence

for the developments. Ly . ® Explained process of SEO |

; Sample Questions: . Sample Questions:

© = What businesses are apening in Herriman? I © = What role do websites playin the perception of a ¢

© ®  What do current residents express about their company’s brand?
homes and commumty? ~ How can we improve our online brand?

Focus Groups

We moderated two focus groups concerning the current brand image of Rosecrest and Herriman

Towne Center and the effectiveness of marketing for both developments.

He_;_ram a;; éﬁezs:ildent
Focus Group

Markéh—;ﬂagFocus - Team Méir'nbersf{;rﬁe - ] 77 S
i Growp i b I S

] _T_MARKETING FOCUS GROUP
: Research Techmques.

i ®  Organized according to

i professional standards

i = Evaluated the effectiveness

: Research Techn;ques o

" Organized according to
professional standards®™
Asked questions about

I bl s 2

) A A A b LA L
a

] process of purchasing ! ofvarious marketing :
homes ¢ channels
5 Ele Discussed Ilvmg in Herriman f =  Evaluated current brand E
: i name of deveiopments :
D Sample Questions: ‘sample Questions; - -
©n  What process was followed to purchase a home? * What about this advertisement concept appeals °
* Does the image presented by the deve!opments or detracts?
webs:tes ftt w&th reaitty’-’ 1. How wouid you ;mprove this sales promotlon?

12 lighthouse Research, inc,

FRMoMENTUM
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Secondary Research
We used numergus sources to both build a foundation for our project and support our own primary
research. In order to procure competent research, we used the Pioneer Research Database, made available
to us through our school district,.We gained access to research projects conducted by several Fortune 500

companies, gavernment studies, official population estimates, and studies on annual income and spending.

We found a study conducted by the National Association of Realtors in 2012 to be especia!fy informative.

After conducting 12 different methods of research, we were left with extensive amounts of information
to compile. We have arranged the highlights of our findings in bulleted lists under each research type and
provided visuals of the data we felt most pertinent.

Surveys

: SURVEY RESPONSES: WHAT FACTOR WAS
w  21% of current residents cited the Internetas MOST IMPORTANT TO YOUR DECISION TO
: MOVE TO HERRIMAN?.. o, area ror

11% 7 27% nlfgt—;ﬂgt;Hame

= 52% of home owners bought a home they built.

first suggesting Herriman as a spot to move,

3 Half of respondents use YouTube on a regular o ’ irrl::cfs/ Family In
14/0 SEE Easy Commurte fo
basis. et Werk
L 20%. 0 21%
= Daybreak was frequently cited as the main T L R T T SRR SR TR SR ST R S a e
alternative to living in Herriman for both ) ;linV EY 'RESPONS-ES'. WHO /WHATIZIR_S’;' o
| ; : 59 _ SUGGESTED HERRIMAN AS A PLACE OF
developments. \\ RESIDENCE TOYOU? ., .
= 95% of respondents reported regularly 15% \\ .18% ::fﬂfyé;
. . _ T T - " Internet
attending the movie theater. 19% 19% * Model H.on;ed
: (v} » Pelar Knowledge
2 Other
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" Half of those who moved into the Rosecrest subdivision
SURVEY RESPONSES: DO YOU
OWN A SMART PHONE? specifically cited Daybreak and other South Jordan
12% TYes mho neighborhoods as their main alternative to Rosecrest.
Y
i 89% of respondents living in Herriman Towne Center

considered Riverton and West Jordan.
B \“88% u 88% of respondents reported owning a smart phone,
While 66% of our shoppers stated that nothing in thé preser-}tation deterred them from buying a home in
the development, 90% of them stated the representative also gave them no incentive to move info the
develfopment.

Model home representatives sold the brand of the home, but lacked knowledge of the area.

100% of respondents reported that the website was ineffective in addressing their concerns.

90% of respondents felt the website did not accurately represent the residents of the area.

Interviews

R d the Herri T c e | MOMENTUM DEVELOPMENT
osecrest and the Herriman Towne Center the MODEL HOMEVISITS

Momentum Develgpment aims to make both

“kind of environment you could easily imagine
raising your family.”
The desired brand for Rosecrest is an

“affordable high-scale lifastyle”,

The desired brand for Herriman Towne Center i
=g Rgsecrest Homes i -

is “the center of all amenities and a ==C==Herriman Towne Center Homes

neighborhood for young couples and families connected to everything”.
Model home visits in both subdivisions peak in June and again in October, with new contracts peaking in

April and November.




Goigle  Honimanhomes

Airadt TEGED rands ¢l M svnends)

New Homes Herriman | CandlelightHomes.com
casdaagehemes egesHeedman v
frey Ukah Horne Bulder, Frae S1000 Upgrada Register fial
36t Harvts has T4 REas o Goegat

s s | :

New Homes In Herrlman | garbelthomes.com
T wwagatathores coT v
Bebar Poar Upaky Hornes b U2 Come Tolk To Us A2 Our boded Home

Heiriman Hommes for Sele | EffectveBuyer.com
4 21 vt aactinbyyareand v @61 BA5-1508
Hiap besed saaeh of ALL svadabia Hammimaa tRah homas B sakd,

Herriman UT Real Eslale - 194 Homes For Sale - Zitlow
ey W Xewconiherimanod v T
e bes 124 howas Brsae dn Hamdman, Yiew Teting phefas, toeds salas Hstery,
sy ooy Gzisdad mef potate E1ors ta Fd the praditct phass.

Herriman, UT Homes for Sale & Reni Estale | Homes.com
g sowrhomes confar-sdiherdmand =

[REEL R F 3] HArdmnm iRz Lottt formaionr 153 bamesr fr safa,

P e fasd adade @B oL ARt b

R Clicked 10% of the time

= Clicked 53% of the time

Cl:cked 15% of the time

LN e s e SR

ResuZs t-15 4 533 - Homes cow Herriman, UT Resl Egtate Seuch housesfor ok .

Herrintan, U'F Rea! Estale & Homes forsale UtahHomesc .
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n The average time spent on the
Rosecrest and the Herriman Towne Center websites
are 2:16 minutes and 1:40 minutes, respectively.
o 72% of visits to the Rosecrest website and
66% of visits to the Herriman Towne Center’s website

are new visitors,

:om  Both websites showed a bounce-rate of over

50%. Tl-;is drop-off rate rises an additional 10% when
considering those who viewed only one page ‘in
addition to the home-page.

a The first non-sponsored link to display on a
google search will be clicked 53% of the time, but the

second result will only be clicked 15% of the time,

«  90% of people do not click on the first sponsored link in search engines.

*  The questions most commonly posed to members of the city council are "When will city residents see

more commercial development?” and “When will office space become available?”

n  YouTube is gaining In popularity and is more affordable to utilize than other forms of advertisement.

Focus Groups

s Participants stressed the importance of seeing investment in the area
one is moving into, whether it be an economic, family, or social one.

= Residents would participate in development sponsored community

events.

When compared o the Daybreak website as a control, both the

| WlhaT inveESTMENTS
" DO YOU MAKE WHEN YOU ™
BUY A HOME?
Economic
Family
Social

Rosecrest and Herriman Towne Center websites were reported to be

GNMoMENTUM
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inferior in aesthetics and in usability.
RANKING OF

= Upon first moving to the area, residents were confuséd about what DEVELOPMENT WEBSITES

development they lived in.

s All participants reported working with a realtor or model home

representative to purchase a home,

= Ali participants repotted using the internet as a tool in lgoking for

a home, and 66% reported looking at wehsites pertaining to the

il

community and neighborhoods,

Secondary Research

= Advertisement on the internet rose to represent 21.7% of the total spending for all fortune 500
Vcompanies’ marketing budget in 2013 and is projected to be 30.7% by 2016.

=  Nationwide, 90% of home buyers searched online during their home buying process.

The National Realtors Association found that 69% of home shoppers who take actionon a real estate

website begin their research with a local term, i.e. “Herriman homes for sale” on a search engine.

U T IR e e e T 86% of potential homebuyers use
HOME SHOPPER ACTIVITY ON MOBILE DEVICES

online video, such as YouTube, to find out

more about a specific community.

 Read General Cotnmunity Information " More people trust videos found

; Read General Home Information _ .,
on YouTube than on company websites.

Compare Features

Read Reviews of Community A Potential homebuyers preferto

-_%Watch Ontine Video about Community ) . )
: use their mobile phone to look at home

Cther

0% 10% 20% 30% 40% S0% 50% 70% B0% refated websites over using a mobile

application.

A A
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After completing various forms of research, we realized there are three stages a potential homebuyer
goes through to purchase a home. Subsequently, there are three opportunities by which Momentum

Development can develop the brand, Using this three stage model, we reached eight conclusions.

s Siage 1- Digital Research: Before taking any other action, 77% of potential homebuyers will do opline

research. Because this is the first impression given to people searching for a home, digital sources are
vital in brand perception.

u  Stage 2- Personal Interaction: The next step in the home buying process concerning Rosecrest and
Herriman Towne Center almost always involves contact with a realtorand numerous huilder
representatives. This is the first time potential homebuyers personally visit the developments and
includes interaction with representatives and physical elements presented in the community.

»  Stage 3- Home Purchase: it is still important to consider the homebuyer after they have become a
resident of either development. Research shows a third of all referrais to purchase a home are from
those already living in the community. Current residents’ perception of Momentum.Development’s

brand name cannot be forgotten,

Conclusion 1- Websites are Hard to Find: Neither Rosecrest hor Herriman Towne Center &
show up as results in common search engines, unless “Rosecrest” or “Herriman Towne Center” are :::

specifically used as key words. This limits the amount of traffic both websites can receive and forces

T ADVIS
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neighborhood, thus misrepresenting their brand and not aiding

pote;ntial home buyers to learn about the development through other means, This results in

' :

Momentum Development losing out on potential branding through their website. Below are

screenshots displaying Google and Bing search engine results when the key words, “Homes in

Herriman” are searched.
Google Search Results Bing Search Resufts

e | Bt gma-iin _,
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I Boolvya Mo e i Sor Flebos. Wired £z sodifory i it

- e x
. Hezima oot rrs - Vst 3 yTm Hios Trmh? - Krx Ser s i Merdrn
N §:1.'!4»::]‘!:_3 S:rA Heakszas

: }!unhmnl{omum:is‘;lcnxamm‘zwgscm . .
P Rk bk il . X mmm&mm

1 Somh Hrotma's Rael Bl (303 Hamas Liga FRzg & Worp i sRatiftlyoan
' N © YowFur Razs e LYoa
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Rty b- 2608 73 - Homad o3 bl rnwﬁdi—‘rtirﬂxmuﬁm : ﬂﬂdmﬁe&jsm_ﬁtmmn_&xn:&m&,_tn&mm
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Conclusion 2- Websites Do Not Reflect True Nature of Brands: Rosecrest and Herriman

W

I
1

Towne Center have two distinctive brands, but several pieces of

our research showed that once found, the developments’

websites to not reflect the actual characteristics of each

Momientum Development in reaching their branding goals.
Conclusion 3- Websites Lack information.: The Rosecrest and Herriman Towne Center

websites serve as nothing more than a link to third-party builders and give littie reflection of the

developments’ atmospheres, thus giving potential homebuyers no incentive to explore,
Conclusion 4-Mobile Techriology Plays Increasing Role in Home Buying: As is the case

with many other industries, our research showed that the role of mobile technology Is increasing in

the process of buying a home. This role includes the importance of a website domain being mobille-

friendly, the use of social media, and online video.

T 3I9VIS
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Conclusion 5- Marketing Communities Together Causes Confusion: Residents of

Herriman view the developments differently because they have lived in the area and can see the

i A L L A

differences in the developments. However, those outside the city see the developments as one unit
because Momentum Development advertises Herriman City as a whole. While this is effective in
convincing people to buy in Herriman, the company loses the opportunity to distinctly brand

Rosecrest and Herriman Towne Center through advertisements and is not able to effectively reach

the respective target markets.

Conclusion 6- Realtors and Model Home Representatives Do Not Help or Hurt the

Brand: Model home representatives are selling their respective

building companies, and are therefore motivated to provide good

customer service. However, many lack even basic knowledge of

GIYRES LR T Ty

the surrounding area as they sell their homes across the state and

have no incentive to sell specifically in Rosecrest and Herriman Towne Center. Momentum

Development is missing the opportunity strengthen the brand with this personal contact.

Conclusion 7- Residents Desire More Involvement and Information: In almost every
survey we conducted, current residents expressed the desire to have access to more information
from Momentum Development concerning upcoming events and future development. They are
eager for communit\f hosted interaction. If the residents do not have the necessary knowledge,
Momentum Development misses the chance to have their brand built through word of mou;:th.

Conclusion 8-Settled Residents are Likely to Recommend Momentum Development:
Based off of our use of a Likert scale to gage residents’ satisfaction with the area and fgedback from
our surveys and focus groups, those currently living in Rosecrest and Herriman Towne Center are

‘highly likely to recommend their community to a friend or family member. In fact, on the scale of 7,

B e

the average score was a 6.5.

FRMomenTUM
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The findings and conclusions from our research demonstrate the need for Momentum Devefopment to
re-brand Rosecrest and Herriman Towne Center in order to more effectively reach a broader market, Qur
rebranding plan works to achleve four objectives. These objectives are based on the conclusions found for

each stage in the home-buying process discussed in the previous section. We have listed our conclusions

T

here:
g Objective 1: improve anling presence.
STAGE1 =5
= Objective 2: Integrate and coordinate online marketing with mobile presence.
STAGE 2 = Objective 3: Focus marketing to the appropriate demographic and geographic segments,

T

STAGE 3 4 Objective 4: Improve awareness of brand to those under contract and current residents.

Below, we have included why each objective is vital to the successful rebranding of Rosecrest and
Herriman Towne Center. We have rationalized each objective with the conclusions that support the need for

change. We have also given the benefits successfully achieving each objective will provide,

Ratlonale (Objectwes showmg current deflciency)
Conclusion 1- Websites are Hard to Find :
Conclusion 2- Websites Do Not Reflect True Nature of Brands _ :
Conc[usmn 3 Websltes Lack Informatlon

AT RN W

3

BenefltS‘
The image presented online is the first impression potential homebuyers have of the company and is the

ki }‘ahu'én‘n,'i'th.“nﬁ

first opportunity Momentum Development has to portray the brand name of Rosécreast and Herriman Towne

Bt A el

Center. By improving the websites of the subdivisions, Momentum Development will have the chance to

s i b
R AT

establish their desired brénd image from the first interaction with customers, Improving the online presence

Lo s oot o

will give a more convenient link between potential homehuyers and the developments.

T T A A T

i
3
]
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) OBJECTIVE 2 INTEGRATE AND COORDiNATE ONL!NE MARKETING WiTH MOBILE PRESENCE

Rat:onale (Objectives showing current deficiency):
Conc[uszon 4 Mob;!e Technology P{a\fs Inmeasmg Role in Home Buy;ng

Benefits
. Although mobile applications do not have features that would be beneficial to Momentum Development, -

mobile technology does serve an increasing role in people’s lives as a whole and the company does need {o

consider this. Updating the website to be mobile-friendly will extend the company’s reach beyond the :

traditional website platform and further improve the customer-friendly and progressive brand image.

i
3
1
3

Herriman City more than advertising Rosecrest and Herriman Towne Center separately. However, as potential :

; OBJECTIVE 3 FOCUS MARKETING TO THE APPROPR%ATE DEMOGRAPHIC AND GEOGRAPHIC: EGM ENTS

Rationale {Objectives showing current deficiency):

Conciusaon 5- ptarketing Communities Together Causes Confusion
Conclusnon 6~ Realtors and Model Home Representatives Do Not HeIp or Hurt the Brand

- Beﬁeflts

As previously discussed, Momentum Development most effectively advertises by sharing the concept of

i

homebuyers come into the community and begin investigating it personally, the two developments need to

%
¥
i

\
1"
B

: does not encourage them. The ability of these third party representatives to give information specific to the

ncentive to choose Rosecrest or the Herriman Towne Center.

develop their own brand image independent of the other and more focused to their target markets,

be marketed and defined separately because the target markets for the two are different and the intersection .

of information Is confusing to potential homebuyers. Separating the two developmeénts will allow each to

The lack of information about the area is furthered by the lack of knowledge available to realtors and

mode[ home representatives. While their lack of knowledge does not deter potential homebuyers, it also

¢ community will give an increased connection to the community for potential homebuyers and give more

VY MOMENTUM
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__ OBJECTIVE 4: IMPROVE AWARENESS OF BRAND TO THOSE UNDER CONTRACT AND CURRENT RESIDENTS
. Rationale {Objectives showing current deficiency):
. Conclusicn 7- Residents Desire More Involvement and Information
. Conclusion 8-Settled Residents are Likely to Recommend Momentum Development

'__Be;r;e_fits:- B
Momentum Development cannot afford to stop their branding efforts once a home is under contract -

i because of the high velume of referrals that come from current residents. Our research showed that while
rasidents love the community they live in and sugg'ést it to potential homebuyers, there is frustration in that
they lack information about the developments and then cannot provide accurate or sufficient information to
other potential homebuyers. Provi'ding information to current ;'esidents about the development they live in

':gand promoting community spirit will ensure that residents continue to enjoy their community and

- recommend Momentum Development fo others.

Once we established goa'ls for our rebranding plan, we broke each objective into the activities that

would accomplish that goal. We have organized our activities under the objective they will help reach.

Objective 1: Improve online presence:

Search Engine Optimization: There are two methods for a company to obtain one of the first results
in a Google search. The first is through sponsored links, meaning that the company essentially purchases the
right to be the first result for chosen key words, This method is highly inefficient, however, because only
10% of people click on the first sponsored link. They have been trained to mistrust. paid results. Search

engine optimizatian {SEQY} is the process of affecting the visibllity of a wehsite through the second method,

(ARMonenTuM
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in a search engine's "organic”, or hon-sponsored, search results. This is done by placing comimonly searched
key words throughout one’s website. This will place both websites on the first page of results, allowing them
to use their websites for branding purposes and presenting a message fittin;g to the specific target markets,

Aesthetic Redesign: Updating the websites visually will improve the perception given to potential
home buyers that view the site. This is especially important in the wake of SEQ, as there will be more visits
to the website. The most important aspect of this update is giving potential home buyers a rrealistic picture
of the development they are researching and help them té} know what to expect when they move in to the
development.

Add and Update Information: Currently, the Rosecrest and Herriman Towne Center Websites serve
as little more than a link to the websites of third-party builders, This provides a convenient place for
potential homebuyers to examine all their options in builders, but gives them no information about the
community. Potential homebuyers are increasingly relying on online research before contacting a
representative to show them the community. Highlights about each community need to be added to the
respective websites and updated as becomes nacessary.

Objective 2: Integrate and coordinate online marketing with mobile presence:

HTML 5 Update: Creating a mobile presence does not necessarily mean developing a mobile app for

Rosecrest and Herriman Towne Center. In fact, creating a mobile presence can be done more simply and in
correlation with the website update. By using HTML 5 software to redesign the wehbsite, it will automatically

be mobile-friendly and easy to use no matter the device.

MoMENTUM



Y

Page [25
Utilization of Social Media: Momentum Development does not currently use social media accounts to

communicate information featured on the websites, A simple and cost effective way to create a mobile
presence is through social media. Setting up a Facebook and Twitter account for Rosecrest and Herriman

Towne Center will allow Momentum Development to highlight happenings within the developments.

Objective 3: Focus marketing to the appropriate demographic and geographic

segments:

Geographical Separation of Signage: While it Is cost effective for Momentum Development to advertise
Herriman City instead of the separate developments, separating the signs for Rosecrest and Herriman
Towne Center will help establish them as separate communities. This will allow Momentum Development to
highlight the individual benefits of both developments, establish a separate brand image for hoth
developments, and target other marketing more effectiizeiy.

M‘ovie Theater Advertisements: Momentum Development can better utilize the cu_rregt deal with Larry
H. Miller that allows them to advertise in every Megapiex Theater in the state. Rosecrest benefits from
playing advertisements in the South Jordan Megaplex because a third of residents move from areas served
by this location. The most strategic theater for Herriman Towne Center is Cinemark 24 In West Jordan, This
location is not included in Momentum Development’s current deal and needs to be added to the budget.

YouTube Advertisement: By joining the growing trend of online advertisements through fouTube’,
Momentum Development can focus video advertisements to multiple target markets. This will aliow the
company to advertise to potential Rosecrest home-buyers differgnt]y_than potential Herriman Towne Center
home-buyers. Advertising through YouTube also allows Momentum development to control how rauch to

spend on a daily basis.

(FRMomeNTUM
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Third-Party Newsletter and Brochures: In order to capitalize on stage 2 of the home huying process,

Momentum Development needs a way to keep Rosecrest and Herriman Towne Center at the front of
representatives’ minds and provide them with the information they currently lack. This can be done through
qua.rter!y e-newsletters updating representatives on new happenings in the developments. In order to
bridge any remaining gap between the knowledge of model home representatives and quéstions asked by
potential home buyers, brochures will be placed in each model home containing highlights of the
development. This will give incentive to potential homebuyers to choose to build within Rosecrest and

Herriman Towne Center.

Objective 4: Improve awareness of current residents.

“Residents’ Tab”: A simple way to prcrﬁot‘e awareness among currént residents is to create 3 tab just
for residents of the community on the websites. Momentum Development can use this tab to inform
residents in advance of development projects that will have an effect on their everyday lives, including noise
fevels and commute times. This tab can also be used to advertise community events and give inforlmation on
businesses moving into the area.

Community Events: in order to create 3 sense of community and improve the perception of their brand
with current residents, Momentum Development can host events on a quarterly basis to develop and

maintain an improved pride in the community.

RMomeNTUM
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Each of our activities has been organized according to fast and slow seasons of the housing market.
Events that will occur only once have been listed in the chart below and reoccurring events have been

scheduled on a 6 month plan beginning with june 2014,

T oNE- TIMEEQENTS 7 - o
N BTt ACTWJT_Y_ e R DATE(S)
Aesthettc Redesrgn June 6- 7 2014 :
T HTMLS Redesign - June6-7,2014
: GEOEEDF{IcaISepar;atlo-_n_c;%g:gr-tage - ..-.— jlime 7_ 2_0_14___
__creation of Resi&énés 'rab ”jdﬁé”s 7 2014‘ e

' ACTEVITY
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OPTIMIZATION foliowmgt:ps desired ;improvement: |
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©  search :withGoogle® rankings
: § _rankings = '
ADD AND UPDATE Add initial Update any
INFORMATION - information ; outdated or |
éw;th webSIte';‘E important ¢
: informataon 1

panE R TR SSIISa S ten i BT TR

ﬁeve!op a i Begm Track resu!ts,
plan for posting : : evaluate, and
¢ postingon ¢
| cialmedial ,

MOV!E TI-E EATER ¢ Obtain : Finalize ¢ egm amng m
ADVERTISEMENTS contract thh commercial ; all theaters
Cmemark 24 : i

. Evaluate
‘effectiveness;
and make
¢ changesas ¢
_heeded

. UTILIZATION OF
. SOCIAL MEDIA

Sp—

; DYOUTUBE %Determme? Setu-p' { Begin airing
ADVERTISEMENTS: targetand i AdWords

) frequency ‘withGoogle|
“THIRD PARTY | | Createfirst - Distribute ¢  Create  :Place brochures’
: NEWSLETTERS @ newsletter | first ¢ brochures !  inmodel

: AND BROCHURES :

COMMUNITY

i newsletter

Host first Evaluate “Plan second Evaluate

EVENTS : event event  ; effectiveness |  event second effectiveness,
event |
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Momentum Development currently has an annual budget of $380,800. After examining the

effectiveness of their current measures and incorporating our re-branding plan, we have projected a future
budget of $400,000. The chart below outlines the current budget and our projected budget.

e NI We made some changes in funding that are important to
i MOMENTUM DEVELOPMENT BUDGET

PROJECTED © note. The first of these is in sighage. We allocated extra

"ELEMENT ° CURRENT .

‘ DESCRIPTION [ - B
WEBSITE “$22,500 ; §52,000 : money to allow for the additional cost of separating
‘ NTERNET . 544,400 . $44,400 . advertisements of Rosecrest and Herriman Towne Center.

THEATER $163,500 | $175,000 We also increased the total spending on websites by

SIGNAGE SZU 600 230% in order to make the aesthetic and software updates
: BiLLBGARDS 335,000 our research showed necessary. The bulk of this money was
EVENTS $35 000 taken from funds currently being spent on billboards, which

we found are not as effective in branding as an improved
welisite will be.
While the internet portion of the budget will remain the

same, we suggest this money be moved from banner ads to

FRRTEN

$20 000 SEO and imiproved marketing of the websites themselves.

J
J
I

'$400,000

H ]
A L

Radio spending was cut in half, as Momentum Development

and our research showed this advertlsmg io be ineffective when compared to other medias. The event
budget was increased to allow for the community events explained in our rebranding plan. Brochures for

model homes will be funded from the increased budget for miscellaneous items.

FRAMomMeNTUM
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To evaluate the effectiveness of our rebranding plan and ensure Momentum Development receives an
appropriate return on their investment (RGI), we havé selected five metrics to measure throughout the
course of the rebranding plan. One year from the time this rebranding plan beings, on June 10, 2015, we will
judge the RO} in the following ways:

a  increased visits to the Rosecrest and Herriman Towne Center websites
= Increased conversion rate of the developments’ wek;si'tes
# ncreased traffic to model homes

®  Incregsed home sales

v {ncrease awareness of brand by current residents

The charts to the right show the percentage by ; [INCREASED VISITS TO THE ROSECREST AND HERRIMAN -
ff. TOW_NE CENTER WEBSITES

which we expect each metric to increase. Website

traffic, model home traffic, and home sales are
. ' 'méﬁéi{%;éb’ I
already monitored continuously by the company e

and will be simple to calculate.
To measure the conversion rate of the
websites, each person will be asked what source

referred them to the developments. We hope to

see the number citing the website increase by 5%.
To measure the awareness of brand by current

residents, we will ask the questions found on cur

New Resident survey at the completion of the
rebranding plan and expect to see a 25% incredse

in brand awareness.

IR MoMENTUM
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. Planned List of Activities

“People are in such a hurry to lounch their
product or business that they seldom Jock at
marketing from a bird's eye view and they don't
cregte o systematic plan.” —Dave Ramsey

- Fidelity Investiment Center — Lone Tree, Colorado

- Located 18 miles socuth of Downtown Denver, the

L ‘ ) L .
Lone Tree Fidelity Investment Center is & highly regarded Interview with Relationship Manager at Fidality itvestments

investment firm that specializes in a variety of activities

focused on saving money for retirement. Cne of the few drawbacks of the Lona Tree Investment Cantar,
however, is the fact that most clients are older White males. Cur goal is to create an innovative mar.<etmg
plan that successfully attracts Generation X prospective clients {men and women ages 35 t&f49 ) to take
advam?age of the amenities at the Fidelity Investment Center in Lone Tree, Colorado only,

St To effectively develop a strategy that resonates with Generatlon X, our team created a
rigorous research process that was composad of both primary and secondary research. Our primary research
consisted of two surveys and two persanal interviews. Our first survey was designed for employees at the
Lone Tree location, whereas cur second survay was designed for members of Generatian X. Our first personal
interview was with the Relationship Manager at tha Lone Tree Investrment Center, while qur second personal
interview was with a financial marketing specialist. We also used numerous websites and online databases to
gather outside information and statistics involving investing and advertising,

© -« Based on our research criteria and methodoiogy, our team identified several areas that
the Lone Tree Fide ity Invesiment Center could improve upon to elevate and advance its marketing approach
towards Generation X prospects and clients. Fidelity’s current website and promotional efforts have been
marginally successful and only reach a small portion of Generation X, which I3 not satisfactory. The Lone Tree
investmant Center must amplify its social media presence, augment digital advertising, act upen the specific
triggers of potential clients, and educate the general public abeut the basics of investing if it is to continue to
flourish in the financial services sector in the twenty-first century.

© Create a Facebook Page Update Existing Twitter Account

Advertise through Web Applications and Websitas - Revolutionize the Fidelity Investments App

- Create and Broadcast Progressive Television Commercials © Develop a YouTube Channel

~ Advertise on Social Media Sponsor Community Acthvities

' The total cost of our proposed strategic plan imsmS‘45;OOO and the estimated RO is 0,056,
We look forward to discussing our ideas with you.

L
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Fidelity Investments is the 23¢d largest private company in the world. It manages 41,000 empioyees
and is headguartered in Boston, Massachusetts. Founded by Edward C.
Johnson in 1946, Fidelity investments was 2 stnall mutual fund
company. Now, 70 years tater, it Is has grown immensely because the
company meticulously analyzes thelr marketing approach and then

strategically makes modifications to meet the needs of the changing

market each year. Fidelity Investments has also developed several
innovations that include developing a Retirement Rewards card and was the first mutual fund company to
Jaunch its own website.

Annuzlly, the company generatehsug..ﬁr?, blihon dollars, which is a revenue change of -1%. The
cormpany’s m_}ssion is to provide financial products and services to over 20 million different independent
clients. Thes:; services include estate pla ni'{ing, annuities, retirement services, life insurance, waalth
managernent, discount brokerage services, securities execution and ciearance, IRAs, and 401{k) roflovers.

One of the core values of Fidelity Investments is hunger for innovation and improvement. The firm
has adepted the Japanese bellef of kaizen, which strives for vast improvement through small changes each
day. Fidelity Investments also prides itseif in placing the dient’s needs first. It is Fidelity’s founding principle
to bulld long-term relationships with its clients and ultimately help them.make the right decisions, taking into
account both the ethics side and the business side of the financial industry.

Fidelity Investments is also beginning to embrace a “green” outlook on financial management.
Fidelity Investments has reduced its greenhouse gas emissions by 21% since 2007 and decreased its paper
suppression rate by 46% since their adoption of the eDelivery system, which allows every important

document to be delivered electronically to the client safely and securely. The Fidelity environmental program

T g e e oy
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includes three key parts: (1) an overarching policy that affects ail functions and business, (2} an officer that
mzanages the program with expertise in order to meintain sustainzbility, and (3} a committee to foster
performance and plan the future of the envircnmental policy of Fidelity investments.

Fidelity [nvestments was ranked the 16" happiest company in 2014, which Increased from 27% in the
pastyear. The avérage salary of a Fidelity Investments employee is $76,000, and the firm also provides a
robust benefit plan for its employees.uThese benefits include health, life, and disakility insurance, which
ancompasses several managed care and/or group plans that employees can choose from that meet their
lifestyla. Fidelity Investments also provides retirement programs and work/life programs fegg'{ts employaes.

Fideiéty Investments currently manage.s over 5,000 financial intermediary firms, calied Investment
Canters, and three are currently located in the Denver Metropolitan area {Lone Tree, South Denver,
Downtown Denver). Fidelity invastments piaces a significant emphasis on regional distinctiveness. ?"he
axecutive team believes that each region should have a Fidelity Investment Center, and that the é:enter
shouid have some regicnal variance to other Canters while stiil maintaining the core values and belilefs of the
firm. The Lone Tree iocation is described as a sarane place in the vicinity of Downtown Denver. The Center
emphasizes the fact that Denver is a cultural and historical hub, which offers many attractions. An added

bonus is that public transportation is readily available, which makes the Center accessikle for prospects and

clients.

s The South Denver Metro Investment Center is

currently situated in Lone Tree, Colorado. The population of the

state of Colorado is approximately 5,268,367 as of 2013. In

Lone Tree, the estimated popufation is 13,267, For the city of

| Lone Tree, the unemployment rate is 3.4% and 4.3% of the

populztion lies below the poverty line. In both cases, Lone Tree is below the state average (3.9%

s it S tbed s St S S




ST i Linis

American, and 0.1% Is Pacific Islander. More

“women live in the area than men; in fact, 50.4% of

T

unemployment rate and 12.3% below poverty line). The median household income is approximately
$100,659 compared to the state average of 558,244, Among employed persons above the age of 16, 53.5%
have management and professional related occupations. Anather 31.2% work in sales and other office
related jobs {http://guickfacts.census.gov}.

. Located 18 miles south of Denver, the climate in Lone Tree is typical compared o the rest of the
state. The city receives an average of 16.9 inches of rainfall and 52.5 inches of snowfall each year. The
average high temperature in July is 33°F, and the average low temperature in January is 15.3°F, The city is
5,842 feet above sea level, causing the alr to be dry and thin. Winters can be extremely harsh and cold,
wﬁereas summers can be extremely hat and arid {http:/fwww . bestplaces.net/climate).

The overzll population of Lone Tree is not particularly diverse. 87.29% of the popuiation is

White, 7.2% is Asian, 6.2% Is Hispanic or Latino, 2.2% is muitiracial, 1.6% s African American, 0.3% is Native

Popiiation of Lone Tree

wate

the popuiatién is femate. Of those men and mn o e

women, 15.9% have never been married, 74% are

married, and 7.3% are divorced. The median age

for men currentiy l§4ng in Lone Tree is 38.5 years,
Y

and the median age for women currently fiving in Lone Tree is 35.2 years, The population as a whola has a
median age of 35.5 years. Most Lone Tree citizens are well educated with 97.6% of the total popuiation
receiving a high school diploma or highar. Many residents continue to puqlrsue & higher level of education as
well, Among the population of people over 25, 38.9% have received a Bachelor's degree and 17% have
recelved a graduate or professional degree {hitp://quickfacts.census.gov).
© . The area surraunding the Fidelity Investment Center in the city of Lone Tree is an expanding

economy just south of Downtown Denver. Lone Tree itself is only a few minutes away from fast-growing
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bBusinessas, including the Centennial Airport and tha Park Meadows Mall. The Denver Tech Center (“DTCY)

and Meridian Office Park are also in close proximity, which are flourishing regions for technology businesses
in the area. Most pecple in the Denver Metro Area work in non-agriculture related jobs, and some of the
mast commaen Include education and health servicas, professional services, and transpertation services.
Although Lone Tree is net an active tourist destination, Denver tourists and visitors frequent the area in order

to enjoy the pleasures of the Park Meadows Mall (http://www.cityoflonetrae.com).

Fidelity Investments iz # blossoming business specializing 0 helping potential Enves*%)rs learn about
eppoﬁ:unilties and plans that will capitalize their gains with minimai effort. Fidelity has identified its primary
target market as any investor willing to consider new things, The company is abie to work with clients as
young as newborns and as old as retirees, .

Although the firm wants to serve a varietx} of demagraphic groups, the Lone Tree Fideiét\/z Irnvestment

R S S

-

Centear is mainly targeted toward older White males
with higher incomes. The average age of a clientis
approximately 60 with an average gross income of
SlO0,0éO; however, less than 15% of the nopulation
fits this cfescr-ip‘tion. Mosf clients live in the Denver
Metro area, The typical lifestyle of a client at the Lone
Tree Fidelity Investment Center location fs extremely relaxed. Many investors working with the firm are
retired and spend their time lefsurely. Golfing, traveling, and shopping are among the most popufar activities
because of the close praximity of golf courses, alrports, and malis. Lone Tree Goif Club, Centennial Airport,
and Park Meadows Mali offer a wide vari.et;,/ of activities in which most retirees choocse to participaie. in
addition to the numercus amenities, the friendly atmosphare of Lone Tree also appeals io fa@iiies, allowing

retirees to reside in nelghborhoads close to their children and grandchildren,
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Due to the high occurrence of management and professional related occupations in Lone Tree

(53.5%), most retiress are fairly wall aducated about the investrnent process before jaining the Fidelity

family. The availability of information on the internet allows many potential Fidelity clients to easily learn

facts shout the investing process. The Fidelity Investments website offers a vast number of resources

inciuding online tutorials and newspaper articles that teach the basics of investing. These elementary

procedures substantially help incoming clients iearn about the investing process before beginning with the

Research Goals

1. Gain insightful background informaticn
about Fidelity Investments,

2. Determine the target market for Fidelity -
Investments.

3, Understand the current marketing
strategies of Fid_ei‘tt\,; Investments.

4, Coliect usefué information and insights to
hegin to dﬁveiop an innovative marketing
pian for Generation X.

5. Gather public cpinions about investing and
retirement planning to ensure client
satisfaction from the innovative marketing

plan.

Research Methods
Primary Research

& Surveys

e o 12 guestion Fidelity Investments

employee survey

o 10 guestion online survey

& Personal Interviews

o Mr, Mike Murphy, Relationship
Manager, Fidelity Private Client
Group

o Mr. Sam Struna, Financial Marketing
Specialist |

Secondary Research

e Numerous websites and online databases
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conducted was fo maintain consistency throughout each technigue.

The following section will individually evaluate the methodology of each ressarch technigue and
provide an explanation of the rationale of the technique. For each study, the effectiveness of the

accomplishment of the research goals will be evaluated and explained. The main goal for the research

-

Our team used surveys to collect informaticr and ideas from a multitude of groupsiincluding the
desired target market. The first survey was given to members of Generation X, the second to employaes at

the Fidelity Invesiment Centerin Lone Tree. The questions in both survays had two distinct caiegories.

The first category focused strictly on information abeut the surveyee; these included: age, gender,
and profession. These questions werea not open- - 4
ended so that there was no subjectivity in the
respanse, This category was designedto be a

foundation for the remainder of the survey. This

information was éssential to the analysis af the

survey because it could be used to group the

surveyee, The second category of questions

nertained to Fidelity investments, retirement
nlans, and investing as a whole. These questions in general were open-ended, allowing for the surveyee to
incorporate whatever information they possessed about the topic of the question.

The rationale for the employee survey was to gather a wider range of information in the
development of the innovative marketing plan. Most Fidelity Lone Tree financial advisors completed the

employae survey, and we assessad aach resgonse. There was no longer a single opinfon en how to approach
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Generation X; instead, there was a collective group of ideas that
I culminated into an effective marketing strategy. The employee survey

was critical for three of the research goals: (1) determining the target

market for Fidelity investments, (2) understanding the current target
market for Fidelity Investments, and {3) collecting information and

1 insights to develop an Innovative marketing plan tajlored specifically o

" Generation X. The rationale for the online survey was to gather
infarmation from the general public so that our team could develop a marketing plan taking into account

nrospective and current client knowledge, ideas, and insights.

We conducted a personal interview at the Lone Tree Fidelity Investment Center to gather
‘ information about the firm, its current marketing strategy, and how the firm functions. During the research
“process, we first interviewed Mr, Mike Murphy, the Fidelity Relationship Manager, at his Lone Tree office.
The methodsi%;s.ed during the interview were designed to obtain the maximum amount of information from
Mr. Murphy. We entered the interview with a prepared list of questions that we asked Mr, Murphy. The
guestions were open-ended and facilitated the development of ather
guestions, The ratiénale for this interview was to attain information about

Figelity Invesiments and how the firm conducts business. Mr. Murphy alsc

provided information about the currant marketing strategy for Fidelity

investments. The interview was alsc conducted in order to recefyve ideas

and information about developing an Innovative marketing plan from Mr,

Murphy, This personal interview successfully accomplished the first four

previously outlined goals for our research.




Wa conductad 3 second personal intarview later in the year,

We met with Mr. Sam Struna, an independent financial marketing
specialist, at the DTC Panera Bread restaurant. Mr, Struna is a recent
college graduate who enterad the work force within the past two
vears. The methodolagies of this interview were similar to the

interview with Mr, Murphy, We asked Mr. Struna a modified set of

questions derlved from the same guestions asked of Mr. Murphy

because My, Struna is not a current Fidelity Investments employee. The rationale for interviewing Mr. Struna
‘ o

was to obtain more information about investing and retirement from a business professional that is not
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employed by Fidelity. This enabled our team to generate a broader range of ideas to develop an innovativa

marketing plan for the Lone Tree Fidelity investment Center. This interview successfully accomplished goals 4

‘

AL L

and 5 and provided a different perspective from 2 professional that recently entered the business world.

i

In addition to the primary research that was described above, our team conducted an ample amount
of secondsry research. Secondary research is research that was complled and analyzed by other
professionals. This particular research was used as support when creating our own ideas and suppositions,

Qur secondary research was primarily obtained through thetnternet, online databases, and eBooks. The

D p—

rationale for gathering this research was to acguire valuable background information and statistics about

investing and retirament as 2 whole. The Information was zlso used ta gain insightful postulations about

current marketing strategies and other proposals for creating an innovative marketing plan for Generation X,

The following section describes the process and methods used to conduct our various forms of
research. Each section begins with a timaline of the selected research methods foliowed by @ more in-depth

daseription of each method.




Type

Online Survey

. Employee Survey

[ P s e P

November 2014~
December 2014

Datels)

" December 14, 2014~
December 18, 2014

Timeline of Surveys

Location Conducted Number of Responses

- www.surevymonkey.com 40

. Fidelity Investments 5
. (Lone Trae)

Research Technigues

- Online Survey 18 guestions
¢ Distribution Methods
o  Emall
. o Social Media
. Employee Survey e 12 guesticns
' Distribution Methods
o Emailed representative fo
distribute among the employees .
Sample Questions
 Gnline Survey ® At what age did you
: start saving money for .l
retirement? o e
e How much did you ’
know about investing
when you graduated
college?
10




Employee Survey

& How do vou think
Fidelity shoutd market
towards Generation X7?

® \What is the average age
of your clients?

Timeline of Perscnal Interviews

Mr. Mike Murphy . Relationship Manager

o My, Sam Struna Financial Marketing

Mr. Mike Murphy

~ Mr. Sam Struna

Research Technigues

Investments

Aanmer,
Ut
Trank e 30
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- Date [nterviewed

: November 13, 2014

. December 5, 2014

L

. Location
Fidelity Investments
{Lone Trea)
" Panera Bread
- (Denver Tech Center)

e Asked ahout the background of Fidelity

Discussed current marketing efforts and goals
Created ideas for an innovative marketing plan

@ Asked questions regarding Investment for yaung

aduits as 3 whale

e Asked questions about ways to effectively market

to Generation X
o Created ideas for an innovative marketing plan




- Mr. Mike Murphy

© M, Sam Strunz

&
k9
We used numerous other sources to build a streng foundation Tor cur project and support our own

Sample Questicns

How do you promote
your services to the
general popuiation?

if you could market to
any genarational group,
what group would it be?
Overail, have all your

nromotionai efforts been

successful and/or
effective? How sov

How should a company
market towards
Generztion X?

How can you ensure that

a client will have z well-
managed future?

explained the behaviors of most adults towaras investing.
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primary research. In order to procure adequate research, we used several websites that provided statistics
concerning digital advertising. We found www statisticbrain.com and www statista.com to be especially

helpful and informative. In addition to statistical data, we gained access t¢ severai news articles that
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In this section, the information gathered for each method was compiled and arranged into bulletad

lists. Same of the findings are expressed as visuals and not text.

) L Wihat s your age?
® 54% of respondents begzn saving monay for LR

retirement between ages 21 and 40

e 57% of respondents had no debt after finishing college

& 68% of respondents have used an investment firm to

help manage their money -

e 85% of respondents had [ittle to no knowledge of

LT Abwhat age did o sEar saving nienay
investment and retirement planning after finishing for refifement? ‘ .

their collegiate education

o 23% of respondents used a retirement plan provided as s
a benefit from thelr job wa § :
& 41% of respondents are not satisfied with their currant ““% :

retirement plan

a 80% of respondents were male
e 100% of respondents had $10,000 or more in debt after finishing their coliege career
# The average age of the employee’s clients is 58 years of age

8 0% of employes clients cama to the firm because they heard of it through social media

13
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100% beliove that Fidelity has an advantage over other firms because it provides the overall best
value at an affordable cost

100% think that the best way to market to Generation X is through family referrats and social mediz
100% believe Fidelity Investments does not have a cookie cutter retirement plan; each client receives

a unigue plan basad on thelr own specific needs or investment goals

Fidelity Investments aims to maintain relationships with

clients for as long as possible

Their website is described as “user friendiy”

Let's talk sbout
your retirament.

Fidelity Investments has a Twitter account and does not

maintain a Facebook account

Competitors, Hke Charles Schwab, utilize many forms of

g of: Ine taptures o 2 Loy oty ele R 1=
shachwg pecaml wiliou! Rallwier 7 S
siin lebe s

social media to advertise -

Comrj‘f;ercials mainly promote services

Overall, Fidelity's promotional efforts have been successful in attracting their desired target markst
{otder White males)

Fidelity Invgstments wants te work with more female cliénts to gain market share and increase
revenue

Ease of access to technology increases the number of prospects to whom Fidelity Investments can
market s services )

Fidelity Investments offers online tutoring about investments on thelr website

If Fidelity investments could market to any generational group, the firm would market to Generation

X because of the mass transfer of wealth that is expected to occur within the next several vears




Fidelity Investiments needs to better educate their potential clients about the investing process and
the firm’s value proposition to capture the Generztion X market

Mass media campaigns are the best way 10 adveriise to Generation X

Generation X is projecied to receive a substaniial amount of wealth in the next decade because as

Baby Boomers begin to age a;nd pass on, they will transfer their wesalth
The investment process neads to hegin at an earlier age In ioday’s economy because people have

tanger life expectancias and the cost of retirement is incraasing i
tse of mobile techhology {particularly smartphones} is crucial to a successful marketing plan

Generation X responds to certain propositions in a marketing plan including accessibility,

individuality, efficlency, price, and effectiveness

YouTube is gaining in popularity and is more affordahie to utilize than other forms of advertising

$50.71 billion is spent annually on digitel advertising in the United 5tates

$210 is spent annually on digital advertising per internet user in the United States

Digital advertising spending in the United States from 2012 to 2012 (In billlori 1.5,

dollars)

el
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& 74% of North Americans use the
internet and the average time spent on
a computer per perscn in one month is
56 holurs

e  Facebook’s advertising revenue
worldwide is §17.23 billion

& Facebook is the top method
used to share cndine video ads by US

internet users
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48% of 18-34 year olds check Facebock
when they wake up each morning
18.8% of advertising in the US is spent
on cable television

16.6% of advertising in the US is spent
on network television

5,7% of advertising in the US is spent on
the Internet

Numerous studies demonstrate that
higher-educated young adults express
high levels of confusion when discussing

topics of saving and investing

Bistcibuzion of U, advertising spending in 2012, by medinm

e

e

During a recession, a person’s financtal ignorance and fear increases

Highliféveis of unemployment, rising costs of living, depressed wages, and record student debt all add

up and push back “aduit” activities like marriage, home ownership, and investing

The stock market Is not particularly enticing to young aduits

After comnleting our research, our team concluded that there are three stages a ciient goes

through to develop a retirement plan with an investment firm. To properiy create a comprehensive

Finding an e
) Primary
Investment - .
K Meetings
Firm i

Regular
Interaction
& Edu_ca’cian

a

marketing plan for Generation X, each
stage needs to be considered

individually and thoroughly.
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Stage 1- Finding an [nvestment Firm

@ This is the most critical stage to gain new clients. Accordingly, the proposed marketing plan pays
particular attentlon on the initial stage. To this end, Fidelity Investments must provide a positive
first impression on the new cllent. Also, this stage wifl faciiitate the client setting up & meetiing with

: one of the Lone Tree Fidelity Investment Center employees.

Stage 2- Primary Meetings i

The second stage marks the beginning of daveloping the clent’s specific retirement piah, Each
Lone Tree Fidelity Investment Representative will need to create a plan for the client as well as
build a professional relationship with that client. This stage alsc marks the start of personéi

Interaction between the client and the Investment Representative,

Stage 3- Regular Interaction and Education

o This final stage s the longest of the three, It represents the time from the first meeting unti
termination of the retirement plan, The Investment Representative will need to conﬁnue building
and maintaining the professional refationship as well as modify and upgrade the retirement plan.
The clients will also have to continue to educate themselves about investment and retirement

strategies and Fidelity Investments Is the gateway for that education.

JEogizs s Digitat marketing is the

use of electronic equipment to interact with the popufation. Qur research concluded that 74% of North
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Americans use the Infernet and that the average time spent on 2 computer per person in one month is 68
hours, Our research also concluded that Internet spending for marketing has increased over the past five
years. With this substantial amount of time and monsy spent on the Internet, it is only logical that an
innovative marketing plan aimed at a younger group of paople needs to include the Internet. The Lone Tree
Fidelity investment Center cannot solely market to Generation X over the internet, and the Investment

Center can zlso pravide opportunities for Generation X to become better informed and involved in their

financial future.

24
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Through our research, we discovered that most of digital advertising Is done through various forms of i
social media thus making Facebook, Twitter, Instagram, and several others
rlatforms particutarly appealing to prospering companies, We have
. determined that an increasing number of our prospective clients enjoy using
" social media; therefore, it is a straightforward and effective_way to attract
new clients. ;&éthough the Lone Tree Fidelity investment Center aiready
maintains & Twitter account, It must be updated if the firm wants to meet its strategic goal to continue to
grow and develop. Revolutionizing the social media platform would make Fidelity's online and smartphone
presence more rob-fyst. Creating a Facebook page would also be zdvantageous and éct as another vehicie
to drive client growth and revenue,
In our research, both of the individuals we personally interviewed discusqsed the massive shift in wealth
that is expected to occur over the next decade. Each mamber of Generation ¥ will have more wealth than )
. f—r.
the Baby Boomers because there are fewer people in Generation X. The wealth will be condensed, and ’% '
k2

each person will have more money to manage. If Fidelity investments can successfully market to the

Generation ¥, then the firm will drive more business, which equates to continued revenue and prosperity,

18
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researching the investing behavior of most adults, we ascertained
that many do not want to enter the ordeals of the stock market due
to fear of the unknown. Therigmrance of maost Generation X
meambers impedes upon their ability to truiy take advanta'ge of the

benefits of investing. By educating prospective clients about the

base.

cannot be overstated.
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_Qur research concluded that
Generation X responds to accessibility, individuality, afficiency, price, and effectiveness. We inferred that
all five of these triggers must be integrated into the marketing plan because they are the best way to get
Genaration X involved. We have aiso concluded that the methods to deploy these triggers are through

the use of technelogy (especially smariphones), social media, and other cutting edge techniques.

cc o After

Stay connedtsd to the
tmarkets and your money

perks of investing earlier, the Lone Tree Fidelity Investment Center will be able to increase their client

the past severa! years, YouTube has exploded in popularity and has become a viable tutarial platform. The

is insurmountahble. Qur research indicated that YouTuhe is one of the preeminent mechanisms to educate
prospective clients. Prospects and clients can access the tutorials in the comfort of their own homes, and
the Lone Tree Fidelity Investmant Center is able to accass a diagnostic tool showing how many people

watched the videcs and for how long. The role YouTube plays in the marketing process to young adults

The findings and conclusions from our research demonstrate the need for the Fidality Investments

[acation in Lone Tree to expand its current marketing plan in arder to reach Generation X. Qur innovative

ability of a company to create short, informational videos that can be distributed 1o a vast number of pecple
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olan works to achieve five main objectives. These objectives are based on the research we obtained, which

was discussed in the previous section. We have listed each objective below.

- Improve social media presence
integrate future advertising with a stronger mobile presence
. Focus commercials on the individuality and accessibility of the business
- Educate potential clients about investment and retirement plans
_Increase sales and grow business
Below, we further elaborate on each objective. We have also included why each individual objectivel

is critical as well as beneficial to a successful marketing plan directed towards Generation X.

OBJECTIVE L EMPROVE SOCIAL MEDIA PRESENCE

; RatJ;r;al; The lrﬁ;ge FJdellty presents on secial media is critical to attrar;t-.pro.;sp.e.ct!\;fé-ci\ents EI"llle”
portray the firm in a positive light. By expanding the number of social media networks, the firm
sho'u-f'a resuit in a corresponding increase of the number of prospective clients. Social mediz also
enables Fidelity investments to estahlish an initial relationship with & client, which is the first stage
& persen goes through during the investing process,

OBJECT!VE 2 INTEGRATE FUTURE ADVERTIS NG W{TH A STRONGER MOBILE PRESENCE

® Ratlonale Moblle techno OgY, espec;al!y smartphones is becomjng more and more popuiar
because of the extensive functions it can perform. The Fidelity Lone Tree Investment Center
should consider the increasing role mohile technology serves, Updating the Fidelity app and the

website wifl extend the firm’s reach and foster new relationships with clients.




 QRIECTIVE 3: FOCUS COMMERCIALS ON THE INDIVIDUALITY AND ACCESSIBILITY OF THE SUSINESS

| é ﬁ;tiogaié: The Loﬁé Tree Fidelity mve.sttl“n-ent.(.iém::“er priclirésr itsélf on creatingﬁunique inu\lfe;sl%menf
and retirement pians for avery single client. No client receives the same generic approach. This
strategy is critical during the second stage of the investing process. If the firm can successtully
market these exclusive traits, more Generation X clients will begin to Investigate and set up
oreliminary meetings because they will believe that they are important to the firm. In the end,

individuality and accessibility are two of the maost significant triggers for Generation X,

T ———
ORJECTIVE 4: EDUCATE POTENTIAL CLIENTS ARBOUT INVESTMENT AND RETIREMENT PLANS
s Rationale: As previously discussed, Generation X is hesitant ta enter the investing market bacause

of the recession. Ignorance permeates their minds, which hinders their capacity to truly .

comprehend the vaiue and relevance of the stock market. By educating the popuiace concerning

nvesting basics, research dictates that saveral prospects will begin to migrate towards the firm and

establish permanent relationships. Education is paramount throughout the third stage of the

investing process.

OBJECTIVE 5: INCREASE SALES AND GROW BUSINESS

e Rationale: This objective is essential because Fidellty Investments cannot exist if it Is not profitable,

The Lone Tree Fidelity Investment Center is not maximizing its financial gains beczuse its current

marketing plan only caters to a smalil minority of the population. Increasing sales and growing

market share will enanle the firm to be more productive and reach a wider array of clients. In the
* long run, the Lone Tree Fidelity Investment Center will increase revenue and grow market share

with an effective, innovatjve strategic plan directed towards Generation X.

21
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Simply put, the Lone Tree Fidelity Investment Center needs to enhance and augment their current
marketing pian if it wants to evolve as a firm, distinguish itself from the competition, and be at the forefront
in future generations, Our objectives above specifically focus on an innovative marketing plan directed
towards Generation X, This generational group offers incredible opportunity for the firm due to the mass
transter of wealth that is discarnable in the next few years, The Lone Tree Fidelity Investiment Center must

take advantage of this opportunity in order for the business to gain market share.

After establishing a series of goals we plan to achisve through our innovative marketing pian, we
must be able to attain these goals in order to galn market share. While setting goals is important, we must
also be abie to create activities and meet sensitive timelines to attain our desired results. Without structure
and an innovative marketing plan, the Lone Tree Fidelity investment Center will not be able to effectively
reach to Generation X. We have organized our proposed activities by their individual objective, which are

" then followed by a corresponding six-month timeline,

Createa .- Update
Facebook - Twitter
f Page = Account

Create a Facebook Page: The Lone Tree Fidelity Investment Center does not currently maintain a Facebook page
to communicate information about the firm. A straightforward and cost effective way to advertise and establish g
stronger initial link with prospective clients, especially Generation X, is to create a Facebook page where
prospactive clients can learn basic information about investing and the firm. Our research indicates that expanding
our marketing technigues to Facehook will allow the Lone Tree Fidelity Investment Center to better connect with

to Generation X because it is 2 popular and relevant social network,
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Update Twitter Account: While Fidelity Investments currently uses Twitter as a way to connect with people, it is
highly inefficient at attracting prospective clients. We plan to revolutionize the Twitter account by tweeting daily
facts and updates about investing and the stock market that will capture the attention of many Generation X
prospects. The tweets will be straightforward, captivating, and informative. The tweets will inform the reader
about the perks of investing early and why Fidelity Investments is the preerainent firm in the financial sector. By
updating the Lone Tree Fidelity Investment Center Twitter account, Generation X prospects and clients will receive

real-time details and facts on the latast happenings in the invesiing world and the firm instantaneously.

s

Advertise Update
through , Fidelity
Applications . investments
" and Websites - : App

Advertise through Applications and Websites: Our rﬁéﬁ'keting st-rategy plans to use popular applications and
websites to reach Generation X with banners and pop-up ads about Fidelity Investments. Popular websites can
include www.netflix.com and www.amazon.com. Our research revealed that members of this generational group
constantly visit these high-traffic websites. if Fidelity Investmaents advertises on these websites, then an increasad
nu_mber of prospective clients will learn about the firm, which in turn can gréyv market share,

Update Fidelity Investments App: Currently, the application is used primarily for existing clients; however, if the
Lone Tree Fidelity Inves'tme-nt Center wants to suzcessfully market to Generation X, it must be revoluticnized, As
indicated by our research, Generation X is devoted to their smartphones, so the Lone Tree Fidelity Investment
Center must find a way to reach prospective clients through the application. We beliave that the present
application can be effectively updated with three tabs: (1) 3 beginner tzb where interested prospects and clients
can learn sbout the principles of investment and strategies for cresting a retirement plan with the firm, {(2) a

location tab on which a prospect can find the Lone Tree Fidelity Investment Center location and schedule meetings
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directly, and (3) a help tab where prospects and clients can download refevant information and current news

articles to ecucate themselves about retirement,

Create Advertise New

;'; Commercials _ Commercials
- that Emphasize During Local
- the Originality Newscasts

of Plans

Create Commoercials that Emphasize the Originality of Plans: These commercials will showcase the manner in
which the Lone Tree Fidelity Investment Center sets itself apart from the competition, driving more prospective |
clients to it. Straightforward 30-second commercial spots can be developed to highlight the distinctive client value
the firm generates comparad 1o its competitors. Generation X will respond favorably to these commercials
because individuality is a focal point for this age group.

Advertise New Commerdials During Loc.'_al Newscasts: The Lone Tree Fidality lnves:tment Center can muore
effect'we%-y rgg{ch Generation ¥ by airing the new commercialsthroughout the day and night during iocal

newscasts. %NEWS and SNEWS are potential avenues that lend support to reach the Generation X demographic.,

THFRTETT

Research dictates that the most effective times to air the television spots will-be during the 6:00 PM and 10:00 PM
newscasts because a vast majority of the Generatian X views the news during these pericds. Consistently
advertising the aufhentic benefits of the Lone Tree Fidelity Investment Center at times when most Generation X

consumers are watching television wili effectively increase the number of prospective clients and generate new

revente.

Create Advertise
YouTube on Social
Channel Viedia

I
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Creatie YouTube Channel: A straightforward and economical mechanism te educate Generation X is to develop a
YouTube channef where the Lone Tree Fidelity Investment Center can post four to five minute tutorials explaining
the benefits of nvesting and planning retirement early. Our research shows that Generation X is il Informed,
which presents an incredible oppartunity for the Lone Tree Fidelity Investmant Center. YouTube Is a viable
platform because it1s an effective way to articulate important information to the pepulace, especially Generation
X. Creating a YouTube channel Is also practical because it can be accessed by anyone with an Intarnet connection.
Advertise on Social Media: Ancther viable option to educate Generation X is through cost-per-click ads on social
media. The Lone Tree Investment Center can create Faceboeok advertisements that adults can view while scanning
3
their News Feeds. if clicked, the ad will diract the prospect to Fidelity’s website and provide addiiional marketing

information to persuade the prospect to invest at the Lone Tree Center. For Generation X members who

freguently visit Facebook, social media advertising offers an alternative platform to cemmunicata our message.

~ Sponsor
- Community
Activities

Sponsor Communifcy Activities: In addition to the promotional strategies we have discussed throughout this plan,
thé Lone Tree Fidelity Investment Center can sponsar various events in the surrounding communities including 3K
runs and food drives to create a sense of identity and improve the percepticn of the firm. This marketing strategy
is relevant to Generation X because a sense of cooperative spirit and volunteerism is important to this age group.
Sponsoring community activities enables the firm to reach a broader and more diverse audience, which in turn
drives market share and increases revenue,

. Fach of our activities has been organized in a table below detailing the

specific timeline we plan to meet in order to better serve Generation X. Our projected timeline begins this

June and ends this November,




© ACTIVITY

Create a
Facebook
Page

. Update
j Twitter
¢ Account

© Advertise
through

. Applications
and Websites

i Update

* Fidelity

. Investments
" App

. Create and
Advertise
New

Create
* YouTube
" Channel

- Advertise on
Soclal Media

Sponsor
Community
- Activities

JUNE

Hire social media
consultant to
develap a
Facebook page

Work with sociat

" media consultant
to update Twitter
' account

Procure contract
with

- www. netflix.com

and
WWW . AIM&Ezon.coim

Consult with app
- developer to
. design naw tabs

. Meet with

consultants for

1 JNEWS or SNEWS
Commerciais”
: plan and develop
f new online

- tutorials

Ou‘ffine primitive

ads for Faceboaok

. Research and
: analyze potential
Lcomimunity events

JULY

Generate
content

‘ Begin

- tweeting
. daily facts
- and updates

Finalize

. banners and

pop-up ads

- Release

updated app

- with new
. fabs

Negotiate a

contract with

- elther news
station

Create
YouTube

: channel

Finalize
Facebook
ads

- Sponsor first
- community
D event

AUGUST SEPTEMEER OCTOBER NOVEMBER
Begin Evaluate
posting e effectiveness

Begin

Evaluate
effectiveness

dispiaying
new ads
- Evaluate
, - e . effectiveness
Finalize . Begin airing

© commercial -

- Begin _ Fvaluate
relaasing . effectiveness
tutorialsona | ‘
weekly basis
Display initial  Evaluate

~ads on effectiveness - i
Facebookto  ~ and make K T

" Generation X . chahges as
usars needed

" Evaluate " Research and ~ Sponsor - Evaluate
effectiveness . anslyze : second effectiveness

' . additional commLunity '

© community event

. Bvents




Histerically, the Lone Tree Fidelity Investment Center has mainly attracted and assisted clients over the age of
60, which is currently becoming a major problem as the Baby Boomers begin to pass away. The main goal of our
innovative marketing pian is to entice Generation X to understand the advantages of developing a financiat
relationship with the firm so it contmue; to prosper well into the future, To evaluate the effectiveness of our plan,
we have selacted five metrics to assess the effectiveness of our innovative strategy throughaut the marketing
campalgn. | Y
. Astralghtforward way to tell If our marketing
plan is working is to track the number of Generation X prospects who enter the Lone Tree Fidelity [nvestment
Centers, Asking clients to complete 2 short quastionnaire about their experience before leaving the ﬁrm‘ wilt
complete this task without much effort. At the end of each month, we will review the completed quest;ionnaires
and categorize the responses based on age. If our marketing plan is successful, we will see a steady increase of

prospects and clients ages 35 to 49 over an extended peried of time.,

- During the initlal meetings with prospective clients, we will

instruct employees to ask how the clients learned about the firm. Similar to the questionnaire, employees will
record the results énd review them at the end of each month. The marketing plan is designed to drive increased
traffic to the firm because the improved and strategic marketing
techniques are directed towards Generation X. Research dictates
that an approximate increase of 20% in prospects and clients that

learned about Fidelity Investments through social media or digital

and tefevision advertising will be considered a succass.,

Te adequately critique if our Innovative marketing glan

delivers a positive refurn on investment, our tezam will consistently monitor the firm'’s sales pipeline, which

encompasses prospects and new cliant accounts on a monthly basis. Because advertising often has a delayed
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effect, our team will not be discouraged if the firm does not see immediate increase in the numbers of prospects
and clients. A 25% increase in total new sales accounts after eighth months will be recognized as 2 success. Within
the next three to four years, we expect to see a 30% increase in new account sales for Generat“on X clients at the
Lone Tree Fidelity investment Center.

A business cannot effectively function if it does not retain clients
as well as employees. The Lone Tree Fidelity investment Center must not forget to support established clients and
staff members during this exciting new marketing campaign. Altheugh the firm wants te continue to prosper and
reach a new target market, it must remember that its current clients
contributed to the firm’s success in the first place, Loging clients and
employees is a vital mistake that the firm cannot afford. We anticipate
that less than 5% of current clients and employaes will leave during the
launch of our new marketing plan.

LRSI T L T el T Tnnle e LD Oneof the

'ncent}veé of“EJsing of social media as & marketing platform is the ability to analyze the number of individuals who
visit the ‘f‘srrﬁf’is pages and click on the firm’s ads. Cur team can ocbserve the number of fikes, follows, views, and
clicks each of our social media pages and ads receives in the next six months to determine if our marketing plan is
effective, An average of 10,000 likes on Facebook, 200,000 followers on Twitter, 5,0DQ views on YouTube tutorials,
and 5,000 clicks anﬁads will validate the effectiveness.

Our team’s plan to measure the effectiveness of the Lone Tree Fidelity Investment Canter's marketing
strategy is ongoing. As a thriving business, the Lone Tree Fidelity Investment Center's goal is to continue to drive a

larger market share and generate increased revenues.

VI

in the following section, we will discuss our proposed budget and return on investment for our innovative

marketing plan for the Lone Tree Fidelity Investmeant Canter.




After incorporating our Innovative strategic marketing plan directed towards Generation X, the Lone Trea

Fidelity Investment Center should apportion 45,000 of its future annual budget for this expenditure. The chart

below outlines the calculated costs associated with our proposed strategies.

Activity Cost

Creation of Facehook ¥age 500
Tustter Account Upasts . 51,500

tdaintenance of Social Mudia Pages 51,500
Metflly and Amazon Advectizing 58,000

Fidafivy investments app Updare 510,000

Loca! News Advertsing $5,000
YouTube Channe! 67,500
Socksl Madia Advertising : §8,000

Sponsorship of Community Events 56,000

Total Cost £45,060

We allocated a significant sum of money to the
promotion of sacial media, especially Faceboaok and Twitter,
in this budget. The creation of a Facebook page will
approximately cost $500, The majority of this expendiiure
will be used to compensate the current employee that wiil
design and release the page. The same emplovee will also
be appointed to update our Twitter account. We estimate
that this will cost an additional $1,500. After oai‘employee
successfully launches the new Facebeook Page and Twitter

account, we will permanently promote him or her to

monitor our secial media networks. Since this staff member is already part of the firm, we predict that $1,500 wili

be added to his or her exjsting salary. The total social media budget for Facebook and Twitter is, therefore,

estimated to be $3,500.

While the social media portion of our budget Is of high importance, we intend to designate approximately

30% of our budget to digital and television advertising. This line iterm will be used to pay for the creation and

distribution of the new digital and television advertisements and commercials.

The largest budget approgriation is set aside to update of the Fidelity Investments application. We predict

the total cost to be $10,009, The money will be used to hire an app developer whao will redesign the app and

create the new tabs described earlier in our proposed marking plan. Although there is some risk by allocating this

money to an update app, our research demonstrates that the firm must have a strong mobile presence to be

successful in today’s global ecohomy. Updating the app will ensure an increase in revenue.
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To create and develop online tutorials to educate Generation X about the investment process, our team
set aside $7,500. This expenditure will primarily be used 1o develop the videos the firm will post oh YouTube. The
Lone Tree Fideiity investment Center will actually save money by posting tutorials on YouTube because there-is no
cost to activate an account.

A small fraction of our budget is aliocated for social media advertising and community events. Both
expenses are economical, and the projected gains will be overwhelmingly positive.

Our team projects that the Lone Tree Fidelity Investment Center will make $47,500 from this innovative
mar‘ket'ing plan directed to Generation X, When our taam factors in the costs assoclated with the plan, we
estimate that the firm's return on investment ts 0.056. Our mathematical calculations are below.

RO| = {Gain from Investment — Cost of investmient) Overall, our team believes that our propesed
[Cost of Investment)

e e e : marketing plan and budget will attract new Generation X
RO = {347,500 ~ $45,000) = §.056 = 5.6% &F €
{545,000)

clienteie that will become lifelong clients of the firm.
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Weabsites

”

e hiiod/fwww bestplaces.net/climate/city/colorado/ione tres

¢ hitp//www.cityoflonetree com/index.aspx?NiD=237

s hitpsy//www fidelity.com/

o ht‘tp://wxgiw,forbes.com/comcanées/ﬁde%ity~mvestments/

e hitps://www.gcogle.com/maps/place/Fidelity+Hnvestments/

e hitp://ouickfacts.census.gov/ofd/states/08/0845955. himl

e hifp//www.statistichrain.com/Taceboolk-statistics

e htip//www.statisticbrain.com/intemet-statistics/

) ht“tp://wwxw.s‘tat%s“ficbra'm.com/intemet-use-statist%cs/

¢ hittpy//www statista.com/search/Po=digital9%2 Badvertising

Consultants
e Mr. Mike Murphy, Relationship Manager, Fidelity Private Client Group

e Mr. Sam Struna, Financial Marketing Specialist

30




SINANCE
OPERATIONS
RESEARCH
CVENT

1 Place
SOPHIA GE
HANNAH WANG

Bayview Secondary School, ON







L INTRODUCTION ... e Eaineririer s e ey aniren e aea s R nn rnan rearaeR R TR A e 3

A, Description of the bUSINESS.........ii i e, 3
B. Description 0T the SomMUNITY (oo e 5

C. OQverview of the business or organization’s current culture or smployee engagement
g

Sl A I S . o e 6
Il RESEARCH METHODS USED IN THE STUDY o ricricrioninecscassrsrssssnssssnsessansssnssseansvass seses 7
A. Description and rationale of methodologies selected to conduct the research ... s 7
B. Process used to conduct selected research methods.................. e, 8
Y. FINDINGS AND CONCLUSIONS .. ssmres e s eeseeseransksE AR AR SRR nanan sransnennane can A6
A, Findings and conclusions to the research study ..., JOT 10
B. Conclusions based onthe findings ... 16
V. PROPOSED STRATEGIC PLAN ..o inensnenene Saners EeExERRA TS AR IR A3 KAd SR cn e e nnRanearen A8
A, Objectives and raticnale of the proposed plan ... 18
B. Proposedplanandtimeline.............l e — e e 23
C. Proposed metrics or key performance indicators to measure plan effectiveness ... 24

VE. PROPOSED BUDGET aoesoeosevsrsresesssessesssssesrssssmsssessesessssossessesseesesesssssssssseeseesseoseeee oo 37
VL BIBLIOGRAPHY oo e tees s e s sesseeseeesmesseessessessseesens ereee e treaee et aeans et rreseeenns 29




ed !eaéer in financlal services, The Royal Bank of Canada is by market

capitalization the largesf:fnancsai institufion in Canada. It has bases in 40 different countries providing
sarvices {o over 15 million clisnts with over 81,000 employess. RBC provides a variety of financial
services in 5 distinct business segments: personal and commercial banking, insurance, wealth
managemeant, capital markets, and investor and treasury services.

: PR@BLEM

Historically, fi fnanosai oapﬁai has been the most ;mportant indicator of a company's success or
limitations: now, human capital is becoming a largely competitive Tacior especially in the financs
industry, Having a strong employee base directly leads to quality, productivity, and an improved brand
image. However, RBC's current engagement methods such as RBC Connect, although partially
effective, fail 10 engage the entire employes base. To retain s position as a leader in the human
resource sector and to maximize employee talent, RBC must find innovative approaches to strengthen
the engagemaent level of current and future employees.

"'_RESEARCH METH@DS

After cansidering a muintude of poteni‘sai research methods it was concluded that the foilowmg four
would be most effective to gather the necessary qualitative and quantitative data: surveys, focus
groups, corporate interviews, and secondary research. Using this research methodology, a
series of 3 studies was conducted: |

Study #1 Study #3

Study #2

RBC's curren’{ empioyee engagement 1n|t;atlves are effective fc some extent, howe\fer they fail {o
meet a number of specific needs of their employees. Fortunatety, RBC has the necessary financial
and inteflectual resources to establish an effective engagement program with clear objectives to
address these issues.

/ ™~ 7 : : ; ™
o % Poor senior management { % Recognize the achievemenis of all employses and
4 .
£ % Infrequent and ineffective _ promote company culture , ,
£ communication g @ Encourage discussion and innovation, while
g:: & Lack of promotional % zzgwgwrténalcaing corporate goals to all managers
ol coporiunities and talent e ployees ‘
: mobility w s Improve upper management and carry thelr
£ 4 Employees feel o influence onto employess
£ g - e
o unapprecieted % Facilitate internal talent mobility to allow
\ : opporiunities for corporate advancement ;
e -
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PROPOSED PLAN AND TIMEL?NE

The RBC GOLD !mt;ative will be mplemented in a!l Canacfian RBC branches and oﬁ;ces begmnlng
in 2017, This program comprises of:

% INSPIRE Leadership Summit; A 3-day annual leadership and
employee engagement training conference held in Toronto and
Vancouver for RBC branch managers as well as director-level and
higher office employees

% Discussion Table: Bi-monthly discussion mestings between
employees and their manager to build connections, establish clear
goais, and encourage leadership and creativity

% CareerVision: An individual professional development program RBC GOLD logo

-consisting of semi-annual mestings between employees and &
manager or Human Rresources; and

» Employee Appreciation: A recognition program designed to reach a wide range of emplovess

with smali-scale awards

The GOLD Initiative will run on an annual basis, and will be managed by RBC's Human Resources
department at select head offices throughout Canada. Every year, the program will be re-evaluated
and re-budgeted to accommodate for feedback. The planning stages will pegin in September 20186,
and the first leadership conference will take place February 2017,

: PROPOSED METR?C

in order to accurate%y descnbe the sUCcess of thss employee engagement grogram, both quantliah\re
and qualitative measures will be taken. This will be completed through the Integrated Operational
Feedback System (IOFS):

£

Quarterly pulse | Focus groups Annuai empioyee | Day-to-day
[ £ H
surveys reports observation

i

In addition to IOFS, the success of RBC GOLD will be meas&red by three key performance indicators:
employee performance reviews for qualitative analysis, as well as employee turncver rate and
annual revenue increase for quantitative data.

;'?%%@POSED BUDGET

This plan will cost RBC an eshmated $53 819 790.00 USD annual!y thh a stari—up expense of
$12,641,890.00 USD. A three-tier budget was created to forecast low, mid, and high costs fo run the
~ GOLD Initiative for 2017, This plan will generate & forecasted $108 million each year, which is a 0.3%
increase in revenue in Canada. Therefore, the anticipated ROI will be 96%.

RBC - -
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the world and largest in Canada by assets and market capitalization, earning $8.4 billion in 2013

RBC was originally founded in Halifax, Nova Scotia in 1864 as the Merchants Bank of Halifax,

and is now based in Toronto, Canada.?

REC is among the five largest financial institutions in Canada, commeoenly known in the industry
as the "Big Five”, including; The Bank of Momtreai (BMO), the Toronto-Dominion Bank'('{D
Canada Trust), The Bank of Mova Scofia (Scotisbank), and the Canadian Imperial Bank of
Commerce (CIBC). As of 2013, RBC has a 22% share of the banking industry in Canada. These

ara the servicas provided by RBC:

PERSONAL AND COMMERCIAL BANKING

As the largest source of revenue, and generating 51% of total earnings, RBC serves many of its

customers through various personal and commercial banking services. For instance, corporate

"banking and perscnal banking operations, retall investment businesses, elc.

WEALTH MANAGEMENT

Catering fo clients of high net worth, wealth management offers asset management products and
services, which includes but is not limited to invest and trust. These services make up 12% of

RBC's total earnings, and ranks RBC number cne nationally in weaith management.®

L *RBC at a glance.” Royel Bank of Canada: Annual report 2013. 22 Nov 2014
<htip:/fwww.rbe.com/investorrelations/pdffar_2013_e.pdf>.

L "royal Bank of Canada.” Wikipedjo. Wikimedia Foundation, 20 Nov 2014,
<http//en.wikipedia org/wiki/Royat_Bank_of Canada>.

2 hLp., 2016, Web. 23 Apr, 2016,
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Figure : RBC's 5 business segments as shown on their websits

" Business Segments

- RBL's Five Business Segments:

i I Parsonal & Commercial Banking comprises our personal

f Personal & banking operations and certain ratall investment businesses in

Commercial Banking Canada, the Caribbean and U.5. as well as our commercial and
. Cremeneeng COFpoRata banking operations in Canada and the Caribbean.

This segment is headed by Jennifer Tofy.

b RBC Roval Bank

¥ RBC Direct Invesiiog

» RBC Bank

» REC Hoval Bapk Carthbean

Dl insurance

INVESTMENT AND TREASURY SERVICES

Investment services contribute the least in terms of revenue, making up 5%. This service is geared
towards instifutional investing clients fo provide custodial, advisory, financing and other services

to safeguard customers’ assets, maximize liquidity and manage risk.*

CAPITAL MARKETS

REC Capital Marksts is able to provide services to companies of poth the public and private
seciors, governments, central banks, etc. with services from RBC’s Corporate and Investment

Banking and Global Markets business lines, and accounts for 25% of RRC's total annual revenuys,

INSURANCE

Insurance includes health, life, home, auto, travel and wealth accumulation solutions for both
individual and group clients, not only in Canada but also the world, Although insurance only

contributes 7% of total earnings, this segment is a considerable source of revenue nonetheless.

* Forbes.com,. (2016). Farbes Welcome. Retrieved 6 January 2016, from
httpy/fwww. forbes.com/sites/ieshbersin/2014/04/ 10/its-time-to-rethink-the-employee-engagement-lssue/

RBC - .
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B DESCRiPTION OF THE COMMUNITY

RBC is a global insti tutlon WIth its largest consumer basé. S”l’tLlE-lied“I.I’l-Cénadé The vast rr.ia]onty.
- of RBC’s eamings come from Canada and the US, which generate 84% and 18% of total earnings
respectively. The company’s coi“por’ate headguarters are situated in Montreal, Quebec and its
head office in Toronio, Ontario, In Canada, the bank's personal and commercial banking

operations are branded as RBC Royal Bank and consisis of 1,209 branches serving over 10

million clients across the nation

RBC’s target demographic groups offer a varisly of
social, economic, and racial backgrounds. Aé listed by
Statecan, the median individual income was $32.020 in
2013, and household income was $76,100. However,

national wages can range from under $5,000 to over

$250,000 annually, With the variety of financial
A RBL bronch in Richmond HifY, Ontaric programs RBC offers, the corporation has the ability to

reach all socioeconomic classes, and mainly caters toward middle-upper class citizens,

As a financial institution, RBC is dirsctly affected by economic conditions; economic growth
generally correlates with increaséd profitability. Clients tend to have more cash to déposit into
bank accounts, are more likely to purchase asseis, and will likely take loans on which the bank
can earn interest as the consumers are more apt to borrow money when ’she‘; are émployed.
Additionally, improvements in the economy leads to growing stock, bond, and mutual fund
.markats, which results in more trading and earnings for financial institutions. On the other hand,
a weak sconomy would result in significantly mere subprime debis from clients, resulting in net

losses in various investments made over the years.

RBC S
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C. OVERVIEW OF THE BUSINESS OR ORGANIZATION'S CURRENT CULTURE
- OR EMPLOYEE ENGAGEMENT STRATEGIES

Historicaily, RBC has been widely recognized as one of the top employers én Canada with a
greatly admired company culture, and the leading bank in tefms of employee engagement within
the Big Five. This is evident through nominations of RBC being among the best workplaces
nationwide for consecutive years by notable empioyment and culture institutions such as the

Great Place to Work Institute and Mediacorp Canada.

RBC's core values in the workplace are service, teamwork, responsibiiity, diversity, and integrity.
in fact, RBC is highly committed o these values, and as a result, allow them to create a positive
company culture. Through this, RBC is able to kindle the success of employees, and by extension,
the company as a whole. Recently, in order to further improve their employee engagement, RBCV
nas been striving towards giving employees opporiunities for leadership and confribution for a
rswarding and unique work experience. In addition to that, RBC's current employee engagement
strategy involves improving communication throughout the company and workéng towards more

accessible and supportive employees in managing positions.

As seen from recent employee reviews regarding their work experience at RBC, it can be
concluded that while RBC certainly maintains its position as one of the top employers in Canada
with a highly positive company culture, RBC's strategy for improvement in areas inctuding

leadership, communication, and management has not been entirely effective.

| RBC
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HYPOTHESIS

By improving on RBC's current employee engagement methods through implementation of hew
training and involvement in company-wide programs, the workforce will increase productivity,
thereby establishing a sustainable human resources sector and ensuring long-term profit for the

business.

RESEARCH PURPOSE

Research will be conducted to examine RBC's current performance in human resources and
smployes engagemeant, fo comprehend the wants of their current and future employees, and {o
appraise prevailing trends in the financial market.

A. DESCRIPTION AND RATIONALE OF METHODOLOGIES SELECTED TO
CONDUCT THE RESEARCH

To begin, we carsfully identified and assessed every possible method for gathering guantitative
and qualitative data for our study. Table 1 demonstrates a brief overview on all the potential

research methods considered and what each of these methods involve:

Tabie 1: comparison of qua!ita‘c&ve and quantitative research mathods

: Easy to answer.questions, closed-end answers
. s Trend based analysis of responses, easily comparable results
. » Able to filter farget respondenis
Larger amounts of data can be obtdined because surveys can be
_distributed to a variety of demographic groups
Prompt quesilons for an open discussion
¢ s Can formulate collective opinion and ask follow-up questions
~» May include social or confirmation bias with other pariicipants
- » [nteraction with company representatlve in-person, through the phone or
- via other technology (i.e. Skype)
- e Specific, focused information from a corporate empioyee
. e Controlled discussion with prompt
! = May include follow-up discussion and further clarification

RBC
Rovyal Bank Tirsss

Surveys

Focus groups

. Corporate
i Interviews




¢ Participants are observed in an environment with fixed and controlled
variabies .
« Used primarily to assess user-product interaction and interface of service :
provided

Experiments

e Optlons of cross-sectianal or longitudinal study

. Observations 3
: & Group of participants with as little integrated bias as possible
L . ® May be difficuft o determine and gatfier sample poputation
- Secondary "« Gathers informatian from r. ble secondary sources
. & Sources may include websites, comments from social media, etc.

Research s Easily obtainable

, e May be less reliable/verifiabie than prlmary’ data
After aﬂal‘yzmg all methods, 4 methods were decided upon: surveys, focus groups, corporate

interviews, and secondary research.

B. PROCESS USED TO CONDUCT SELECTED RESEARGCH METHODS

The following !ilusfrate the detailed process we followed for every research method used. First,
we organized our research into 3 distinet studies: 1) understanding ihe neads of amployees; 2}
evaluating RBC’s current performance in empioyee engagement; and 3) identifying current trends
in the human resource market. These studies were carried out with the implementation of the
following procédures, Figures 1-4:

Figure Z: Corporate Interviaw process

aat

—

. Both parties

Representative «Approved guestion exchanged
from RBC was list were used contactg
sejected « Handwritten notes information

A list of guestions
was provided for
approval

» Contact via phone
was used {o
schedule a
mesting time

" sinterviewes asked

were taken during
interview

prepared
questions

RBC
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* Foliow-up email
was addressed 1o
both RBC, and a
“"thank you" emai
was also sent to
the participant




Figure 3 Survey distribution and collection procass

*Datermination of
topics
«Questions were
formulated based
on relevency
«Onling survey was
generated; online
platform Gocegle
Form was used for
sase of access {0
hoth enter and
access data

“An appropriate
sample groug with
relevant
experience was
selected

= Participants were

contacted to find a

suitable time for

the discussion

Figure 8: Becondary research process

«Relevant
informaticn
surrounding
hypothesis was
coliected

« Survey was
distributed through
Facebook groups;
these groups had
aiready been pre-
sxamined in terms
of quality of
sample

It was also
distributad _
nationally through
professional
networks

= A list of topics and
guestion was
prepared to guide
the discussion

« Participants were
free to speak and
discuss topics
amongst
themselves

*Responsss were
recorded

" »Research only
considered
reputable sources

*Research only -
considered up-io-
date articles,
databases,
reports, ete.

RBC

i

i
£

Rovyal Bank

*Responses were
autematically
collected in a
Google
Speadsheet

+Informadtion
gathered was
anaiyzed,
graphed, etc.

S—

= Participants ware
thanked for their
time, participation,
and coniributicn

»Resulis were
analyzed for
recurring ideas as
well as unique
insight

< All information
gathered, and
sources wara cited

«URLs, book fitles,
article titles,
authors were kept
cn file




A. FINDINGS AND CONCLUSIONS TO THE RESEARCH STUDY

STUDY #1: UNDERSTANDING THE NEEDS AND PREFERENCES OF EMPLOYEES

In order to determine how empioyee engagement can be improved at RBC, it was first necessary
to understand the needs and preferences of employees today. Two sets of sSurveys were
distributed: the first to RBC locations in the Greater Toronto Area, and the second was disfributed
online to ajl Canadian workers in the sectors of business, finance, or customer service.
Furthermore, secondary research was conducied through various online sources, including
Glassdoor, a websile where employees can post anonymous ratings or reﬁews of their

workplace.

The following results discussed Figure 81 Rate your leve! of engagement in the workplace from 1410,
account for the total of our survey
responses, which incorporates

both sets of surveys. Looking at

the distribution of resulfs in Figure

% FREQUENCY
B
F1

g, it is evident that the majority of

employees  feel  somewhat

engaged, with about 76% of i 3 4 5 & 7 %8 8 10
' ENGAGEMENT RATING
results clustered from 5 to 8 in ' :

ferms of level of engagement.

In order to determine some general positive and negative aspects of current workplaces,
respondents were asked to selected which aspects they were satisfied with: From Figure 6, it can
be hypothesized that employees in this sector are generally least satisfied with communication

and future opportunities in at their company, with less than 35% of employees satisfied with

RBC
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communication, and less than

Figure 7: Which aspects of your company are you satisfied with?

25% of employees are content
with futtire opportunities. Cn the
other hand, positive results show

that more than half of employees

surveyed are satisfied with their
compensation and beneflis, as

well as company culture,

After gaining general feedback

on our participants’ experiences with their

Flgure 8: Onling survey

Employee Engagerment Survey

workplace, we also asked questions

regarding their specific opportunities or

sty aned

experience as an employee. For example, to

Pate your level of engagement in the workplaze from 7 to 1.

1 2 3 E-] 8 7 g El iss

assess company communication in more
ow O O G O 0 O 0O O o O Hg
detail, we asked i participants had regular,
’ which of the following aapects of your work environment are you
meaningful discussicns  with  their co- satishied with?

. O Future opporiuritics

workers and managers. A scresnshot of our o

wertical and latersl communicsticn

. ) e ) . Fositen s company
online survey, distributed to all Canadian e
Company culitre
Porsens| coniribution 1o workplace

business sector emplovees, is shown in

Work-lifa batance

o0 0 oo

Figure 7.

Compensation/boneiits

Similar resuits were found in our secondary research once we compared primary data to

secondary data.
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STUDY #2: EVALUATING RBC'S CURRENT PERFORMANCE IN EMPLOYEF ENGAGEMENT

After discovering some general issues in the business, finance, and customer service
employment sectors, it Is necessary to research employee engagement specific o RBC as a
company. As an international bank, there is a wide variety of office and branch positions, as well
as locations alf across Canada and in other countries. Table 8 shows pros and cons of employee

engagement at RBC locations:

g'j'S‘crengths o |
e Compensation and benef‘ts" :
e . Bonuses ST

_eaknesses L

‘Work enwronment and
company cuiture SR

STUDY #3: IDENTIFYING CURRENT TRENDS (N THE FINANCIAL MARKET

Other financial institutions in “the Big Five” were analyzed in order to prospect possible solutions
already tested in similar working environments; ideas and models were considared to ehhanoe
our proposed plan. We developed two comprehensive case studies that give an in-depth look into
companies with a similar situation, and how they resolved their issues to achieve long-term

corporate sustainability.

. RBC
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CASE STUDY #1: CANADIAN IMPERIAL BANK OF COMMERCE (CIBC)

fn 2015, CIBC achieved a number of achievements and milestones in emplovee

engagement, and was recognized as one of Canada’s Top 100 Employers hy

: MediaCorp for the third consscutive
2015 highlights

year.® The 2015 Corporate
- Stroreg annval employes survey results in key

Indicea : Responsipility Report  listed  their
— Employes Commitmant index — 86, _
- Manager of Faople index — 35 and employee recognition and perfomance

~ Leaming and Development index - 82 _
management  programs  as  main

- 4% participation rate in CIBC's annual emplores ‘
sureey: and aitributors to their success. As part of the
« Morg than 360 milllen invested in corposate-wide Big Five Canadian Banks along with
learning anc developnsnt.
RBC, both have highly similar operating

Figare 8 2015 employee engagement highlights, as nrovided by the

uificlal CIBC website, www.cibo.com procedures and clientele. CiBC

Achievers, a company-wide employee recognition program, has experienced remarkable success
and has handed out over 48,100 awards to high-performance individuals and teams in only one
year.® These awards comprise of eAchievers, an online program that allows empioyees to
recognize the contributions of their colleagues; Quarterly Achievers; Annual Achievers; and
Awards of Distinction. The resulting output: according to their 2015 Employee Survey, 87% of
employees feel that their contribution is valued l?y their manager, and 88% feel that their
contribution is valued by the team. Compared to previous years, the CIBC Achievers Program
has steadily increased these statistics, and they are considerably higl;ler than other co;ﬁpetiﬁve

banks such as RBC.

® "Awards And Recognition". Cibc.com, N.p., 2016. Web. 23 Apr, 2018,

§MCIBC 2015 Corporate Responsibility Repertand Public Accountability Statement”,
Corporateresponsibilityreport.cibe.com. N.p., 2013, Web, 23 Apr. 2016.

RBC
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Emplolyee performance is monitored through their Performance Management and Measurement
program (PMM), which consists of individual meetings with managers to review progress, help
them develop- their knowledge or professional pathway, and reach their career potential. As
quoted from the CIBC statement, “thase con\}ersations reinforce how employees can demonstrate
our values in their daily interactions, which contribute to our bank’s vision and help to achieve

overalf success.” In 2015, over 92% of CIBC employees have written a PMM scorecard.

CASE STUDY #2: IPMORGAN CHASE & CO,

j AS ORGAN JPMorgan Chase & Co. is the largest financial
CHA%E & C O instifution in the United States and largely similar to

RBC in terms of their financial products and services offered. Today, JPMorgan Ghass is widely

recognized for its employee engagement through numerous awards by Forfune magazine and
Universum, and is considered arguably the number one American bank to work for.®9 A few of
the contributing factors to their success is their strong management team and potential for

progression and mobility.

JPMorgan Chase takes pride in its Board and senior management team of highly engaged and
competent members." This is also reﬂécted Inthe company's general employees that voiced their
satisfaction with the "excellent and balanced management,” and especiaily their respectable

CEO, Jamie Dimon. Through the example of JPMorgan Chase, it is evident that a company's

/ "CIBC 2015 Corporate Responsibility Reportand Public Accountability Statement”,
Corporateresponsibifityreport. cibe.com. N.p., 2013. Wab, 23 Apr, 2016.

¥ YAWARDS & RECOGNITICN | Jpmorgan Chase & Co." - JPMorgan Chase & Co.. N.p., 2016, Web, 22 Apr. 2016.

®Sachs, Here's. "Here's Why Employees Say inmorgan is A Bettar Place To Wark Than Goldman Sachs”. Business
Insider. N.p., 2016. Web. 22 Apr, 2016,

4 Strong Corporate Culture, Annual Report 2014 | Jpmorgan Chase & Co.". JPMorgan Chase & Co.. N.p., 2016,
Web, 23 Apr, 2015,
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management is highly influential to the company’s morale and overall sucsess, as they not only
lead the company, but are also instrumental to determining the experience of the company's

employees.

At JPMorgan Chase, thé avaitability of opportunities for progression and mobility is a huge benefit
fo employees. One of the ways in which JPMorgan Chase is unigue is that the company places
heavy emphasis on development of the individual employee. In addition to investing in employees
through providing financial support for professional development, JPMargan Chase encourages
personal discussions between the employee and their manager regarding their "individual caresr
path." Through these discussions, managers can help employess set meaningiul goals and offer

opportunities for development and career advancement of the individual employes,

As the feading financial institution in the United States with assets of 2.4 frillion and one of the
top ranked employers in America, a pertion of JPMorgan Chase's success can certainly be

atiributed to its employee engagement strategies.’®

U AWARDS & RECOGNITION | Jpmergan Chase & Co,". iPMorgan Chase & Co.. Nop., 2016, Web. 23 Apr. 2016,

2 "A Strong Corporate Culture, Annual Repert 2014 | Jpmorgan Chase & Co.", JPMorgon Chase & Co.. N.p., 2016.
Waeb, 23 Apr. 2016,
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B. CONCLUSIONS BASED ON THE FINDINGS

[eEa ekl
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A SWOT analysis. was conducted to analyze the strengths, weaknesses, opportunities, and

threats RBC currently faces, in particular, human resources. This is shown in Table 2:

Table 2: RBG SWOT anaivsis

>,
a3

»,
hocd

Large in market capitalization and _ e
empioyee base S

Strong reputation within Canada, _ o
ranked 1st in total assets ' 5

Diverse workiorce

Weil-known as one of the Big 5 Banks &

Improve creativity to offer new services - D
and improve revenue growth and
diversification .

Use effective work environment io
become for efficient .

Impiement effective employse
engagement programs, and encourage
participation in existing onas

o

-
Centralized bank with little foreign
investment {ex. Scotiabank)

Complaints of career stagnation

Employees experience difficulty with
world/life balance

Pocr communication betwsen upper or
middle management and general
employees

el i S

Strong competition from other major
banks for strong human rescurces

Workplace dissatisfaction is a major
cause of voluntary turnover

Workplace dissatisfaction can cause
short-term employees fo leave the
company, thereby reducing new
innovation and creativity

Evidently, there are a multitude of areas in both general management and in human resources
where RBC has the opportunity for improvement and new planning. As seen from the reviews on
Giassdoor, RBC shows a generally strong standing, however, there are still evident weaknesses

in their treatment of employees, outlined below:

RBC
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A) POOR SENIOR MANAGEMENT

< In the past few years, more RBC branches have shifted from focusing on individual skills
and creativity to micro-management. There has been recently more focls on serving
clients and earning profit, rather than ensuring proper engagement in the workplace. .-

4 Cormunication between senior management and Eowér—leveE employeés is weak. Both
fuil-time and part time employees, as well as interns, have stated that there is a division

between them and branch executives.

EY INFREQUENT AND INEFFECTIVE COMMUNICATION

% Employees do not feel that they have regular and meaningful discussions with their
colleagues or manager
& This lack of effective communication prevents clear understanding of corparate short-

and long-term goals

‘C) LACK OF PROMOTIONAL OPPORTUNITIES AND TALENT MOBILITY

< It is becoming increasingly difficult for high-performing employees to advance within the
company, and many have cited é lack of opportunity for advancement as a reason for
leaving thelr position.

% RBC should invest in helping their existing gmployees acguire more skiils‘ i¢ and
experience that will heip them both with their current position as well as future promotion

opportunities.

DV) LACK OF EMPLOYEE RECOGNITION

¢ Many employees do not feel that their contributi'on is valued by their colleagues, manager,
or company, thus resulting in lack of motivation.
e Therz are only limited and highly exclusive opportunilies to receive recognition for their

effarts, and few employses benefit from these opportunities.

 RBC -
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A. OBJECTIVES AND RATIONALE OF THE PROPOSED PLAN
In order to improve employee engagement, RBC is advised to introduce a new employee
engagement program, called the RBC GOLD Initiative. The ‘GOLD" initiative is symbolic of the
golden RBC fion, and the four letters reprasent Gratitude, Openwmindedness, Leadership, and
Development. Each of these words correspond to one of the four aforementioned objectives.
B Grailtude Recogmze the achlevements of aH empioye'ee”a}f;d; p-[b'mc’;e coimp_a—hy:
'-:--culfure _' R - R . B
2. Open-mmdedness Encaumge dISCUSSI{)ﬂ and :nnovatlen whlie commumcatmg
'_'ehort term and long term goa%s to ali managers aﬂd emp!oyeee _
3, Leadershlp ?mprove upper management and carry thelr mﬂuence onto employeee

4 Deve]opmeni Facu tate mtemal taient mobmty to-al ow oppertunmes fer corpora’{e

) : advancement and premo’tlon of emstmg employeee

The proposed plan is comprised of four segments: an annual human resources training
conference for directors, bi-monthly discussions sessions within regular work teams, individual

career pathway planning, and an employee appreciation program.,

Annual 3—day nter-provincial
leadership and training conference

F very year, RBC will host a complstely subsidized three-day training conference focusing on
| empicyee engagement, which alf branch managers and employees above the director level will
l attend. During the training conference, attendants will participate in presentations, seminars, and
- workshops, all cantered around developing techniques for improved employee engagement,

4
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This conference will be hecessary as a reguiar event {o ensure adequate leadsrship in all
branches in Canada. As concluded from our research findings, there were many complaints
regarding _humén resources-related issues in Upper-management: RBC has an overly
conservative corporate procedure and policy, For that reason, the conference aims for managers
and executives to develop an open-minded attitude. Approximately 1,60{)_director Jevel and ahove
employees will be attending INSPIRE: which is a specifically sefected group of leading individuals
whose improved training and motivational abilities will benefit not only their personal development,
but also the development of their offices, branches, and RBC as a whole. Middle-leve! managers
ard branch ‘managers are crucial to creating a positive work environment and are largely
infhuential fo their employees. In terms of the responsibility of branch managers, they are to report
to REC at the end of each year regarding what they have dons to help their employees as wall -
as general outcomes of their effors. Furthermore, attending a training conference offers an
opportunity for alf participants to network with each other, even with those in different departmenis

or corporate levels.

Figure 10 Misrarchy of RBC workers o -

*C-level executives, president, vice
presidents

* Attend training conference

T . T

*Directors, branch manaygjg}‘;h
Attend training conference

*Share experience with lower-level
managers

*Managers, team leaders

«Learn from middle-evel
managers

*Analysts, specialists |

*Benefit from new
knowledge of their
managers

RBC ‘
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RBC Discussion Table

BEmonthly meet-ups with
colleagues and managers

In additicn to annual employee engagement training conferences, all employees of all levels will
have bi-monthly discussion sessions with their regular work teams, namely their close colleagues
and boss. During these discussions, employees are free to discuss essentially anything they prefer.
However, topics are strongly recommended 1o be work-related: Employees will be able {o talk about
what they are working towards and their progress, as well as express any concems, difficulfies, or

stress that they are experiencing. '
| E—

Employees are encouraged to voice their apinions on current matters as well as share any ideas
they may have. To employees, this is beneficial because they are able to express their thoughts
and at the same time, have an opportunity to receive recognition. Meanwhile, the company

Figure 11: Discussion mesting oufcomes benefits from hearing differant

sz
F

Clear visiom of . . . . .
company ~ implementing innovative improvements.

apln
2003

These regular meet-ups with other
colleagues they are working with is aiso

Opportasiny for b - . Dewr yupgort % a means of promoting collective effort,
recagnition Tomme ognd de-steasy o

¥
=

achievement, and teamwork,  Most
importantly, it fosters a local community

Source of Express of acceptance and branch development.
mnivatieh for opininns and .
REC share ideas

RBC
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CareerVision

Individual career pathway
mentoring and long-term objectives

As one of RBC's core values, the GOLD Initiative will encourage long-term corporate planning and
establishing an individual professional pathway in the company between each employee and
manager.

In order to create a more individualized approach to employes éngage_menf:, CareerVision is
designed to specifically address the needs of each employee, especialiy low and mid-level
employees. CareerVision encourages employees to schedule approximately annual 1-2 meetings
with their manager to set and reviéw personal cafeer goals, and to explore future professional

options outside of their assigned role.

One of the key objectives of CareerVision is for RBC to offer more opportunities for perso‘naf and
professional developzﬁent. Whether this is through the form of gaining more leadership
opportunities and exploring new roles in the company, or receiving financial support for_outside
education, CareerVision gives zallows empioyées and managers {o discuss these options, and the

manager will strive o assist the employee and making this a reality.

Another major objective of CareerVision is individual career pathway planning. In such a large
company, employees currently feel that there is a lack of promotional opportunity. Realistically,
due to the hierarchical nature of corporate structure, this is fairly true. However, these discussions
address this issue by focusing not only on corporate promotions, but also other forms of career

advancement, such as taking on larger projects and leadership roles.

RBC
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Cmployee Appreciation:

Emphasizing employee value
through recognition and awards

i T

| As a means of promoting and ensuring effective engagement in the workplace, RBC will introduce

| anew smployee appreciation program, titled GOLD Employee Appreciation, that will aim to increasa
opportunities for awards or recognition, and allow more employees to realize their vital contribution
o the feam.

i

What differs this new achievement program from RBC's current employee recognition initiatives

is that awards and conferences are organized tocaily and on a smaller scale, so more employeas
have the chance to be recognized for their work, rather than the same high-achieving workers
receiving merit for their work every year. This will allow the RBC workforee to develop an improved
understanding of their local and naticnal impact. The REC Discussion Table provides an excellent
opportunity for employees to demonstrats these attributas to their managers. With these awards
in mind, employees will be motivated to wo?k hard towards earning them to significantly increass
their possibility at a potential promotion in the near future. Recipients will be invited to a region-

wide ceremony where they can celebrate their collective achievements with co-workers,

fn addition to this, there will also be e-Awards, which are nomination-based and hosted on the
RBC Connect site. Employees or managers can nominate colleagues who contribute significant
work or innovation to their branch, office, or RBC as a whole on a quarterly basis. These
achjevements will be posted on the site and recogniied by ail RBC staff who interact with them,

where colleagues are free to post congratulatory messages.

RBC |
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B. PROPOSED PLAN AND TIMELINE

To implement this plan, a clear set of regulations must be followed, however, office and branch
managers must still have the authority to establish their own engagement methods that are
épeciaiized to their team. For this reason, a timeline was developed after thorough consideration
of the needs of both managers and general employees. The GOLD Initiative will begin

implementation in Fall 2017, and the fimeline is shown in Figure 10:

Figure 12: GOLD Initlative Implementation dmaline, 2016.2017

RBC
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After the completion of the implementation stages in 2016, the RBC GOLD initiative is scheduled

to officially commence in 2017, in accordance to the following timeline of events:

Figure 13: Timsdine of events for 2017

In this timeline, only three svents, namely the INSPIRE Leadership Summit, Regional Awards
Ceremonies, and Annual Employee Report submission, are indicated for specific dates. The other
four are ongoing throughout the year, with Disouaéion Table and Career Vision being bi-monthly
and semiwannual, respectively. For these events, it is the responsibility of each individuai branch,
office, manager, and/or employee to plan accordingly for a suitable time and date at their

convenience. |

C. PROPOSED METRICS OR KEY F’ERFORMANCE [INDICATORS TO MEASURE
PLAN EFFECTIVENESS

in order to accurately describe the success of this employee engagement program, both
guantitative and qualitative measures will be taken to assess the improved prodﬁcﬁvity within
RBC branches. The projected achievement of our proposal will allow RBC to assess the overall
effectiveness of the program and whether it bfings profitable revenue to their businés& This will

be completed through the use of the GOLD Initiative’s reinvanted feedback system;

RBC
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Tabile 3 1OFS metrics

- Surveys &
~guestionnaires

- Pulse surveys (brief and
~ specialized surveys to solicit

_ideas for improvement) will be

. distributed onfine through an
- integrated software, in a

- program called Pulse Check

- RBC. After collecting this data,
- it will be compared across

. departments and branches, as

Focus groups

- well as to other major banks in
- Canada.

" To assess the shorf-term

Measuring GOLD's success

o

satisfaction of a wide

. range of employees. Dus

~ to the short length and

. simple nature of the

. surveys, parficipants will

- be mors inclined to

i complete thern with
~honest, acéurate

- responses, RBC will target
| B5% participation by 2019.

A group of employees from one

office or branch will be
systematically selected fo
participate in a focus group led
by the HR department of RBC

- Canada.

- Annual

- Employee

. Engagement
. Reports

. Observation

. Mini employee engagement
. reports will be submitted

. annually by branch managers to
. report progreéss within their

- employee base.

Managers and supervisors will

day basis for signs of
disengagement.

To understand the overall
observe employees on a day-to-
in a natural setting.

. To obtain thorough,

assess the engagement

- plan's effect and/or ways
¢ to improve.

- 8-12tmes a
| year, as

~ decided by

| the office or

branch

manager

Twice a year
. descriptive responses that
- allow RBC Canada to '

+ To track progress of

individual branches or

 offices and adopt policies
- accordingly, to ensure an

effective system is being

impfemented by managers

satisfaction of employees

¢ Annual

¢ Daily or

: weekly, as

. decided by

, the office or -

. branch
manager
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KEY PERFORMANCE INDICATORS
in addition to JOFS, the success of RBC GOLD in improving the company's employee

engagement will be measured by three key performance indicators:

As employee performance reviews currently exist at RBC and are conducted on a regutar basis,
they will serve as a key performance indicator of RRC GOLD for qualitative analysis. The
comments in employees’ performance reviews will be evaluated to identify any ifrends of

improvement or change in employee engagement.

EMPLOYEE TURNOVER RATE 7777
Employee turnover rate is the ratio of the number of employee separations, or employees that

leave the company, to the average number of employees. By definition, employee separations
include both voluntary and §nvoiuhtary terminations; some examples include retirements,
dismissais, and resignations. While employee turnover rate is evidently not entirely correlated to
employee engagement, it is expectad that with the success of RBC GOLD, this ratio will decrease,

as there would be fewer resignations if all other factors remain more or less consistent,

ANNUAL REVENUE INCREASE
With the success of the RBC GOLD initiative, improved employee engagement would resgit in

higher productivity of employees, 'sdbsequentiy corresponding to an increase in revenue earned.
However, since RBC GOLD will only be implemented in Caﬁada as of now, specifically Canadian
revenue increases will be considered to assess the effectiveness of the initiative. Although
revenue increase is nof exclusivély atiributed to improved employee engagement, overall a

greater success of the initiative will resuit in a greater revenue increase.

¥ RBC
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REVENUE

With the GOLD Iniative implemented as RBC's main empicyee engagement strategy, annual
revenue is projected {o increase by 0.3%, or 106,463,000.00 generated by this program aione,
This percentage was obtained with the combination of several factors. Firstly, there is a clear
trend within Canada's five major banks of an annual increase in revenue of approximately 4%,
thus it is Jogical to assume that this trend will continue for future years. Next, whila employee
engagement may appear to be relatsve!y insignificant in comparison with other sources of revenue
increase such as gichal expansion, the GOLD initiative will cause a nationwide impact, which wilt
culminate in notable improvements at each RBC location, ultimately totalling to a significant

amount of revenue earned.,

For that reason, a modest estimate was made of revenue from the GOLD Initiative accounting for
an additional 0.5% increase in revenue tb the expected 4%. However, since Canada generates
63% of RBC's total revenue and the GOLD Initiative will only apply to Canada, it is predicted that
the program will increase RBC's revenue by 0.3%, which is 3% of the previous 0.5%, rounded

down to ensure that the projected revenue is not overestimated,

EXPENSES

CONE-TIME EXPENSES (2017)

| INSPIRE Conference planning | o $933,870.00 ;

' Materials R . $1102,990.00
1OF8 platform set-up S $3,440,760.00
information processing and software developrent ‘ . $2,904,800.00
CarserVision planning and set-up : $4,258,470.00
Grand Total . $12,641,890.00

RBC |
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RECURR iING EXPFNSES (ANNUAL) 3 TIER BUDGET

. INSPIRE [eadership Summit

Site fees and materials $ 3,767,880.00
$ 9,780,820.00
... $13,548,500.00
S , _ - Emplo
Online platform set-up f 3

- Accommodations (travel, hotals) .
%Totas __

808,330.00
§ 4,455,600.00
. . § 5,264,930.00
. RBC Discussion Table
.$.5,330,855.00
~$ 1,596,500.00
$ 6,927,155.00
~ CareerVision

Regional Award Ceremonies
CFotal

Salary cornpensation
 Materials

. Technalogical operations and
_maintenance $ 1,304, 030 00_ -
"$ 4, 596 ,500.00
_770,980.00

 $12,927,155.00

- Training and HR salary
_Materials 7 k3
Total '

§ 3,977,240.00
$10,190,180.00 -
Appreciation Program
$  950,840.00

$ 5,193,340.00

% 614418000

§ 5,998,440.00

$ 1,809,970.00

. $ 7,808,410.00

$ 1,500,400,00 ¢

$ 4,809,970,00
$  801,760.00
$13,808,410.00 .

. %ntegrateci Operational Feedback System (IOF8)

Techﬂologica operatxons and
- maintenance 3 6,344,036.00 |
$ 1.709,330.00
§ 2,399.480.00

$10,452,840.00

Marketing and promotion
Information processing
Total

$ 7.100, 490 a0

$ "i 810 840 00 :
$ 2,980,220,00
$11,891,650.00

4. 4.208,500.00
$10,704,560.00
$14,914,080.00

$ 1,102,990.00

$ 5,880,400.00 .
$ 6,983,390.00

- $.6,385,700.00

$ 2,100,320.00 .

§,8,466,020.00

$ 1,870,440.00

s 5100 32000
$_.994,800.00
$14,466,020.00

$ 7,570,440.00
$ 2,129,890.00
$ 3,108,740.00
$12,808,170.00

Grand Total $49,120,580.00

RBC

$53,819,970.00 |
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SILVER OAK WEALTH MANAGEMENT | FINANCE OPERATIONS RESEARCH EVENT

. EX ECUTIVE SUMMARY

CLIENT

Silver Oak Wealth Management
- Edina, Minnesota. Silver Oak
Wealth  Management  is  a
prestigious wealth management
firm that controls more than half a
million dollars in total assets and is
consistently rated among the top
fee-only based asset
management firms in the country.
It provides services for both
businesses and individuals ranging from financial consulting, retirement planning, and
investment banking.

PURPOSE

Despite Silver Qak’s prestigious standing amongst wealth management companies
nationwide, their marketing dramatically needs improvement as they rely solely on word of
mouth based advertising to expand their clientele. Our team therefore created a social, local,
and mobile marketing plan to improve upon Silver Oak’s marketing with the goai of expanding
Silver Oak’s clientele.

RESEARCH METHODS

To adequately determine the various elements that needed to be included into the marketing
plan, our team used the following combination of research methods to obtain the necessary

gualitative and quantitative data:

* SURVEYS - These surveys focused on establishing a target market and learning their
preferences in regards to local advertising, community events, local businesses, and,
Silver Oak’s mobile website, and mobile search-based advertising.

+ PROSPECTIVE CLIENT INTERVIEWS ~ These interviews provided more context for
the quantitative data established in the surveys and additionally covered each
interviewee’s social media preferences.

4 FOCUS GROUPS - The focus group discussion centered around feedback on Silver
Oak’s mobile website and various possible improvements that could be made to it.

+ SECONDARY RESEARCH - This provided background information from which we
identified current trends in social, local, and mobile marketing and researched the
relative effectiveness of ditferent forms of marketing.

1]PAGE
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To ensure our research was conducted in a strategic fashion, we crafted the following research
objectives and timeline:

FIGURE 1: OVERVIEW OF RESEARCH METHODS

, SECONDARY , FOCUS

et

P RESEARCH . P SURVEYS' P GROUPs P EVALUATION g
. an * Obtain information . *Review the

“understanding of about the target improvements in the  effectiveness of the

SoLoMo marketing  market's preferences mobile website strategic plan

RESEARCH FINDINGS AND CONCLUSION

After concluding our research study, we established the following objectives for the marketing
plan:

+ EXPAND SOCIAL MEDIA PRESENCE - We discovered that the target market of
Silver Oak primarily discovered new brands on social media, providing an additional
avenue for Silver Oak to increase its brand visibifity.

+ EXPAND COMMUNITY PRESENCE - Our research found that the target market
also gained awareness of different local brands through their involvement in community
events and services.

1
o

& UTILIZE GEOLOCATION SEARCH-BASED ADVERTISING - The people
interviewed indicated that the advertisements they typically click on are either ones that
pertain to items they have searched for or that advertise local businesses.

+ OPTIMIZE WEBSITE FOR MOBILE DEVICES - The focus group concluded that
the mobile website had the immediate effect of deterring people from using the website
as it gave the company an unprofessionaf image.

PROPOSED STRATEGIC PLAN

In order to meet the objectives outlined above, our team crafted a strategic plan composed of
the following activities:

#» UTILIZE LOCAL SEARCH-BASED ADVERTISING THROUGH 15MILES - The
company 15miles specializes in creating and implementing o local online advertising
campaign to boost local success.

% POST CONSISTENT BUSINESS UPDATES AND FINANCIAL ADVICE ON
TWITTER AND FACEBOOK - These updates will expand Silver Oak’s brand
presence on social media, expanding overall brand visibility and increasing the
likelihood of expanding clientele. There will be a distinct social media campaign in each
quarter of the calendar year.

2|PAGE
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& REDESIGN THE MOBILE WEBSITE - A redesigned website optimized for mobile
devices would increase brand credibility and have the effect of attracting clients instead
of turning them away.

& SPONSOR AN ANNUAL LOCAL EVENT - A local event would expand brand

visibility and create a positive brand image amongst the Edina community.

FIGURE 2: TIMELINE OF QUARTERLY ACTIVITIES

» Launch mobile »Spansor +Qand A «Sponsor
website community campaign community
«New Year's event event
campaign s+ Financial «Year in
advice Review
campaign campaign

BUDGET FOR PROPOSED ACTIVITIES

The overall cost of the program is $31.500. We calculated the ROl in terms of the increased
 website tratfic that would emerge as a result of the proposed activities. The ROl was computed
by researching industry standard conversion rates and case studies from other companies.

FIGURE 3: BUDGET AND ROl

LOCAL ADVERTISING $5.000 3-5% INCREASED AD
THROUGH 15 MILES ’ EFFECTIVENESS

60% INCREASED PAGE

RETENTION RATE

GOOGLE ADVERTISING $10.000 5-7% INCREASED PAGE VIEWS

\
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[I. INTRODUCTION

e

A

Silver Oak Wealth Management is a Minnesota-based wealth management firm which
specidalizes in financial planning for both businesses and individuals. They were initially
established in 2000 and have now been operating for 17 years. They operate on a fee-only
basis, not selling any products or receiving any commissions from clients. Their services for
individuals include retirement planning, tax consulting, and investment planning. For
businesses, they provide financial education programs and business plan consulting®.

As of 2015, Silver Oak held 527.5 million dollars in total assets with 12 total employees.
Silver Oak has a wide and diverse clientele, encompassing almost 900 tota! clients.
Approximately half of ’Ehei-r total assets are held by high net-worth individuals while the rest is
distributed amongst middle~income individuals, charitgi:ile organizations, and corporations?.

FIGURE 4: CLIENTELE OF SILVER OAK

¥HIGH NET WORTH INDIVIDUALS
BINDIVIDUALS
SCHARITABLE CRGANIZATIONS

= CORPORATIONS/OTHER
BUSINESSES

Silver Oak has employees with significant expertise and experience. The President of

Silver Oak, Shannon King, has 21 years of experience and has been rated as a five-star

1 SifverQok Wealth Management LLC. Web. 11 Jan. 2017.
2 % Sitver Clok Wadlth Monagement LLC." BrightScope. Web. 11 Jon. 2017.
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professional wealth manager for every single year since 2010, Additionally, Silver Oak has
consistently been rated as one of the top fee-only wealth management businesses, ranking #8

on CNBC’s top-100 rankings of fee-only firms in 2014.

Geographic:. Silver Oak is located within Edina, Minnesota, a wealthy suburb located

g

southwest of  Minneapolis  in

F P T, wemu £ 545t 3 f ., )
e §s v E Hennepin County. The city has «
3 |
SR @ : - -Saint
£dina ' @ wematl  jand area of 15.45 square miles and

Al
" Richfield ¥ sath 8t -

B 3 & ; ® neighbors. the cities of Bloomington,
‘ %Smmkwﬁm‘ z woy  Richfield, Eden  Prairie, and
. T Management - o T
ahh - Lo . . Arerienn Bed B e | . .
. INBA Financial Advisors : Wi Minnetonka. Silver Oak is in the
; 3 Bloorﬁmgmn 5 x southeast corner of the city, so many
5 “
=
“ 7 R . . . .
A clients reside in Bloomington and

Richfield?.

Demographic. Minnesota’s population is projected to grow substantially by 2035,
Edina has grown substanticlly in the past decade, enjoying steady growth for every single year
since 2006. As of 2015, Edina was estimated to have a population of 50,138, an increase of
4.6%from its 2010 population of 47,940. In the Twin Cities, the population increased by 7.9%
growing from 2,642,062 to 2,849,567 based on economic development in the region. Estimates
from 2005 project that the entire Twin Cities metro urec'ipopubtion will increase by 20.6%
between 2005 and 2035, growing from just over 3 million peoﬁ?a\in 2005 to 3,352,500 in 2035.
Between 2000 and 2010, the median age in Edina was estimated at 44.5vyears, an age at which

people are looking to invest money but alse begin saving for retirement. This is compared to

a median age of 36.5 years for the United States as a whole. Roughly 24% of Edina residents

3 * Census Information.” City of Edina. Web. 11 Jan. 2017.
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are over the age of 65, and 5.37% are under age 5. According to 2010 Census data, the median
age in Minnesota is 37.4 years. Edina is located extremely close to the Twin Cities, and some
of its clients reside in that area. The Twin Cities have an even younger age average, with an
average age of 31.7 years. Edina’s population of 400,000 is expected to remain steady for the
most part until 2030 while the population of older adults will double, meaning that the average

age of the clientele will become older over time®. This implicates the promotional plan as our

plan will have to tailor to older audiences.

FIGURE 5: AVERAGE AGE OF RESIDENTS

TWIN CITIES

UNITED STATES

0 10 20 30 40 50

Econemic:. Edina has a very solid economic foundation, with a per capita income of /
$62,587 compared with a $30,913 per capita income for Minnesota overall. The median income
for Edina was $88,298, further showing Edina’ s economic strength. Edina also enjoys a high
73.4% home ownership rate, compared to a rate of 72.5% statewide. Thriving business clusters
dot the city, from popular retail centers to thriving healthcare and professional office complexes
to light industrial and production facilities. More people work in Edina than live here resulting
in a daytime population of more than 50,000. Fortune 500 companies, regional headquarters

and local start-ups have sefected Edina as their base for business operations. Major employers

* "Edifia City, Minnesota." United Stotes Census Bureou. Web. 12 Jan, 2017,
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in the City include several Fortune 500 companies such as SpartanNash. Other major
employers include Fairview Southdale Hospital, Edina Public Schools, City of Edina, Bl
Worldwide, Regis Corporation, Lunds & Byerlys, Jerry's Enterprises, International Dairy
Queen, Edina Realty and Dow/FilmTec Corporation®.

Saciceconamic:. Across Minnesota, high school graduation rates increased between

ZOOS and 2009. In 2009, an estimated 97.6% of Edina residents over the age of 25 had a high
school diploma or higher, while approximately 68.5%had o bachelor's degree. Edina has a lower
percentage of poverty than the rest of the state. Approximately 2.3% of families and 4.3%of
individuals live below the federal poverty line in Edina, while 7.5% of families and 11.6% of
individuals statewide are. There’ s also been a substantial increase in diversity within Edina.
Non-white racial groups made up 17.2% of the population in 2013, compared to just 5.7% in
2000. Unemployment rates ore also lower in Edina than the rest of the state. Edina had an

unemployment rate of 2.9% in 2013, compared to a statewide rate‘of 3.8%

el L
Ey

Currently, Silver Oak’s promotional strategies aren’t characterized by specific goals.

Their marketing is completely reliant upon other third- party entities to portray a positive brand
image for their company even though these entities do not have any obligation to do so. This

is shocking for a firm of Silver Oak’s prestige and asset worth. There are two primary avenues
i’

through which these promotional strategies function. Frigt, they operate off word of mouth
advertising and their, relying heavily upon on their clientele to spread positive words about the -
company to many others. The success of this strategy hinges upon the customer having a
positive experience with the company. This is why Silver Oak heavily prioritizes customer

services within its employee training and consistently strives to ensure that its customer has the

Sa
Econamic Development,” City of Edina. Web. 12 Jan. 2017.
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best possible experience with its company. Additionally, Silver Oak utilizes press coverage
based off of rankings within investment bank rating journals and websites in order to establish
credibility with its client base and spread a positive brand image nationwide, as these ranking
agencies rank companies nationwide and consequently have a wide readership and network.
However, this is unsurprising when viewed in relation to the rest of the finance services
mar.ket. Very few finance firms have seized upon the marketing opportunities that recent
technological developments in sacial, local, and mobile platforms have provided, as shown by
several andlyses of finance firms across all three platforms. This presents an enormous
opportunity for-Silver Oak. The firms that have in fact seized upon have reported higher
conversion rates from their advertisements. This shows that Silver Oak can differentiate itselt
from other wealth management firms that similarly have antiquated marketing tactics if it

seizes upon the recent developments that have taken place and updates its marketing strategy.
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Il. RESEARCH METHOD

To craft a promotional plan that specifically caters to the demographic in Edina and
Minnesota more broadly, our team utilized several research methods to gauge the
effectiveness of several different social, mobile, and local promotional strategies. Our research
focused solely on prospective clients as opposed to existing clients. Existing client data isn”t
helpful as the business does not have a status quo marketing plan. Existing client data would
only evaluate the current plan without helping craft a new one.

We divided the data we would collect/ obtain into three groups:

MOBILE DATA

This data focused on the effectiveness of the website in communicating the company’s purpose

and attracting prospective clients. We evaluated the website on the following metrics:
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& Usability — Ability to seamlessly navigate the website and find desired information

& Aesthetic — Visual appeal of the website.

& Cantent ~ Whether website info answered crucial questions about the business.

LOCAL DATA

This data focused the most effective local marketing tactics. We looked for the following:

& Search results — Whether advertisements for local companies based on search queries

generated more interest in consumers than ads for general companies.

% Community events — Overall attendance at community events and interest that each
potential client had in community happenings.
SOCIAL DATA

This data focused on the effectiveness of different social media posts. We asked the following:

+ Types of pasts — The types of posts that garnered the most interest in viewers.

L
o

& Social_media_platforms — The specific platforms and mediums threugh which social

media marketing was most effective for each user.
Given that Eding’s population is older than the national average, our research targeted

the older segment of the population. Since corporations and businesses only composed 16.7%

of Silver Oak’s clientele, we tailored our research towards individuals. To gather the necessary

qualitative and quantitative data on these fronts, we used the following research methods:
surveys and interviews of prospective clients, focus groups, and secondary research.

FIGURE 6: OVERVIEW OF RESEARCH METHODS
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SURVEYS

Surveys allowed us quantitatively analyze a large sample group representative of the Edina
and Minnesota population. They were effective in this instance as they provided data about
how large population segments felt about marketing tactics in a low - cost and efficient manner.
INTERVIEWS

Surveys can’t capture each person’s complete perspective. Therefore, we picked several of the
people we gave surveys to and asked to conduct a short interview with them to gain additional
quadlitative data to provide additional insight as to which marketing tactics were most effective.
FOCUS GROUPS

Focus groups encourage individual participants to engage with others about the subject at
hand, fostering a more in-depth discussion and revealing more information that otherwise
could have been omitted from individual interviews about marketing tactics.

SECONDARY RESEARCH oo

Secondary research gave our team a background about recent trends in social, mobile, and
local mcrkefing and their implications on the finance sector. This secondary research framed

the rest of our primary research and determined each of our lines of inquiry.

I s FEEETEY OV A ERETE P Tl e SRR
B, PROOESS USED TO CORDUCT FHE SELES

Our team created a three-staged research process to conduct our research materials to

ensure our methods were implemented in a strategic fashion over a three-week period.

FIGURE 7: TIMELINE OF RESEARCH PROCESS

- WEEK 1 WEEK 2: ')MEEﬁ %
SECONDARY _ INTERVIEWS + ‘
RESEARCH SURVEYS FOCUS GROUP
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STAGE 1: SECONDARY RESEARCH

We first researched the trends in social, local, and mobile marketing across all sectors of the
economy. After having a background in these three marketing channels, we fooked for
information describing the status quo marketing methods utilized by the banking industry. The
discrepancy between trends in other sectors and the strategies in the finance sector provided
a starting point for developing a strategic marketing plan for Silver Oak wealth management.

This research also provided the basis from which we developed our primary research tools.

STAGE 2: INTERYIEWS/SURVEYS

After our secondary research was completed, we conducted surveys of prospective clients in
Edina. Qur team visited the Scuthdale Center { a shopping complex) in Edina on two different

days. We didn’ t ask survey questions about social media, as macro level data is available

through secondary sources. We used the interview to gain qualitative data about what Edina
residents specifically thought about social media. The survey data consequently focused on

mobile and social channels. We prepared the following questions to ask in the survey:

& Rate the aesthetic appeal of Silver Oak’s website on a scale of 1 to 5.

& Rate the ease of finding company information on the website on a scale of 1to 5.
& On ascale of 1to 5, how helpful is the content on the website?
+ How often do you dlick on advertisements on the internet? Rate on a scale of 1 to 5.

& How often do you attend local, community events? Rate on a scale of 1to 5.
After respondents filled out the surveys, we requested to conduct interviews with a select few.

We asked the following questions to obtain qualitative data about social media preferences:
& Which social media networks do you use the most?

& On these networks, which advertisements do you click on?

This data was used to determine the broader social media strategy to be utilized.
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STAGE 3: FOCUS GROUPS

We utilized focus groups to primarily analyze the mobile website. We didn’t have any specific

questions to ask; we simply started the conversation about the website and let the group carry
it out hoping to gain insights about mobile design and the type of information to prioritize on
the main page of the website. We held one focus group with ten people of ages from 30-57,

as these ages met the main ages of the target market in Edina. Within this focus group, we also

FIGURE 8: CONCEPT DESIGN OF MOBILE WEBSITE
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facilitated a discussion about the provided concept design of the new website and suggestions

for possible improvements.

IV. FINDINGS AND CONCLUSIONS OF THE STUDY

SECONDARY RESEARCH

Our secondary research uncovered some interesting discoveries. The finance industry is
antiquated relative to other industries in terms of odopting social, lacal, and mobile marketing
strategies. There is a lack of coherence within the marketing plans of financial institutions
across all digital channelst. The problems primarily center on social media strategies’” and the
mobile website® of financial companies, both of which need dramatic changes to attract o
broader clientele. While wé researched the effectiveness of different types of advertisements,
we found that Google search-based advertisements, Twitter advertisements, and Facebook
advertisements are the most effective mediums to advertise throjgg and increased page views
by an average of 3 to 5 percent, demonstrative of the broader fact that wealth management
compunies‘ must give digital marketing a higher priority in their overall business operations”.

Since the majority of wealth management companies have not made substantial inroads into

digital marketing, this platform represents an avenue for Silver Oak to differentiate itseif.

SURVEY FINDINGS

1

Overall, we surveyed 56 people over the course of two days at Southdale mall. While the
survey responses varied slightly from person to person, there were clear overall trends
throughout the data which provided a clear direction that the promotional plan of Silver Oak

needed to take.

6 Maijority of Wealth Manogers Lack o Coherent Strategy; Few Perform Robustly across All Digital Channels.” MyPrivateBanking. Web. 13 Jan. 2017.
7 n\Weglth Managers Need to Better Exploit Socia! Medic.” MyPrivateBanking. Web. 13 Jon, 2017.

B 1 One-third of Wedith Managers’ Websites Nead Cemplete Relaunch.” MyPrivateBanking. Web. 13 Jan. 2017,

9 "Why Wealth Manogement Can’ t Afford 1o Miss the Digital Wave." Pw(C {2016): n. pag. Web.
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Question 1: Aestheti Lof the wehi

AESTHETIC APPEAL OF THE WEBSITE

1 2 3 4 5
Findings: The survey results clearly indicate that the website does not have any aesthetic
appeal. 15 people rated the website as a 1, 36 rated it as a 2, and 5 rated it as a 3. None rated
it higher than a 3, showing that the aesthetic appeal clearly needs improvement. This is
something that immediately needs improvement. Silver -Oak does not have any other
promotional materials other than their website, making it imperative for the company to have
a visuadlly appealing mobile website to create a positive image and establish credibility thus
creating a higher likelihood to attract clients.

USABILITY OF THE WEBSITE
35
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25
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Findings: The survey results again-were critical of Silver Oak’s website on this issue. 21
people rated the website as a 1, 23 people rated the website as a 2, and 6 people rated the
website as a 3, with none rating it higher. This problem further complicates existing aesthetic
problem with the website. Not only is it visually unreliable, it’s difficult for visitors to navigate
and. find the information they’re looking for. Our team did closer analysis of the website and
discovered that a large reason for these critical ratings is that there are a lot of empty links
{ links that don’t navigate to any page} present on the website. This creates confusion ameng
lots of website viewers and further complicating the ability of the website to attract clients.
Question 3: Content of the wehsite.
CONTENT OF THE WEBSITE

30

25

20

15

10

1 _ 2 3 4 5

Findings: The survey results indicated that most website viewers found the content present on
the website satisfactory in providing information about Silver Oak’s services and offerings. 13
people rated it as a 3, 28 people rated it as a 4, and 15 people rated it as a 5. This shows that
the problem on the website isn”t the information presented on it, but rather the way it is
packaged and presented, each of which makes @ huge impact on the way that viewers make

judgements on the website.
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Question_4: Internet advertisements

INTERNET ADVERTISEMENTS

1 2 3 4 5

Findings: Qur survey resuits weren’t teo insigh’ffu| on this issue, as there was a wide range of
variance in these responses. 5 people gave a 1, indicating that they never clicked on internet
advertisements, 11 people gave it a 2, 16 people gave ita 3,18 people gave it a 4, and 6 people
gave it a 5, indicating they clicked on internet advertisements extremely often. There were no

clear identifiable trends within internet advertisement use. |

COMMUNITY EVENTS
25

20
15

10

1 2 3 4 5

Findings: Our survey results indicated that most of the survey respondents were very involved
in the community for the most part. 15 people gave a 3, 22 people gave a 4, and 19 people
gave a 5, showing that most of the survey respondents participated heavily in community
events. This presents a prime marketing opportunity for Silver Oak and increase awareness
of their company and services.
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INTERVIEW FINDINGS

The interviews provided perspectives primarily about social media, but also substantiated upon
the survey question about internet advertisements. 17 people consented to being interviewed
after taking the survey.

Results: While three of the older interviewees indicated that they did not use social media, the
rest of the interviewees primarily used Facebook and Twitter for networking purposes. Of the
two, Facebook was the preferred option, as several interviewees went so far as to say that
they spent 10-15 hours per week on Facebook. This provided the basis for the choice of social
media networks to focus on within the strategic plan.

Results: Many of people.interviewed indicated that they seldom clicked on social media ads.
They further described, however, that they only clicked on adyertisements that were relevant
to things they had been searching for, substantiating the incjonc|usive results present in the
survey data. The people who indicated that they never clicked on social media ads must have
not seen ads that were relevant to items they searched for while the ones who clicked on lots
of ads did in fact see ads relevant to previous searched. This indicated that a large chunk of
the advertising budget needs to be dedicated towards search-results based advertising.
FOCUS GROUP FINDINGS

The focus group discussion was extremely fruitful in pinpointing several specific aspects of the
existing website that need to be improved. First, they concluded that the home page {landing
page) of the website needs changing. It immediately places the focus on client communications
but does not do an effective job of communicating the company purpese with graphics and

pictures. It only has some small text which the general viewer won’t take the time to read.

Additionally, they were confounded by the presence of empty links on the left-hand side of
the mobile page, all of which need to be removed. The group was also critical of both the theme

and color scheme of the website, describing how it destroys any credible image of the company.
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Fach of these things need changing it Silver Oak is to attract additional customers through
their website. They unanimously concluded that the concept design of the website was a
fantastic starting point for a redesigned mobile website and would go @ long way towards

attracting a broader clientele.
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We found that there were several clear areas in which Silver Oak needs to boost its
social, local, and mobile marketing strategies to expand its clientele.

FIGURE 9: OVERVIEW OF RESEARCH FINDINGS

- TWITTER - COMMUNITY M lLE

PRESENCE EVENTS OPTIMIZATlON

. FACEBOOK . SEARCH-BASED CONTENT

PRESENCE ADVERTISING REORGANIZATION
SOCIAL MARKETING

Within the social platform, our research indicated that the company should utilize and
aggressively market on Facebook and Twitter, the two most used social media platforms by
the prospective client base in Edina. as each of these tactics will result in increased web traftic
and awareness about the services of Silver Oak.

LOCAL MARKETING

Within the local platform, the research indicated that company should expand its presence at
community events and utilize tocal search-based advertising to increase tratfic towards its
website and expand its brand presence.

MOBILE MARKETING

Within the mobile platform, the research results indicated that the Silver Oak’s website needs
to improve its structure, color scheme, and organization without changing its content. Adapting

the website to the mobile platform specifically will substantially boost the company”s image

and increase its prospects of attracting additional clients.
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Based on the findings of our research study, we decided to concentrate our strategic plan
on three unique areas that Silver Oak is lacking in the status quo - social media marketing,
local brand awareness, and digital advertising. We therefore provided the following objectives
for the strategic plan:

s EXPAND SOCIAL MEDIA PRESENCE -~ Since the target market primarily
discoverers new brands and companies through the use of social media { primarily
Twitter and Facebook) , Silver Oak must expand its social media marketing in order to
be competitive with other wealth management firms and expand its client base. An

expanded social media presence will increase the web traffic towards the firm’s main

webpage thereby increasing the likelihood of attracting more clients.

ok
& EXPAND COMMUNITY PRESENCE - An expanded community presence will
develop a closer relationship between the target market and Silver Oak, generating
trust and interest in the company thereby increasing the likelihood that customers will

choose Silver Qak as their wealth management company.

% UTILIZE GEOLOCATION SEARCH-BASED ADVERTISING - Geolocation
advertising works by prioritizing companies who are geographically located close to the

searcher’s location within the search results and the advertisements listing. This will be

another avenue through which Silver Oak can expand its community presence and

[OCO] brcmd awareness.

% OPTIMIZE WEBSITE FOR MOBILE DEVICES - An optimized website will ensure
that the viewers that do in fact visit the website are greeted with an appealing and
engaging website as opposed to o text-based ineffective website that does more to

deter viewers than attract them.
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Meeting these goals will be imperative to improving Silver Oak’s promotional strategies

on the specific areas that it is lacking in. This is will not only improve the existing structure that
exists within the company and the current clientele that it serves to, but it will also aliow for an
influx of new clients and @ higher awareness of the brand amongst people living in the locat

ared.
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FIGURE 10: OVERVIEW OF PROPOSED ACTIVITIES

FIGURE 11: OVERVIEW OF SPECIFIC QUARTERLY ACTIVITIES
Q1 Q3

* Launch mobile +Qand A
website campaign
«New Year's
campaign
Q2 Q4
« Sponsor community * Spensor community
event event
*Financial advice «Year in Review
campaign

YEAR-ROUND ACTIVITIES {ACROSS ALL QUARTERSY

& bocal search-hased advertising
4 Social media advertising

+  Mobile website unalytics
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SEARCH-BASED ADVERTISING

We plan to implement a local search engine-based advertising strategy through the use of a

third-party service named 15miles. They

boost the company’s name search in results

when someone within 15 miles of the
geographic location of the company searches
for something related to the company. For

example, if a prospective client searches

“retirement planning” within 15 miles of
Silver OQak, Siftver Qak’s website will be one of the primary search results that will emerge.

Given that clients prefer local companies, this advertising strategy will substantially boost the

effectiveness of Silver Qak’s local advertising and marketing.

SOCIAL MEDIA UPDATES oo

It is imperative for any company that is looking to improve its / \

outreach to ]5 miles
\ /

potential clients i

W,

fo create a

platform on social media. This part of the

plan specifically entails the creation of

Twitter and Facebook accounts, which

would allow direct interaction with people
interested in the company. Through this, Silver Oak would create a direct outlet for various

services.

& ~ Allows for companies to quickly

s D
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COLARAMY DEVELGDMENTS - Allows companies to keep customers constantly
updated on company events, creating o closer relationship with customers.
PhoOTIONAL MATERIAL - Fantastic outlet for showcasing promotional material
that Silver Oak has created or any press articles that have been written about it.

b ABCIAL ADVICE - Customers interested in wealth management would be intrigued
by articles describing ditferent methods of investing smartly and planning more

effectively, generating more trust between the customer base and Silver Oak.

71% of consumers who have good social media service experiences with a brand are more likely
to recommend it to others®®. This results in a domino-type effect, creating faster overall growth
{or the company. Another benefit of creating a social media platform is the reach that it creates.
With people sharing infqrmction regarding Silver Oak, the brand marketing will extend

beyond the company’s own media pages. in order to most effectively capture social media’s

advertising potential, we planned a series of four distinct social media campaigns for Silver

Oak to use within each quarter:

+ Of NEW YEAR'S CAMPAIGN - Emphasizes the importance of planning for the year

ahead and the ability for Silver Oak to not only streamline that process but ensure that

each client has a fiscally responsible plan for the whole year.
Q2: FINANCIAL ADVICE CAMPAIGN - Each employee provides pro-bono advice

on any finance- related issue. These posts wili not only be intriguing for any viewer, but

will also increase trust and credibility that customers have for Silver Ouak.
Q3%: Q AND A CAMPAIGN — Focuses on directly engaging the customer base by

encouraging viewers to submit questions they have not only about the services of Silver

Oak but also about any finance-related questions, further increasing client trust.

10431 Sodial Media Marketing Stotistics You Need to Know in 2017." DreamGrow. 03 Jan, 2017. Web.
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»* Q4: YEAR IN REVIEW CAMPAIGN - This campaign will be a series of posts

describing the highlights of Silver Oak’s past calendar year while also informing

readers about how to analyze their investments of the past year and use the lessons
obtained from them to inform their future financial decisions.

MOBILE WEBSITE OPTIMIZATION

In order increase the attractiveness of Silver Qak, it is instrumental for people to be able to

easily access the resources that Silver Oak provides. This

is separate from social media, as it is important that the
foundational aspect of Silver Oak { their website} on the
Internet is effective and informational. The way that this
would be implemented is through the optimizing the

current content presented on the desktop website of Silver

Oak for mobile devices, as the majority of page views
these days come from mobile devices. The current mobile website that Silver Oak has does
not have the navigation capabilities or tools to be easily used by people who are interested in

learning .c:bout the firm. There are a few ways that this could be fixed:

BLEASHNG AESTHETHIC ~ Includes easy navigation tools and neutral yet pleasing color

schemes creating a higher retention rate.
& UVE CHAT INTEGRATION - Allows people to directly communicate with-employees,
facilitating direct interactions with customers.

 BEVELOPRMENT — Develops the social media platform as well, as it the

& SOCHAL M
landing page for all promotional material on social media, creating a better marketing

strategy, more efficient client relations, greater brand visibility for Silver QOak.
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SPONSOR LOCAL EVENT

In order to create a clientele that will not only want to approach Silver Oak but stay with it, it
is extremely important to personalize dient relations. To do this, our plan looks to hosting
ovents in local areas. This will create a face-to-face ‘nteraction between employers and both
ex[stmg and potential clientele, which improves the chances of gaining more clients and also
the interest to stay with the firm. The event will be a fundraising drive for any focal charity that
Silver Oak chooses. This will associate the brand of Silver Oak with local and charitable ideals
thereby creating a positive brand image. This
s also fantastic promotional material, as by

{'COMBINING SOCIAL MED] advertising the said event, the company will
. ENT MARKETING

S CLICK-THROUGH

also have the ability to reach out to completely

new people that they haven’t been able to

reach throuﬁgb other platforms and outlets.
Each event would take place in a local area creating eo.sy access for those who could be
potential investors and clients. These events would allow for direct conversations that create
an atmosphere of individual care, where clients and potential clients feel as though their unique
wsues would be the top priority if there were to join. Face-to-face discussions have 93%

communication effectiveness, therefore showing the positive impact on improving Silver Oak’s

promotions™.

Two specific metrics will be used to measure the effectiveness of the strategic plan:
FIRM PERFORMANCE ANALYSiS SURVEY
The most efficient way to see whether or not the firm promotional strategy is improving. There

are two channels through which we will analyze this and we will analyze both channels on a

u Tardonico, Suson. s Seocial Media Scbotugmg Real Cummunlcutl0n7 Forhes. Forbes Magazine, 15 Apr, 2014, Web. 16 jan. 2017
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six-month basis. First, we will analyze the financial performance of the firm in terms of asset
size and numbers of total clientele. We will compare the bank’s financial growth over each

period to its growth in years past. We expect to see a spike in the overall growth rate of the

bank. If the firm’s financial performance improves, then the firm should dedicate more funds

towards each of the activities in the proposed plan. Additionally, we will do a survey amongst

new clients to determine how they learned about Silver Oak’s services. This will be used to
gauge whether or not the new marketing channels opened by the plan directly transiated into
increased sales. Both the analysis of the firm’s financial growth as well as the survey will be
implemented every three months. A shorter timeframe will risk not giving enough time for the
promotional plan (specifically each social media campaign) to take effect while a longer

timeframe will risk missing subtleties within the data from each campaign.

FIGURE 12: FIRM PERFORMANCE ANALYSIS

ITEM PURPOSE

INTERNET ANALYTICS

Google, Facebook and Twitter analytics will detail the amounts of webpage views Silver Oak
receives from each of these digital platforms. These analytics will be compared to the expected
ROI ( expected percentage increase in page views) to see whether or not they are effective
and meeting indus.try standards. However, this is not a large concern as we are already
contracting a marketing firm { 15miles) to ensure that the advertising budget is optimized. Since
Google, Facebook, and Twitter all constantly create analytics for each company that

advertises using their services, an analysis of these metrics can be done on a monthly basis.
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VI. PROPOSED BUDGET

LGS OCIATED WITH PROPOSED STRATRGIES

NAME OF PROGRAM _ COST (ANNUALLY) . EXPECTEDROI

%-5% INCREASED AD
§5.000 EFFECTIVENESS

LOCAL ADVERTISING THROUGH
15 MILES

| 6-8% INCREASED PAGE VIEWS -

60% INCREASED PAGE
RETENTION RATE

. 24 CLIENT CONVERSION RATE

GOOGLE ADVERTISING $10.000 5-7% INCREASED PAGE VIEWS

BUDGET BREAKDOWN
& LOCAL ADVERTIS!NG THROUGH 15MILES — 15miles charges $5,000 annually to

optimize client websites.
» FACEBOOK AND TWITTER ADS - On an anhdal basis, $10,000 across the two
platforms is necessary to ensure o high visibility for each of Silver Qak’s promotional

materials.

s REDESIGNED WEBSITE - This cost stems from the hosting fees charged by each

website template designer optimized for mobile devices.

& SILVER OAK ANNUAL EVENT - There will be two events held throughout the year,
each one costing $2,500. The cost to rent space ot the Minneapolis Convention Center

5 $2,000 and we have reserved $500 for any promotional materials Silver Oak chooses.

» GOOGLE ADVERTISING - Like with Facebook and Twitter, this amount of money is
essential to be able to be prioritized above other advertisements in order to generate

higher traffic to the website.
ROI

In the digital realm, many marketers have struggled to effectively measure RO because it is

a multi-channel form of media. This is why we’ ve only been able to describe ROl in terms of

12 Contral, ASE " Study: Marketers Struggle with Measuring Digital ROL" AS! - Prometionat Products Membership Crganization, Web, 16 Jan. 2017,
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website traffic. Without any Silver Oak-specific, we estimated the increase in page views using

industry standard data.

+ TWITTER AND FACEBOOK ADS ROI - On average, marketers that use Twitter

and Facebook ads see web tratfic increased by 6-8%%.

+ GOOGLE ADS ROI ~ Similarly, Google advertisements on averdage increase web
tratfic by 5- 7%

+ 15MILES ROI - 15miles reported that typically their clients see an increase of 3-5%
web traffic from each of their advertisements after having 15miles optimize their
advertisements.

& EVENT ROI - Researchers have found that on average, 2% of attendees at events

become clients®, so the ROI of the event is expected to be 2%of the attendance.

+* MOBILE WEBSITE ROl - ineffective mobile site causes 60% of viewers to
immediately jump to competitors websites®s, Therefore, a more effective website will
increase the page retention rate by 60%.
Compounding all of these, we expect the promotional plan to net an increase of 15.7%- 22 5%
in page views. Overall, to make up the cost of the budget, Silver QOak needs roughly
$3,000,000 in increased assets { it collects profit based off of 1%interest on each dollar in each
account) . Since the average account size at Silver Qak is $600,000, Silver Oak only needs 5
additional clients to cover the cost of the plan. Given the plethora of items presented in the
plan, this is not a difficult feat ensuring that the plan will foster growth for Silver Oak well into

the future.

3 i, Larry. "New Data Proves Facebook Ads Lift Search ROL” WordStraam. MN.p., 21 Nov. 2016. Web. 16 Jan. 2017.

13 Google Adwords Conversion Rote Averages by Industry.” Smart Insights. N.p., 21 Sept. 2016. Web. 16 Jan. 2017,

5w Average ROI At Events Is 5x; Time For Marketers To Stap Being Averagel” PR Newswire. Web. 15 Jan. 2017.

15 Randelph, Bridget. ” Tracking Mobile Visitors in Google Aaalytics: A Checkiist Guide for Mobile insights.” Distilled. M.p.. n.d. Web. 16 Jan. 2017.
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