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What Do These Things Have In Common?



Blockbuster



Diffusion Of 
Innovation Theory



"...car loans have grown from 
29% of the credit union 

portfolio in 2011 to 35% at 
the end of last year’s (2017) 

third quarter."
 



Total 
Buyers

New
Buyers

Used
Buyers

108 109 108

Total 
Buyers

New
Buyers

Used
Buyers

112 104 115

Total Days Spent In Market
20

17
20

18



While car shoppers can be influenced 
about what to buy and who to buy from, 

the time to influence and convert them is 
online, where they spend the majority of 

their shopping time making decisions. 
 Cox Automotive 2018 Car Buyer Journey



The Amount Of Time 
Car Buyers Spend 
Online When Shopping 
For Or Buying A Vehicle.60%





71% 68%
FIND ACTUAL 

VEHICLES LISTED 
FOR SALE

RESEARCH CAR 
PRICING 

ONE TWO THREE

64%
COMPARE 

DIFFERENT MODELS

Top 5 Activities Online 
During The Car Shopping Process

63% 46%
LOCATE DEALERS OR 

DEALER INFO
RESEARCH CURRENT 

CAR VALUE

FOUR FIVE



THIRD-PARTY SITES ARE THE MOST-USED SITES 
FOR ONLINE CAR SHOPPING .

 

Where Is This Research 
Happening?



Instant Credit Decision Exposure



Dealer Websites



The Secret Is Out



Retargeting Advertising



Remarketing Advertising 



Google Ad Words
and SEO 



1. KEEP MEMBERS 
ON YOUR SITE

2. STAY TOP OF MIND TO 
STAY TOP OF WALLET

3. BECOME GREAT AT 
TELLING YOUR STORY

4. IMPLEMENT DIGITAL 
MARKETING EFFORTS 

Offer your members all the 
tools they need to walk 
through the car buying 
process.

Your members don't think 
about you as much as you think 
about them. Continuously 
market.

 Now that you know where your 
members are shopping - meet 
them there. 

What Do We Do?

Story telling is a powerful 
marketing tool. You have a 
great story to tell!



Keep Your 
Members On 
Your Site01













Stay Top Of 
Mind To Be 
Top Of Wallet02



Marketing Action Plan
Offer valuable content - become a trusted resource.
Utilize multiple platforms to share your content.
Target whenever possible.
Track, Track, Track.  You cannot manage what you 
do not measure.



Become Great At 
Telling Your Story03



Collect member stories. 
Collect staff stories.
You do not need Hollywood level production.
Track and celebrate the difference your credit union makes. 
(Volunteer hours, member savings, etc...)

Once Upon A Time...



Implement Digital 
Marketing Efforts04



Is your website easy to navigate?
Do you share content people actually care about?
How many digital touchpoints does your credit union have? 
Are you tracking and analyzing digital efforts for results?

Dissect Your Digital Presence



Post At Least 2-3 Per Week
Post Content You Would Enjoy Or Share
Schedule Posts In Advance If Pressed For Time
"Boost" Your Posts For A Stronger Reach
Target To Current Members and Potential Members
Use Analytics To Create Better Content And Get To 
Know Your "Fans"

Be A Social (Media) Climber




