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—{GROWING A BUSINESS}————————————

Kiwis.
buy services
differently now

Word of mouth marketing is still effective
in New Zealand, but 81% of Kiwis are using
digital services which have overtaken
mainstream media, writes Tony Vidler.
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dvisers who do not have research revealing that everyone under the

a mobile communication
strategy are ignoring a change
in consumer behaviour that
will have substantial long-term
repercussions, Association of Financial
Advisers CEO Brad Fox has warned.

Fox is partly right. Given he was
introducing a newly released whitepaper
called Connected Convenience which
focussed on only one aspect of digital
marketing, his comment is understandable
The digital marketing landscape is immense
and the focus of this whitepaper is to
understand buyer behaviour in particular.

The changes in buyer behaviour in recent
years are, however, far more profound than
the shift from desktops to tablets, and

age of 30 owns a smartphone.

Hello? Who didn't know that?

To be fair | didn't realise that only 68% of
Australians my age owned a smartphone - |
thought the number would be much higher.
Nevertleless, | feel comfortable asserting
that the Bverwhelming Majority ¢f the target
market customers here in New Zealand
for the overwhelming majority of financial
advisers in this country have smartphon%,‘
and tablets, or both. 2
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RAPID ADOPTION

Kiwis have always been rapid technology
adopters, and the rapid adoption of
smartphones and tablets is proving to be
no different. With a population of around
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4.5 million in New Zealand we manage to
have over five million mobile phones in total
and approximately 64% of the working age
population have a smartphone. Within three
years predictions are that over 90%

New Zealanders will have a smartphone.

So Fox is right. A mobile communication
strategy matters for anyone in business.

In the financial advice business in particular
we need a clear plan at the very least for:

P Using SMS in our client communications.
P Capturing and recording SMS

messages in CRMs.

P Capturing key information from

mobile phone conversations.

P Having a multi-screen website

strategy (mobile/tablet/PC).

B Monitoring internet mentions of our brand.
P Client access to secure sites or apps.

P Managing privacy, identity and
cyber-threat issues.

P Distributing content and general
consumer engagement.

An adviser could choose not to have SMS
conversations with clients. That would be a
plan. It certainly wouldn't be a client-centric
plan if that happens to be a medium which
clients opt to use; however, it is a plan.

A digital marketing strategy is, however,
far broader than just considering mobile use;
the more one considers digital use, the more
complex the landscape becomes. Here is one
professional agency's effort at explaining the
scope of possible digital marketing:

Ref: Gartner Digital Marketing Transit Map
https./ v.gartner.com/technology/
researct arketing/transit-map.jsp

If, like most advisers, you are already
time poor in running a small business,
this definitely becomes overwhelming.
The first step in making sense of the digital
landscape is to make decisions about what
you are trying to achieve. Only then can you
realistically determine where your limited
time, effort and money are best allocated to
get a return for your business,

A relatively simple list of objectives
for example might be:
P Manage the customer relationships
with speed while capturing the interaction
for compliance purposes.
P Interact with customers in the
mediums or forums they prefer.

P Be prominent in search results for

my target market customers and
their primary needs.
P Create business efficiency and
leverage by adopting low cost/
customer content distribution tactics and
service functions.
In plain English that might sound like:
"l want to get to as many people as
possible, for the lowest cost possible per
time, and make them feel like they are
getting really quick attention in the way
they want to communicate. | want ideal
customers to find me and think. "You're
awesome - I'll choose you'... and | need to




[image: image2.jpg]be able to keep a track of it all electronically
in case someone complains later”

DIGITAL REALM

From there it becomes a lot easier to work
out which particular tactics in the digital
realm are able to help you achieve the
primary objectives. Using the above
example, it would suggest that the adviser
focus upon having:

» A robust CRM system which supports
the ability to upload a wide variety of

digital files

» A branded email marketing platform,
working with the CRM system

B Strong focus upon target market
customers, and understanding their

digital channel use and preferences.

P Selected social media channels that are
preferred by target market customers for
content consumption and interaction; and/or;
» Mobile communication strategy.

B Search engine optimisation: good selection
and use of keywords and phrases across the
entire digital presence. i

All of this thinking and strategising, however,
will only be effective in achieving the desired
outcomes if we have a good understanding of
the changes in consumer buying behaviour that
actually matter though.

In research conducted in 2013 it was found
that 94% of New Zealand users look for
products and product solutions online, and
68% in total do so from mobile devices.

The stuff that really matters to us though is:
P 81% use digital information sources now. It
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has completely overtaken mainstream media.
» 86% of New Zealanders go online to find
specific information.

» 66% will source specific information via
asocial media site.

Yet, despite this prevalence to go online
and look for oneself, Kiwis place higher
trust in what their friends and colleagues
recommend. In fact, Kiwis trust their friends
and peers more than most other countries
in the world, except for people in Manukal
for some reason. Itis a bit of an oddity, but
the reported levels of trust among Kiwis
were highest in Wellington and lowest in
Manukau. Go figure.

BUYING BEHAVIOUR
Piecing together the different research, it
highlights just how much New Zealand
consumers' buying behaviour has changed
in the last five years. The typical consumer
purchasing financial advice now is far more
likely to:
P Ask their friends and colleagues who
they recommend
» Shortlist their friends and colleagues'
suggestions.
P Google the suggested names ...
from their mobile.
» Eliminate several contenders because
they don't “look right”. (This is where the
completed Linkedin profile, good SEO, a
content rich website and so on, all begin
to earn their keep).

At this point they are likely to be about
75% of the way to deciding who they

should talk to.

Then they will initiate a low level general
inquiry via email or your website
contact form ... and it will be relatively innocuous
(such as a request for information; subscribe to
anewsletter; etc).

They will form a view on the business on
the basis of how helpful and prompt it is.

If they don't like it, they will disengage and
start again with a new name.

SERVICE FUNCTIONS
How we position ourselves online, and how well
we interact with the innocuous requests from
strangers, together with how we handle the daily
customer service functions with existing clients
are more important than ever before. They all
blend together to determine whether that ideal
new client will in fact choose us, because that
prospect is more than 75% along the buying
journey before we even know of their existence.
The changes in consumer behaviour extend
well beyond their adoption of mobile.
The marketing ecosystem is complex, and
mobile is only one part. It matters, but not
anywhere near as much as what people say
about you when asked by other people.
Word-of-mouth marketing matters most in
New Zealand, but mobile connects to the internet
to verify that the friends’ recommendation was
worth following up. There is no doubt, though,
that how Kiwi consumers buy services has
fundamentally changed. @

Tony Vidler is the expert in professional services on

creating strong personal branding and target marketing

positioning. www.financialadvisercoach.com




