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Welcome!

The webinar will begin shortly. 

Audio is provided through your computer speakers 

or phone. Make sure to turn the volume up! 
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 This webinar is being recorded. The recording and 
presentation slides will be shared post-webinar.

Audio can be streamed through your computer 
speakers or phone. Refer to your confirmation email for 
call-in details. 

Attendees will remain in listen-only mode throughout 
the webinar. 

Housekeeping
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 Tech questions? Chat the panelist. If you 
choose to raise your hand, please still chat 
the panelist.

Questions for the presenters? Type them 
into the Q&A box. These will be answered 
at the end.

Housekeeping Continued
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Marketing Your 
Consumer Loan 

Program

Lender Roundtable

December 2 2019

http://creativecommons.org/licenses/by-nc-sa/3.0/
http://www.creditbuildersalliance.org/
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www.cbatraininginstitute.org

CBA’s Training Institute

http://www.cbatraininginstitute.org/
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Save the Date!

12/12/19

2 pm ET
Exploring Credit Building 

Policy: 

How SB 455 Came to Fruition

Register @

bit.ly/CBA_events
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Tech questions? Chat the panelist. If you 
choose to raise your hand, please still chat 
the panelist.

Questions for the presenter? Type them into 
the Q&A box. These will be answered at the 
end.

Reminder!
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Meet the Presenters

Susie Daily
Communications Director

Susan Tachau
Chief Executive Officer

Aisha Bussey
Director of Marketing

Andy Posner
Founder & Chief Executive 

Officer
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Agenda

1. Diverse Marketing Strategies: Pennsylvania 
Assistive Technology Foundation

2. Using Metrics for Customer Acquisition: Capital 
Good Fund

3. Discussion and Q&A
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Establish your brand
What is your message?



Assistive Technology 
= 

Independence, Quality of Life

We are Pennsylvania’s experts on 
funding assistive technology.



Show, don’t tell
Engaging content that supports your message



Informational Publications



Educational Events



Meaningful Posts

Facebook, Top 3 Posts – 2019



Meaningful Posts

Twitter, Top 3 Posts – 2019



Meaningful Posts

Instagram, Top 3 Posts – 2019



Engaging Content
Date Campaign Email Subject Line Click Thru Rate

Dec 5, 2018 Winner Announcement 

#MyLifeWithAT2018 Photo Contest

Congratulations to the winners of 

#MyLifeWithAT2018 Photo Contest

27.6%

Apr 9, 2019 Funding Guide Announcement New Publication: Funding Your 

Assistive Technology

27.6%

Oct 5, 2018 2018 September Newsletter Jobs and Homes Aren't Enough: The 

Missing Link

21.5%

Nov 9, 2018 2018 November Newsletter Giving Back Through Music 20.9%

Dec 13, 2018 EOY 2018 1 New Guide! How To Access AT in 

Community Health Choices

19.7%

Constant Contact, Top 5 Newsletters - Based on Click Through Rate – FY2019



Accessibility

Know  Your Audience 

(But also – everyone benefits from accessibility!)

• Website – WCAG standards

• PDF – 508 compliance

• Digital images – Alt text

• All content – Contrast, text size, font, reading/comprehension level

• In-person – accessible spaces, inclusive language



Rule of 7
A multi-channel marketing strategy



Digital 
Marketing

Website

E-Newsletter

Social Media



Print Materials

Brochure

Annual Report

Infographics

Mailers

Informational 
Publications



In-Person

FAC Network

Outreach

Trainings



A Case Study
Hearing Aid Loans



A Case Study
—
Hearing Aid 
Loans

Print Marketing: Audiologist-Specific Mailer

 In-Person: CaptionCall and FAC Outreach

Digital Marketing: Newsletters and social 
media promote increased 0%-interest loan cap



750 Licensed Audiologists in PA



A Case Study
—
Hearing Aid 
Loans

In the first half of FY2019:

40%
Increase in number of loans for hearing aids



Is it working?
The importance of analytics!



Total Website Pageviews, by Day – FY2019



Two significant peaks:

 Nov 30, 2018 - Last day of #MyLifeWithAT2018 Photo Contest

 April 9, 2019 - E-Newsletter “New Publication: Funding Your Assistive Technology”



Agenda
• Quick overview of Capital Good Fund 

• Our 2019 Performance by Product

• Customer Acquisition Strategy

• Pipeline 

• Breakdown of marketing channels

• Data and Metrics

• Most vs. Least Effective

• What’s Next
• Marketing Examples

• Marketing on a Budget

• Q&A



Capital Good Fund (“Good Fund”)
• Founded in 2009
• U.S Treasury-certified Community 

Development Financial Institution
• Mission is to create pathways out of 

poverty through equitable financial 
services 

• Nonprofit “fintech”
• Small-dollar consumer loans and one-on-

one Financial and Health Coaching to LMI 
clients

• Currently operating in DE, FL, MA, and RI; 
offices opening in IL and TX in the next few 
months



Our History and Growth

• Have financed 4,500 loans totaling $9.4 million (95% 
repayment rate)
• Avg. FICO of borrowers is 580; ~20% have no FICO

• Loans of $300 - $25,000
• Financial and Health Coaching – over 1,500 clients served
• 5 Core Loan Products
• 1,800 loans for $4.9 million outstanding; 95% current
• 30 FTEs
• $7.2 million in assets
• $3.5 million budget
• 600% increase in assets and quadrupling of loan volume 

since launch of scaling plan in 2016



*based on # of loans NOT dollars

Our 2019 Performance by Product

42%

35%

10%

6%
7%

2019 Total Loan 
Volume*

Emergency

Other Personal

Weatherization

Auto

Immigration

7%

19%

30%

29%

15%

2019 Total Portfolio 
Revenue 

Emergency

Other Personal

Weatherization

Auto

Immigration



Customer Acquisition Strategy 

67,000

New Website Visits

41,510

Application page

1,080

Closed Loans

Marketing Pipeline 2019



Customer Acquisition Strategy, cont.



Customer Acquisition Strategy, cont.

PR/Communications

Teak Media +Communications

• Media Relations

• Speaking Engagements

• Press Releases

• Brand Awareness 

Spend: $10,000/mo

Digital Marketing/ Advertising

• Media Buy Campaigns

– Radio ads/TV integrations

– Billboards

• Google AdWords

• Google Grant Adwords

– Grant account up to $10k per month for 

Adwords

– Managed by Uluad

Spend: approx. $5,500 (includes 

monthly AdWords spend and $500 for 

grant account agency management

http://www.teakmedia.com/
https://www.google.com/grants/
https://uluad.com/


Customer Acquisition Strategy

Referral Programs

• Nerdwallet

• United Way 2-1-1

• SpringFour

Spend: No charge for SpringFour and 

United Way. Nerdwallet is a CPA charge.

Traditional/Offline Marketing

• Direct Mail

• Events/Community  Outreach

Spend: approx. $20,500 (spend is not 

reoccurring, instead it is on an as-

needed basis for each component).



Data and Metrics

Top Marketing ChannelsCapitalGoodFund.org

Marketing 
Channel Users

New 
Users

App Page 
Visits 

Conversi
on Rate

Organic 
Search 21937 20331 19360 41.47%

Referral 14815 12669 6430 26.83%

Direct 14302 14159 8023 32.39%

Paid 
Search 10883 10515 6565 42.84%

Display 8083 8078 801 8.34%

(Other) 1094 1049 130 10.82%

Social 966 921 200 15.14%

Email 6 6 1 14.29%

Total 72086 67728 41510 33.78%



Most vs. Least Effective and Why

• Most Effective 
– TransUnion 

• Most expensive 

• Ability to yield best results

– United Way 2-1-1

• Free!!

• Reaching across all markets



Most vs. Least Effective and Why, cont.

• Least Effective 
– Events

• Can become expensive

• Little yield

• However, they are great for 

outreach and networking within 

the community

- Radio ads 

- Costly 

- Very few leads 

- Short time to explain our products



What’s Next for Capital Good Fund?
2020 Channel Deployment

- Increase social media 

- Email marketing

- SEO 

- More referral program 

partnerships



Auto Loan Flyer 

Examples
Direct Mail Letter 

Univision 

Radio 

ads

B &T publication 

Other Personal 

Loan Flyer 

https://capitalgoodfund.org/assets/files/BT_APinterview.pdf
https://capitalgoodfund.org/assets/files/BT_APinterview.pdf


Marketing on a Budget
Questions to Consider
1. What are your goals

2. What is your budget?

3. Who can prepare, execute and monitor 

our marketing plan?

4. How do we currently acquire 

customers/find investors/receive 

grants?

5. Can we take advantage of any reduced 

rate or free opportunities as a 

nonprofit?
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Questions?

Type your questions into the Q&A box.
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Thanks for joining!

CBAFund@creditbuildersalliance.org

mailto:CBAFund@creditbuildersalliance.org

