
Halmyre Thinking: 
Canadian Finance & Leasing Association 

Using Persona-Based 
Marketing to Engage 
Younger Members 

“We came out of our work with Halmyre with a much better 
understanding of who our membership base is, and how to tailor 
our services and brand to better engage them.” 

Michael Rothe, President & CEO, CFLA

The Canadian Finance & 
Leasing Association (CFLA) 
advocates for the asset-based 
financing, vehicle and 
equipment leasing industry in 
Canada. The CFLA has more 
than 220 members across 
Canada, ranging from large 
multinationals to smaller 
regional domestic companies 
spanning the financial 
services spectrum.

THE CHALLENGE

A 2019 member research study 
commissioned by the CFLA found that it 
needed to work on recruiting the next 
generation of talent for the industry. 

Halmyre identified that the following 
CFLA business objectives must help 
focus return on investment (ROI) for 
their marketing efforts:

• Grow membership across Canada

• Expand through a high volume of 
targeted small-business members 
using the association’s self-serve 
functions

• Engage early-career professionals to 
build the profession up, and establish 
that work as a major purpose of the 
association 

Although the CFLA has a basic 
segmentation model, it lacked a 
comprehensive understanding of its 
members’ wants and needs. The CFLA 
partnered with Halmyre to establish 
a member-focused approach to its 
marketing and upcoming website rebuild.
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THE SOLUTION

To improve the CFLA’s member 
engagement, Halmyre created a 
customer experience evaluation and 
persona development package by

• Creating five detailed personas to 
inform the CFLA’s membership work

• Unifying member engagement for all 
aspects of the CFLA’s marketing – new 
website, content generation, access 
levels, structure of events, 
communication approach and 
education opportunities 

• Improving website design and user 
experience, social media use and 
networking events 

The interviews conducted to create the 
personas helped to identify the kinds of 
members the CFLA should prioritize 
when optimizing the member experience 
and managing ROI.

GOALS

The following were key success factors 
for this project: 
• Gain insight into the CFLA’s audience 

as embodied by codified personas 
representing members’ wants, needs 
and motivations

• Understand how to address the next 
generation working in the finance and 
leasing industry 

• Update the CFLA’s website to better 
target and engage members 

Key performance indicators included 
increasing: 
• Website engagement

• Number of young CFLA members 

• Data intelligence for the organization 

PROCESS

In partnership with the CFLA, Halmyre’s 
integrated marketing strategy team 
carried out the following work: 

• Conducted one-on-one interviews 
with10 CFLA members to identify key 
patterns, leading to creation of the 
member personas 

• Restructured the CFLA website and 
wrote new copy directed toward 
targeted personas 

• Outlined the business requirements 
for a customer/association relationship 
management (CRM/AMS) system and 
used a scoring matrix to choose 
appropriate software

• Monitored the CFLA’s social posting 
on Halmyre’s social media planning 
and data tool, and provided detailed 
recommendations for increased 
engagement 

• Implemented a persona-led marketing 
approach
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Results: 
CFLA now has an empowered 
team that can create and release 
new content elements to keep 
the website fresh, and promote 
to reach the widest provincial 
population. Other results:

A persona-led increase in 
marketing capacity 

Board buy-in on the business  
case for future investments in 
member engagement

A new focus on holistic  
AMS functionality rather  
than a simple CRM system

A revitalized foundational 
website for long-term digital 
engagement

143%
increase in social media 
engagement using new insights  
and productivity tools

 Member Engagement Needs and Expectations 

1. Grow revenue, grows volume/sales, grow client relationship, grow company reputation

2. Grow personal brand

3. Short attention span so needs information quickly and accurately to make decisions

4. Wants more customized information based on user profile 

Technology

Website Needs and Expectations

1. Executive Summary of all key content

2. Expert opinion/insights on data

3. One-stop-shop to locate and save key networking contacts (e.g., networking calendar

that is linked to her company outlook, dashboard allowing saved membership profiles for

future connection) 

Main CFLA Channels

1. Reads weekly email updates from CFLA

2. Occasionally visit websites for major industry news (e.g., fraud cases)

3. Relies on her direct reports to tell her about data/research trends

4. May attend conference and trade show as a speaker 

Background

An industry veteran with 30+ years of experience. Weathered several economic recessions and

kept her business /department in-tact. She is a relationship builder with important clients and

relies on her direct reports to provide the latest data trends in the industry and economy for

strategic decision making. She is also very keen on understanding the latest

accounting/regulatory changes which are creating confusion for her department as well as

clients. She looks to CFLA for guidance on such matters. She appreciates the annual

conferences which have helped her and her team land connections that otherwise she would

not have and prefer to have even more networking events. She has a busy schedule and

prefers to navigate a user-friendly website with relevant information she needs to know. She is

also one of the few female executives in the Automotive industry. She also hopes that her

company, smaller as compared to the big banks are also more represented on CFLA's board,

committees, and events. 

Motivations

1. Grow revenue, grow volume/sales,

grow client relationship, grow

company reputation

2. Grow personal brand

3. Mentor younger women in the

industry 

4. Short attention span so need

information quickly and accurately to

make decisions

Frustrations

1. While she sees CFLA's value

proposition, she needs to see some

data and facts which determines how

the association has contributed to her

company's or her peer's bottom line 

2. Uncertain about CFLA’s future vision

in supporting massive change in the

industry (e.g., digitization and fin

tech)

3. Wanting smaller companies on

CFLA’s boards, committees, and

events 

Demographic

Female years52

Toronto, Ontario

Married

Managing Director - 

Automotive Leasing

Skills

Relationship Management

0 25 50 75 100

Strategy

0 25 50 75 100

Data Analytics

0 25 50 75 100

Technology

0 25 50 75 100

NAME

Dana
MARKET SIZE

10 %

TYPE

Strategic Decision
Maker

Goals

Focused on driving and building her business; relies on her directors for meaningful

information and may not interact with CFLA directly unless for speaking engagements at

CFLA events; she also makes decisions about membership renewals as well as a long-term

relationship with the association.

Quote

"I need to understand CFLA's value proposition to my company's bottom line - whether that is

obtaining data analytics or establishing long-term relationships with clients and peers"

PROJECT: Halmyre || CFLA PERSONA: Dana

CFLA Persona Structure CFLA Website

CFLA Style Guide 

Inter SemiBold
abc ABC 123

Inter Medium
abc ABC 123

Inter Regular
abc ABC 123

Colours

Fonts

Main headers / Section headers (32 pt / 22 pt)

Primary WCAG 2.0 AA: PASS Secondary WCAG 2.0 AA: PASS

Main headers / Section headers (32 pt / 22 pt) Body copy (16 pt or 18 pt)

The primary colours for CFLA are Bright Purple and Light Purple. They are the 
two colours that are used in the logo and identify who we are and what we value. 
Purple supports the ideas of commitment, advocacy, intelligence, and innovation  
for the asset-based financing, vehicle, and equipment leasing industry in Canada.

When paired with a secondary colour, purple will bring a fresh and modern 
contrast. These colours are also used to define CFLA sectors/categories.  
All colours are to be used at 100%. Below are examples of acceptable foreground  
text colours and background colours that have sufficient colour contrast.

*Light Grey is the text colour to be used on these specific background colours. When setting text on any other colour, as shown, Bright Purple is to be used.

Inter is a Google sans-serif font that is modern, web-friendly, and readable. It is a 
sharp typeface that has clean lines and will help communicate CFLA’s brand story. 
In cases where Inter is not available, use Roboto as an alternative and for  
Microsoft Office documents, use system font Arial. Inter is our digital font.

CFLA Digital Style Guide

Bright Purple*
441D91
r 68
g 29
b 145

Light Purple
ADADD3
r 173
g 173
b 211 

Light Grey
F2F2F2
r 242
g 242
b 242

Mid Grey*
666666
r 102
g 102
b 202

Bright Turquoise
17CCC7
r 23
g 204
b 199

Bright Yellow
FED538
r 254
g 213
b 56

Bright Green
17CCC7
r 110
g 194
b 82

Bright Coral
FF7C75
r 255
g 124
b 117

Bright Orange
F89721
r 248
g 151
b 33

Bright Blue
38BAFF
r 56
g 186
b 255

Dark Grey*
333333
r 51
g 51
b 51

NetworkingEducationAdvocacyAbout

Industry
Research 
and Data

Accounting Automotive Legal Insurance Taxation

Iconography

Primary

Secondary

CFLA icons are scalable and consistent to act as visual indicators for the user 
experience and navigation. Every icon has a corresponding text label to help 
convey meaning and is set in a distinct shape and/or colour. The primary icons 
always lead with Bright Purple. When set on a Bright Purple background, the icon 
should always use Light Purple, as displayed.

The secondary icons are organized and colour-coordinated to various sectors/
categories, as shown below, for better engagement, usability, and context. The 
secondary icons can either be paired on a Bright Purple background or set in 
Bright Purple on one of the select colour options.

CFLA Digital Style Guide

Incorrect Usage of Icons

Main CFLA Channels

Weekly emails

Does not read blogs, publications unless for a specific need (e.g., new anti-trust issues)  

Passive committee member

 Member Engagement Needs and Expectations 

1. Uses CFLA as a means to be kept updated with industry news

2. Uses CFLA newsletters to gauge what is happening with the association, focusing on

networking and social events   

Website Needs and Expectations

1. 21st-century website with easy to follow and intuitive content

2. Require more interpretation and analysis on regulatory guidance 

3. Social calendar to mingle with peers

4. More tailored engagements with young professionals

Technology

Background

A lawyer who is focused on ensuring the company is adhering to regulatory changes. Belong

to a CFLA professional network as a passive participant. He has not attended any events but

might be interested in the future. 

Motivations

Motivation:

1. Keep companies out of regulatory

trouble

2. Use CFLA as a mean to be kept

updated on regulatory changes

Frustrations

Frustrations

1. Information is up to interpretation

and require industry guidance

2. CFLA website is not user friendly –

lacking a modern user experience

Demographic

Male years30

Saskatoon, Saskatchewan 

Single

Corporate Counsel - Equipment

Leasing Company

Skills

Relationship Management

0 25 50 75 100

Strategy

0 25 50 75 100

Data Analytics

0 25 50 75 100

Technology

0 25 50 75 100

NAME

Jonathan
MARKET SIZE

25 %

TYPE

Content Follower

Goals

Keeping companies out of regulatory trouble. Needs to understand the latest regulatory

trends. 

Quote

“I am on the fence with CFLA – not too positive or negative…I just read whatever is provided to

me in the newsletter and browse website occasionally" 
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