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Meet the Marcom team

Joanne Hanson
Marketing Communications 
Leader

Leadership of the RV and Home 
Generator segments

Elizabeth Zaitz
Senior Marketing 
Communications Specialist

Brand awareness and lead 
generation

Shelby Davidson
Senior Marketing 
Communications Specialist

Marcom channel partnerships
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How did we do in 
2017?
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Website visitors Leads Impressions

2017 Results

Up 169% over 2016 Up 329% over 2016 118M through 2017

Overall a very strong year with huge improvements in lead gen
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What’s our secret?

 Launched a new website in February 2017

 Focused on SEO and website optimization including new content, 
sizing calculator, live chat, ratings and reviews

 Optimized our digital advertising strategy to focus more on lead 
generation

 Launched an email marketing campaign to nurture leads

 Launched a National Preparedness Month campaign to help raise 
brand awareness

 Employee promotion

 RV cross-promotions

 Weather triggered localized advertising campaigns

 Confidential
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2017 Highlights
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2017 Highlights

• Cummins spokesperson
• Weather plan
• New website
• National Preparedness Month
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Weather 
spokesperson
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Disaster and Weather 
Preparedness Advisor for 
Cummins
 Broadcast meteorologist and TV host Cheryl Nelson

• Content for Cummins owned properties
• Media materials tips, insights, etc.
• Media interviews
• Controlled media (satellite and radio media tours)
• Leverage social platforms

www.CherylNelson.net

@CherylNelsonTV

http://www.cherylnelson.net/
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DID YOU KNOW: Cheryl is a FEMA-
certified instructor for 'Hurricane 

Awareness,' 'Tornado Awareness' and 
'Winter Weather Hazards'

( N a t i o n a l  D i s a s t e r  P r e p a r e d n e s s  T r a i n i n g  C e n t e r ) ,  2 0 1 5  - P r e s e n t

10
10
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2018
 Panel discussion at National Hurricane Conference
 Co-hosted Facebook Live with John Zarella from 

FLASH – 4,349 views to date
 Filmed FLASH generator safety video – 218 views 

to date
 Participated in 22 interviews as part of Hurricane 

Prep Week satellite media tour
 Authored 6 blog posts to date

2017
 Participated in 25 interviews as part of Hurricane 

Prep Week satellite media tour and 13
interviews as part of National Preparedness 
Month radio media tour

 Authored 5 blog posts related to weather 
preparedness

 Hosted 4 weather prep videos – 2k+ views to 
date
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Weather triggered 
advertising plan
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What were the issues?

 For storms in the past…
• We didn’t have a robust process
• Reaction time was too slow
• Communication had room for improvement
• Limited tactics

 What we needed:
 A well defined process and plan
 A communication plan
 Pre-made advertising
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Why a weather triggered plan?
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What we did
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Since mid-2017… 

 We have activated the weather response plan 13 times
• Memphis severe storm
• MS / AR severe storm
• TS Cindy
• Ocracoke Island
• Montreal severe winds
• Hurricane Harvey
• Hurricane Irma
• Hurricane Jose
• Hurricane Nate
• Winter Storm Grayson 
• Winter Storm Riley
• Winter Storm Quinn
• Detroit ice storm
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Weather activation examples

National Television
A Fox News interview garnered 2.46M 

viewers, and led to a 3400% increase in 
landing page visits during Irma

https://youtu.be/3_NmXd8mbVkDirect Mail
We have sent postcards to 

125k prospective 
customers

Social Media
We reached 18k people 
and engaged 941 people 
on Facebook during Irma

https://youtu.be/3_NmXd8mbVk
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New 
website
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New website and new functionality
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New website and new functionality
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New website and new functionality
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New website and new functionality
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The results?

 New website was aimed at:

• Improving lead generation

• Improving search engine optimization 
to increase organic traffic

• Providing a better user experience

- Improved content and functionality

- More content

Organic traffic

Up 164% over 2016

Leads

Up 329% over 2016

Av search position

2nd position on average
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New 
website
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Overview

 The U.S. has observed National 
Preparedness Month (NPM) every September 
since 2004

 The goal of NPM is to help citizens prepare 
for and respond to emergencies, including 
natural disasters

 In alignment with the national theme, the 
Cummins campaign centered on the message 
“Stay ahead of the storm” 

 Throughout the campaign, we drove 
customers to a new Weather Preparedness 
page on homegenerators.cummins.com

Video 
content

Paid native, 
social and 

display

Media 
outreachEvents

Blog content 
and blogger 

outreach

Stay ahead of 
the storm.
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Campaign landing page
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Weather preparedness brochure
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Incentive - Severe weather prep kit
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Blog content

 14 Tips to Make Your Home and Family Safer This Fall

As back-to-school season is upon us, consumers will be looking to 
ready their homes for the change in seasons. How can they best prep 
themselves, their tech and their homes for winter storms?

 Weather Related Tips For National Preparedness Month

What is National Disaster Preparedness Month? How did it start and 
why is it important? How can you best make sure that your family is 
ready, should disaster strike? What resources can you look to make 
sure that you’re prepared?

http://social.cummins.com/14-tips-home-family-safer-fall/
http://social.cummins.com/weather-related-tips-national-preparedness-month/
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Disaster prep video content

https://homegenerators.cummins.com/ahead-of-the-storm

https://homegenerators.cummins.com/ahead-of-the-storm
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Advertising
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Radio media tour

 A radio media tour is an opportunity to reach audiences through 
interviews on nationally syndicated and local market talk and 
drive-time radio stations

 Approximately 12-15 live and live-to-tape interviews
 Each interview approximately 2-5 minutes
 Cheryl Nelson delivered tips, promoted seasonal weather prep 

videos and consumer brochure


88.50368
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Social media plan

 NPM official hashtags
• #NatlPrep
• #PlanAhead

 Cummins hashtag “#AheadOfTheStorm”

 Seasonal weather prep videos on You Tube and 
homegenerators.cummins.com
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RV Cross Promotion

 America’s Largest RV Show (Hershey, PA)

 Over 50,000 people attend

 Good alignment between RV and home generator 
customer base

 Customers received a free disaster prep kit when 
signing up for a free in home assessment



3535

“Stay Ahead of the Storm” campaign results

1085
downloads

12950
page views

1285
video views

1846
actions (engagement)

3177
blog views

31m+
impressions*

Cummins Confidential - Restricted
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What’s new for 
2018?



3737Internal Use Only

Super Bowl 
Campaign
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Landing 
page

Every team 
needs a 

reliable back-
up blog post

5 things to 
know about 

Cummins and 
the Big Game 

blog post

Cummins 
generates 

power for big 
time sports 

stadiums blog 
post

Brick ad on 
Cummins 

Connect for 
the employee 

purchase 
program

Banner on 
Cummins Inc

Facebook 
page

Print ad in 
Tiffin 

Motorhomes 
owners 

magazine

Native

Connect

Connect

All the ‘spokes’ of blogs and ads were designed 
to drive traffic to a landing page where people 
could learn more about home generators

Primary objective: Brand awareness
Measurement: Impressions and engagement
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Results Summary

The types of people who were 
reading our blogs on LinkedIn 

were mainly Electrical 
Engineers and Specialists

1M+
Overall the campaign generated 

over 1.1M impressions

1019 We had 1019 people visit our landing page during the 

campaign with 128 of these sessions being repeat visitors

11k The 3 blogs were read 

by 11k people

The most popular blog was

“5 things to know about 

Cummins and the big game” 

with 7.6k views

7.6k1.6k reactions to the 

Facebook posts
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Hurricane Prep Week 
and FLASH
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 National Hurricane Preparedness Week – May 6-12 2018
 National effort to inform the public about hurricane hazards and how to 

prepare
 Federal Alliance for Safe Homes (FLASH®) is the leading consumer advocate 

for strengthening homes and safeguarding families from natural and 
manmade disasters

What is Hurricane Prep 
Week and FLASH?
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Pu
bl

ic
 re

la
tio

ns • Media outreach 
complemented by a 
press release and 
custom pitching

• Satellite media tour 
hosted by Cheryl 
Nelson

C
on

te
nt

 m
ar

ke
tin

g • Blog content 
promoted via native 
advertising

• Social media 
campaign, including 
weather prep kit 
giveaway 

Pa
rtn

er
sh

ip • Announcement at 
National Hurricane 
Conference
• Participation on 

preparedness 
panel

• Facebook Live
• Generator safety 

blog and  video co-
hosted with FLASH 
rep

• Five stops on the 
Hurricane Awareness 
tour with local media 
support
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National Hurricane Conference Orlando, FL

 Cheryl Nelson co-hosted a 
Facebook Live event with 
John Zarrella from FLASH to 
discuss generator safety and 
hurricane preparedness

 Cheryl Nelson participated in 
a panel discussion on 
preparedness, along with 
representatives from the 
National Hurricane Center, 
FEMA and The Weather 
Channel

 John Zarrella interviewed 
Cheryl Nelson about 
generator safety at a 
customer’s home 
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Generator safety video

Posted on FLASH and Cummins websites and 
social channels

https://homegenerators.cummins.com/ahead-of-the-storm

https://homegenerators.cummins.com/ahead-of-the-storm
https://homegenerators.cummins.com/ahead-of-the-storm
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DID YOU KNOW: John Zarrella was 
the principal correspondent for CNN’s 
coverage of the U.S. space program 

C N N  N e w s  C o r r e s p o n d e n t  1 9 8 1 - 2 0 1 3

45
45
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Social media activity

 Updated our social media accounts to 
promote the #HurricaneStrong partnership

 Promoted the press release announcing 
the sponsorship

 Promoted the Facebook Live event x2
 Shared the video from the Facebook Live
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Media prep and outreach

 Broadcast media, reporters and bloggers targeting the following:
• Lifestyle / Homeowners 
• Parenting
• Pet owners
• Retirees
• General news

- National media
- Top Cummins DMAs / Hurricane 

 Media outreach and offering tips and interviews from Cheryl
 Media outreach will continue following Hurricane Prep Week
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Television

Radio

Local

National

Satellite media tour

 22 interviews including Accuweather
• Radio and TV 
• Local and national 

48
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2018 Hurricane 
Awareness Tour

 Each stop will feature a tabletop display with 
product and weather brochures, a prep kit raffle, 
and a screen with weather tips playing

• The Lakeland, FL stop will also feature our 
product display

 Our PR team will be on-site at each location 
PLUS 

• MarCom support at the McAllen, TX stop
• Local dealer support at the Lakeland stop 
• Cheryl Nelson will also be at the FL stop 
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What’s new for the rest of 2018... 

 September Disaster Preparedness Month
 Building on the success of the 2017 campaign
 Conducting a survey on what it really means go without power following a natural disaster
 Results of the survey will provide content for months – this includes infographics, press releases, 

blog posts, etc. 
 Executive visibility / CSR opportunities surrounding hurricanes
 Weather plan refinements 

 Traditional radio > streaming radio
 Product videos 

 Refresh video content with a new video highlighting the consumer purchase journey (in-home 
assessment and installation)

 New blogger strategy
 Partnering with influential bloggers in real estate, smart home design, remodeling and travel
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Elizabeth.Zaitz@cummins.com

Homegenerators.cummins.com/ahead-of-the-storm

Contact 
For more information on our 
weather campaigns and content
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