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Give your customers a reason to pay attention to your  
social media while turning into more sales.
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Turn a Problem into an Opportunity
Few banks or credit unions have truly figured out 
how to best use social media to improve sales. While 
many have put forth initiatives and started to carve 
out their own space on social media, engagement 
remains low across the industry. 

While users of all ages spend 11% of their desktop 
time on Facebook (comScore, Key Measures and 
Mobile Metrix US, July 2013), there’s competition for 
eyeballs from all directions. Banks and credit unions 
are competing with each other AND with brands 
from every industry. It will take more than a friendly 
attitude, kitten pictures, and the latest viral flash mob 
video to gain a following.

Content Marketing Creates a Following
Financial marketers have an opportunity to reach 
hundreds, if not thousands, of their customers and to 
set themselves apart by using educational content on 
social media as a way to create sales opportunities. 
When you provide actionable content that informs 
and guides readers through the financial issues 
they’re facing, you give them a stronger incentive to 
follow you on social media and pay close attention.

Connect, Converse, Close the Sale
There’s no more powerful way to win someone’s 
attention than to say, “We’ve got a simple answer 
that can help with your specific problem.” Frankly, 
most consumers don’t do as much financial planning 
as they should; yet they all want to save money and 
avoid mistakes. Educational content can help make 
that happen by offering answers that are relevant to 
the problems your customers are facing today. When 
the sales process starts with a conversation—not just 
another product offer, but a way to solve a problem—
customers will take a greater interest and actually 
listen to you. 

Bring Them Back to the Branch 
Educational content can help drive customers to the 
branch because, if you show them that you’re on 
their side, they’ll be more likely to buy from you. Part 
of the reason that connecting with your customers 
on social media is so vital is that meaningful 
conversations to solve financial problems aren’t 
starting in the branch as frequently any more. People 
are looking to online and mobile resources to find the 
information they seek, so they have fewer reasons to 
go into the branch. 

While the world is becoming more digital, the 
financial marketer’s goal of increasing share of wallet 
stays the same. The average industry share of wallet 
is about two out of every 10 financial products 
owned, so there’s a lot of room for improvement. 

As we like to say, “teaching is the new selling.” Let’s 
take a look at how an educational content strategy 
can get people to tune in to what you have to say by 
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 Doing this lets you target different follower 
demographics and encourages sharing. Any 
follower can share content on mortgages with 
someone they know who might be planning to 
buy a house.

3. The content you share should be branded to 
you. While your Facebook or Twitter feed is 
intrinsically branded to you, if you send people 
to another brand’s content (e.g. CNBC or 
WSJ articles), you’ve taken yourself out of the 
equation. Your customers will see you as an 
aggregator, not a resource, in those instances.

teaching them, while also driving sales through social 
media. There are three things you have to get right:
1. Provide the right content.
2. Ensure your delivery platform generates leads.
3. Create tools for streamlined engagement across 

all your channels.

The Right Content
Content works as the catalyst for driving sales via 
social media. It helps your customers see your social 
feeds as helpful resources instead of just another 
promotional channel. They will quickly see that they 
can turn to you for articles, tips and need-to-know 
information about the problems they’re facing.

Follow these steps to maximize the sales potential of 
your content.
1. Educational content must be simple and easy to 

understand for all skill levels. While one customer 
might want to know the minute differences 
between a traditional IRA and a Roth IRA, 
another might just want to know what IRA stands 
for! Either way, your content should be written in 
plain English, not jargon, so that customers can 
comprehend it easily.

2. Your content should focus on life events. If 
you’re positioning yourself as the place to turn 
for answers, you need to provide comprehensive 
and relevant information. Financial topics such 
as buying a car, saving for college or planning 
for retirement are just a few examples. People 
are 43% more likely to buy a financial product 
around a life event and more likely to buy from 
those who educate them on the topic.
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Customers are FIVE TIMES more likely to 
buy when you provide answers vs. pushing 
a direct offer. (Consumer Education Produces High 

ROI, Next Century Media study) 
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A Platform That Generates Leads
The platform structure for delivering this content makes 
all the difference when it comes to generating sales leads. 
Followers should always be only one click away from 
connecting to the exact person who can help them. This 
needs to be an instant connection. Only the most motivated 
will try searching for the right person.



Simple Sharing
Sharing your content can be as simple as pushing 
a button.

First, go into your branded content library and 
locate an article that’s relevant to what you’re trying 
to promote. In this example we’ve selected 401(k)s.

At the bottom of every article are buttons for social 
sharing. Click the icon of the social network you 
want to share to.

As a bonus, you can also deliver online content in 
the form of downloadable guides. Requesting user 
information (name/address/phone) in exchange for 
a download can net you a lead. Each guide should 
contain contact information of a relevant salesperson 
nearest to the customer to help drive more interest in 
reaching out to you.

Channel Engagement: 
Social Media Best Practices
There’s one last step, and that’s to put your content and 
delivery platform to work on social media. Everyone 
faces budget and manpower issues. It can be time-
consuming to keep your brand active on Facebook, 
Twitter, LinkedIn or other platforms, but you’ll need 
reliable updates in place so that your customers remain 
engaged.

With a library of content, you are always able to post 
something that your customers will find relevant. 
Further, developing a content calendar to map out 
what you post and when is essential to the success 
of your plan. June might be College Savings Month, 
where you’ll promote articles on how to plan for college. 
Schedule your posts to keep your audience engaged 
with new information. Here are some tips to remember:

• Communicate the benefits of what the content can 
do for customers.

• Post updates consistently, but be careful not to 
spam your followers with constant updates.

• Keep an eye on the calendar for holiday-themed 
tweets or to promote local events.

• Don’t be afraid to have a personality.
• Provide content, provide content, provide content.
• Remember: Every engagement is an opportunity.
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Customers who frequently utilize your 
online services own 25% more financial 
products than those who are offline. You 
can deliver the info they need to make a 
smart purchasing decision.

A post is generated automatically and can go out 
immediately to your official feeds or pages … from 
Tweets to Facebook posts and more. This system 
also allows any reader to share an article. A user 
can just as easily share an article with his or her 
friends and contacts with the click of a button.

From each article that you promote, users can 
download a guide or connect with a specific advisor 
who can help them--someone in mortgages, loans, 
investments or any area that’s relevant to them. Each 
time this happens you’ve generated a new lead.



the exact financial rep who can help for immediate 
follow-up.

2. Website Visitors
Customers ignore most areas of bank or credit 
union websites in their rush to get directly to online 
banking and bill pay. But that doesn’t need to be 
the case. Front-page promotions capture attention. 
Provocative questions; financial checklists; or 
themed, monthly promotions will drive people 
toward your content.

As customers learn the benefits of the content that is 
being provided, they will learn to go to your website 
for answers to their questions. The key is not to just 
talk about content, but to get customers to explore 
and discover on their own.

3. Email
Content can be easily repurposed for an email 
campaign. Just like with social media, you can 
engage your audience with information that’s 
relevant to them. You can promote your content 
library itself or pick and choose individual articles 
that might be relevant to the receiver.

If you’re already sending out newsletters, 
educational content can supplement what you have 
to say without pushing a sales message. When you 
integrate your content like this, you keep readers 
connected to your brand.

Wrap It Up
How do you develop a robust social media 
marketing system that’s designed under your brand? 
A content system that offers the right breadth and 
depth of easy-to-read resources—all fully compliant. 
Plus, a delivery system that connects customers 
with the right sales reps at the time they’re ready to 
buy. Learn more about making social media sell by 
joining one of our half-hour workshops.

The answers provided in your content will help drive 
people to contact a representative to learn more.

Channel Engagement: Branch, Website, 
Email
Content doesn’t just have to be relegated to social 
media. With content that’s worth sharing and a 
delivery platform to generate leads, you can reach 
your customers through any channel. You can 
promote your content in the branch, directly on your 
website and through email to build awareness and 
generate leads. 

1. Branch Visitors
Introducing your content as a value-added service 
to branch visitors is quite simple. During onboarding, 
front-line employees can let new customers know 
about all the content you have to offer. Day to day, 
you can offer your web content in the form of free 
guides from your content library. Doing this will help 
customers uncover their own financial needs.

Your front-line employees are never thrust into 
an uncomfortable sales position. They are able 
to continue to provide excellent service to your 
customers. When a customer has an interest in a 
topic, a notification can be automatically sent to 

With a full library of educational content at your 
fingertips, you can now have a more powerful voice 
on social media, a voice that stands out because 
you’re offering clear, useable information. Your posts 
will help people navigate the financial life stage they 
are going through, save money and avoid mistakes. 
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