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Have	questions?	Use	the	chat	panel	– we’ll	field	them	as	we	go	
and	during	the	Q&A	recap	at	the	end	of	the	call.		

The	content	for	this	presentation	was	created	by	Holly	Fearing.	The	views	
and	opinions	expressed	herein	are	those	of	the	author,	Holly	Fearing,	and	
do	not	necessarily	reflect	those	of	Harland	Clarke.

Social	Media	+	Content	
Strategy:	A	Dynamic	Duo
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“The most successful social 

media programs for credit unions 

utilize multiple channels including 

traditional media, utilize the 
interactive nature of social media to 

inspire multidirectional 

conversations, and align with overall 

marketing strategy objectives.”

The	State	of	Social	Media	in	Credit	Unions:	Opportunities	and	Challenges:	Filene	Research	Institute	



Sybils : Multiple personalities  (25%)

Integrators:  Identical across all  (27%)

Monogamous: Stick to one  (40%)

MacGyver: Use any tool like a pro  (6%)
That’s	the	best	approach,	hardest	to	do,	

and	impossible	without	a	strategy

From	Presence	to	Purpose:	Developing	Social	Media	Strategies	and	Metrics	for	Credit	Unions	:	Filene	
Research	Institute	



W H Y  D O E S  S T R A T E G Y  M A T T E R ?

Organizational	
Objectives

Marketing	
Objectives

Social	media	
strategy

65%	of	U.S.	adults
use	social	media	

Its	all	connected:	
An	effective	social	media	presence	is	essential	for	potential	new	members	to	find	their	way	to	your	organization.



S T R AT EG I Z E 	 B O L D , 	 E X E C U T E 	 SMA R T

Assessment:	Know	what you’re	doing,	what others	are	doing,	
decide	what	you	can/want	to	use	social	media	for	and	what
you	hope	to	gain	from	it.

Strategy:	This	is	your	“how	to”	guide	to	ensure	you’re	tracking	
to	right	outcomes,	how you’ll	know	if	you’re	successful	and	
provide	framework	for	decision-making.

Support	&	Refresh:	This	keeps	your	strategy	always	relevant
in	an	environment	that	is	constantly	changing.	Take	advantage	
of	new opportunities	and	technologies	to	better	achieve	your	
goals.



S O C I A L  M E D I A ’ S  M A N Y  R O L E S :

→ Relationship tool

→ Customer service channel

→ Digital brand presence and personality/voice

→ Marketing

→ Recruitment

→ Advocacy

S T R A T E G I C  D E C I S I O N S



A  S O C I A L  M E D I A  S T R A T E G Y …

→ Tells your “who you are” story
→ Shows what you have to offer your audience
→ Asks what you want in return from your audience



AUD I E N C E : 	 D E F I N E 	 A N D 	 G ROW

→ This	takes	time	but	if	you	haven’t	done	an	audience	audit	or	made	a	
plan	for	growth	in	a	while,	it	is	worth	the	effort.	



W I N N I N G  O V E R  A N  A U D I E N C E

→ Listen: Passive engagement
→ Engage: 2-way conversation
→ Be relatable: Storytelling
→ Be valuable: Your expertise 

Connection



W I N N I N G  O V E R  A N  A U D I E N C E

Customers cannot be truly loyal to you unless your brand has 
earned the right to be part of how they view themselves. If you 
have built that customer connection, loyalty is yours. 
-- Mark Hans Richer, CMO, Harley Davidson

Do you feel like your brand has built an environment of 
customer connection?



C H ANN E L S , 	 E X E C U T I O N 	 & 	 TA R G E T I N G

→ Decide	your	ideal	cadence:	Too	much	or	too	little	posting	can	
be	a	bad	thing.	Look	at	your	Facebook	insights	and	Twitter	
Analytics	to	see	historic	posting	frequency.

→ Speaking	of	ideally… Post	1	time	per	day	on	Facebook	(plus	
weekends!),	5-8	times	per	day	on	Twitter,	3-5	times	per	week	
on	LinkedIn	and	3-5	times	per	week	on	Instagram.

→ Choose	the	right	balance	of	posts:	Sharing	others’	content,	
original	material,	links,	pictures,	videos.



W H AT  C O N T E N T  W O R K S ?
A S K :  D O E S  I T …

→ Inspire?
→ Entertain?
→ Educate?



S T O R Y T E L L I N G  B E S T  P R A C T I C E S

ü Know your Audience – be relatable, look for connections

ü Be genuine – use your voice, stories, humor, be present

ü Be valuable – post content that improves peoples’ lives

ü Listen – understand and empathize with your audience 

ü “WIIFM” – clearly articulate what’s in for your audience  

ü Call to action – have a clear, well articulated ‘ask’



→ Your existing stuff: Look at your highest and lowest performing 
posts. Replicate what works, eliminate what doesn't.

C O N T E N T  D E V E L O P M E N T



→ Develop original content: 
Create a plan for video, blog, podcast

C O N T E N T  D E V E L O P M E N T



W H E R E  T O  S O U R C E  O R I G I N A L  C O N T E N T

• Industry/Community Events – a 
wealth of content can be sourced.

• Media – watch for hot topics related to 
your industry in the news.

• Leaders, experts and product lines –
use industry leaders, products that are 
key to corporate strategy.

• Rotating contributors* – enthusiastic, 
skilled, expert staff in HR, Lending, IT 
Security, Front Line, etc…



→ Be your brand, genuinely: Are you quirky? Serious? Friendly? 
Bold? Caring? Find your ‘niche’ tone and show it on social media. 

C O N T E N T  D E V E L O P M E N T



T H E  H I E R A R C H Y  O F  C O N T E N T

1. Videos

2. Podcast / Audio recording

3. Articles / Blog posts

4. Images

5. Quotes / Sound bites

6. Details / Statistics / Links

Why is video content king?



→ Try boosting posts and social media advertising:

P R O M O T I N G  Y O U R  C O N T E N T



M E T R I C S  A N D  S U C C E S S  M E A S U R E S

→ Zone in on metrics that matter: Know your objectives and 
goals so you know what numbers and metrics to measure toward 
success. Don’t obsess on ‘vanity metrics’ over signs of engagement.



M E T R I C S  A N D  S U C C E S S  M E A S U R E S

→ Awareness = more interactions on posts (esp. shares, mentions)
→ Participation/Engagement = more attendees and inquiries



K N O W  Y O U R  L I M I T S

E X E C U T I N G  P L AT I N U M ,  G O L D  O R  S I LV E R

• 1-2	full	time	staff	dedicated to	running	
social	media	strategies	and	execution

• Larger	budget	for	tools,	monitoring,	
advertising	and	consulting	experts

• Can	manage	basic	channels	plus blog,	
podcast,	SEO,	customer	service,	
contests,	giveaways,	strategy	mapping	
and	measuring

• Can	manage	social	PR	efforts
• Can	run	brand	ambassadors	and	

influencers	program

• 1 partially	dedicated	staff (10-20	
hrs/week)	running	social	media	
strategies	and	execution

• mid-size	budget	for	tools,	
monitoring,	and	consultants;	likely	
no	ad	budget,	use	free	tools	

• Can	manage	2-4	social	media	
channels	plus blog/videos	
occasionally,	but	likely	not	podcast,	
customer	service,	brand	influencer	
program or	contests

• 2-10 hrs/wk;	likely	marketing	
staff	with	many	other	roles

• No	or	minimal	budget	for	tools,	
monitoring;	no	advertising,;	
strategic	consulting	only	when	
built	in	budget	far	in	advance

• Can	only	maintain	basic	
channel presence,	less	than	
ideal	frequency	and	minimal	
engagement;	no	videos,	
campaigns,	contests,	programs



“From	Presence	to	Purpose:	Developing	Social	Media	Strategies	and	Metrics	for	
Credit	Unions”	Schau &	Schau,	Filene	Research	Institute,	Oct.	2013	
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Type	your	question	in	the	chat	panel

Holly	Fearing
hollyf@filene.org
@FearingHolly
@FileneResearch

Presentation	materials	and	video	replay	
will	be	provided	within	one	week.

harlandclarke.com/LinkedIn

harlandclarke.com/Twitter

www.harlandclarke.com/webcasts

The	content	for	this	presentation	was	created	by	Holly	Fearing.	The	views	
and	opinions	expressed	herein	are	those	of	the	author,	Holly	Fearing,	and	
do	not	necessarily	reflect	those	of	Harland	Clarke.

Q&A	Wrap	Up

SEGCC-0174-01



Thank	You.


