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Social Media… 

Is it time for your bank 
to jump into the water? 

Drew McLellan 

A very fast look at  
social media 

And how it can serve your bank 

What we’re going to cover 

• What is social media? 
• What matters & what’s just noise? 
• The risks 
• What we have to do 
• The investment required 
• What’s possible 
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Social Media has transformed people from 
content readers into content publishers.  

It is the shift from a broadcast mechanism 
to a many-to-many model, rooted in 
conversations between authors, people, 
and peers. 

In layman’s terms…it is blogs, vlogs, podcasts, 
forums, internet chat rooms, instant messaging, 
virtual realities, text messaging, social network 

sites, sharing sites, etc 

It is the Age of Conversation. 

Why does it seem so much louder? 

•  More people shouting 
•  More people actively listening 
•  Instantly shareable 
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People have found their voice.   

And they are not going to give it back. 

The animals have taken over the zoo 

More than 25% of search results 
on Google for the world’s 20 largest 
brands are links to consumer 
generated content. 

Source: Nielsen Buzz Metrics 



10/22/09 

5 

The number of text messages sent and received every day 
exceeds the population of the Earth. 

57% of adults are texting on a regular basis. 

57% of US adults have joined a social network, making it the 
number one platform for creating and sharing content. 

(Universal McCann, 2008) 
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Facebook… 

More than 300 million users 

50% of users log on every day 

Fastest growing demographic is 55+ 

Biggest demographic is 35-44 

More than 50% of all C-level execs under 40 use Twitter daily. 

(New Forbes/Google Report, 2009) 

So we need to be there, right? 
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But  where? 

No wonder most 
businesses are 
afraid to jump 
into the water! 

Using social media is nothing 
more than using web 2.0 tools, 
sites and services… 

…to connect with your 
customers and promote your 
organization’s products, ideas, 
issues, agendas & services. 
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And on a scale that is hard to fathom. 

A way of connecting…not magic 

What matters 
Your reputation, perhaps? 
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Read more 
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The Geek Squad 

And if you thought the 
customers were bad… 

The trouble that the rest of your bank hasn’t 
even worried about…yet 
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What kinds of issues will we be facing? 

1.  Can an employer restrict/limit what you say and do? 

2.  Is doing something embarrassing or dumb online any 
different than doing it at a dinner meeting? 

3.  Can a company require that you “friend” them? 

4.  Can we keep our personal and professional lives 
separate any more? 

One day soon… 
social media policy 
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What you must do 

Listen & manage your reputation 

http://www.google.com/alerts 
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http://blogsearch.google.com 

www.technorati.com 
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www.search.twitter.com 

Other listening tools 
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Why not host their opinions? 
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Listen in or participate in a group 

Ask a question or create a poll 
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This is where the shift occurs 
Now…you become a creator 
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But wait…what about compliance? 

To assist bankers in ensuring ongoing regulatory 
compliance, the ABA Banking Journal released the 

following six social media compliance tips.  

Conduct a compliance risk assessment.  

A bank should specifically identify the compliance 
requirements that apply to the proposed activity 

and evaluate the compliance risks associated with 
those requirements.  

Risks can originate from the statutory liability and 
regulatory penalties that are specified by law, or 
from reputational damage that could result from 

publicity of noncompliance. 

Establish policies and procedures.  

A bank should establish written policies and 
procedures for the activity that clearly outline the 

details of offering and ongoing servicing.  

Every facet of the activity, from beginning to end, 
should be covered. 
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Establish controls to help address the risk 
identified in the compliance risk 

assessment. 

 Controls may include a pre-publication review 
by compliance staff, assigning specific 

responsibility for specific functions associated 
with the activity, dual control, second review, 

and detailed checklists.  

One of the best controls is to include the 
compliance staff early in the planning process 

of the activity.  

Set up a monitoring process.  

Establish an ongoing monitoring process to 
identify and correct errors before the 

examiners or the customers do.  

Report to management.  

Management should be kept informed of 
compliance exceptions found through 

monitoring as well as regulatory 
developments affecting the activity. 
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Vendor management.  

Even if there are third party vendors involved in 
the activity, the bank should still follow its 

compliance management process.  

Risk assessment, policies and procedures, 
controls, ongoing monitoring, and management 

reporting are still applicable and just as important, 
because the bank is ultimately responsible. 

The content equation 

Content 

Don’t just jump in – have a strategy 

Think/Act long-term 

Practice behind the curtain – 30 days 

Get a 12-24 month commitment up front 

Improve the odds… 
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Remember the cocktail party rule 
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https://www.fnbodirect.com 

They don’t want you to talk about bank products 
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Mix and Match 

This is no fad 

94% of executives report that they are using Web 2.0 technologies 
to boost their internal communications specifically for: 

•  Managing knowledge (83%) 
•  Fostering collaboration across the company (78%) 
•  Enhancing company culture (74%) 
•  Training (71%) 

87% report that they are using Web 2.0 applications to interface 
with customers. 

McKinsey’s Building the Web 2.0 Enterprise 

How much longer are you going to wait? 
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They’re not going back into the cage 

Whether you 
decide just to dip 
your toes in the 

water… 

Or you plunge in… 
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How deep should we go? 

http://iowabankers.notlong.com    
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