
The Power of 

Content Marketing 



What is content marketing? 

“Content marketing is a strategic marketing approach 

focused on creating and distributing valuable, and 

relevant content to attract and retain a clearly 

defined audience — and, ultimately, drive profitable 

customer action.” – The Content Marketing Institute 

 

 

Instead of pitching products 

and services, you are 

providing relevant and useful 

content to your customers to 

help them solve their 

problems. 



Content Marketing Before the Digital 

Age 

• 1882 – The Edison Electric Company Bulletin spreads 

the word about the benefits of electric lights. 

 

• 1888 – Johnson & Johnson creates a publication 

called Modern Methods of Antiseptic Wound 

Treatment for doctors who purchased bandages 

from the company. 

 

• 1900 - The Michelin Guide is started as a free travel 

guide to grow the demand for cars. 

 



Why content marketing? 

• The hunt for information 

• Builds trust and demonstrates expertise 

• Makes your company a resource  

and problem-solver 

84% of people expect brands to create content that provides 

solutions, experiences and entertainment. (Havas Group 2017 

Meaningful Brand Survey) 

 

95% of B2B buyers consider content as trustworthy when evaluating a 

company and its offerings. (DemandGen, 2016) 
 
72% of marketers say relevant content creation was their most 

effective SEO tactic. (Ascend2, 2015)  

 

80% of customers prefer to get information about prospective 

purchase from articles instead of advertising. (Roper Survey, 2017) 



 Content Marketing:  
Toolset to Drive Both Awareness, Sales and Continued Loyalty 

New customer moves to lifecycle management 
Customer continues to experience mass marketing tactics building support for cross sell, loyalty and advocacy 



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

BUYERS 

INFLUENCERS 
INBOUND 

Path to purchase isn’t always linear 



Messages Experienced in Sample Market 



Steps to Creating a Content Strategy   

 

• Determine Your Goals & Define your KPIs  

 

• Develop Audience Personas  

 

• Define Potential Audiences 

 

• Create a Content Execution Plan  
– Content Pillars  

– Content Formats  

– Identify Influencers  

 

 

 

 



Goals & Key Performance Indicators  
Awareness 

• Goals  
– Increase fans/followers on social media channels 

– Increase website/blog traffic from social media  

• KPIs  
– Number of fans/followers 

– Number of visits to website and blog & time spent  

 

 

Engagement  

• Goals  
– Higher interaction with community  

• KPIs  
– Number of comments/shares/likes 

 

 

Conversion  

• Goals  
– Increase number of conversions 

• KPIs  
– Number of conversions from SMM  

 

 

 

 

 

 



Consumer   

Marketing 



Audience Personas 



Supporters 

• People who are avid fans of one 
of our affinity groups (i.e. – 
Huskers, Humane Society)  

• Community Involvement 

Deal Seekers 

• People who are frustrated with 
the service or fees at their 
current bank and are looking to 
make a change   

Movers 

• People who are in the market 
for a new home or are looking 
to refinance  

• Renters 

• New to the Community 

Preparers 

• People who actively try to grow 
wealth for future needs, 
whether it be retirement, 
college or a vacation  

Digital Natives 

• People who are tech savvy and 
want the latest in mobile and 
digital service  

Movers 

• People who are in the market or 
are looking for a new house. 
Many of them may have just 
moved cities too.  

Revolvers 

• People who are looking to make 
a larger purchase but will need 
financing or carry a balance. 

Small Biz Starters 

• People who are in the early 
stages of starting a small 
business  

Switchers 

• People who are in a life stage 
that implies they might be 
looking to switch banks  

Transacters 

• People who make frequent 
purchases and are able to pay 
for them directly or pay off the 
entire balance at once.  

Potential Audiences  



FIRST NATIONAL BANK’S CONTENT STRATEGY 

• Through a purposeful content strategy, monthly topics include: 
– Financial Leadership - #FinancialsFirst 

– Community Support & Partnerships - #FNBGives, #FNBImpact  

– Product Highlights - #PuttingYOUFirst  

– Brand Identity – Bank of Choice - #FNBJourney  

– Employer of Choice - #InsideFNB 

• This content is further supported through engaging and interactive elements, including trending 
topics, infographics, voting, blog articles, real imagery and Influencers, enabling the bank to 
exceed the Financial Services average engagement rate [.5-1 percent] at 3 percent. (2018 

Mintel study) 



Content Pillars 

Strategic Use of 

Events 

 
Free Checking 
 
Instant Issuance 
 
Mortgage 

 
Mobile  
 
Relationship-based  

 

 
Thought 
Leadership 
 

Respected 
 
Trustworthy 
 
Expertise  

Customer 

Focus 

Industry 

Leader  

Strategic 

Community  

Partner  

Bank & 

Employer of 

Choice  

 
Brand 

 
Sponsorships/ 
Partnerships 
 
Awards 
 

Employee Relations 

 

 

 
First in 
Community 
 

Financial Education 
 
Affordable Housing 
 
Community Fellowship 

 



Content Formats 

• Video has overtaken photos on the 
platform for engagement.  

• 82% of consumers surveyed for a 
recent study said they favor video 
over other types of social media 
posts. 

• Video content earns 12 times more 
shares than text and images 
combined.  

• Blog Posts 
• Video 
• Infographics 
• Images 
• Quizzes and Polls 
• Contests 

 



Influencer Marketing 

• We leverage influencer outreach to connect with new audiences 

and drive results for campaigns. This includes:  

– Bloggers  

– Media 

– Partnerships  

– Brand Advocates  

– Mortgage Loan Officers  



 

BLOGGERS  



MEDIA  

 

 



Partnerships  

 

 



Brand Advocates 



Mortgage Loan Officers  

 

 



Wholesale  

Marketing 



Goals of Wholesale Content 

• Showcase our experience and knowledge in the industry 

• Highlight the expertise of our employees 

• Provide relevant and useful information to our customers and 

prospects 

• Keep First National Bank top of mind 

• Generate qualified leads 



Our Current Efforts 

• Blogging for Wealth Management and Commercial Banking 
– Highlight trending, educational topics relevant to our clients 

– Blog on firstnational.com  is coming soon 

• Blogs are promoted on social media and pitched to the 

media 



Current Efforts Continued 



Showcase FNB’s Experts 

• Blogs authored by internal subject matter experts 
– Content team ghost writes content with input from SMEs 

• Showcase our knowledge and expertise 

• PR opportunities 

• Engages the business in the content 

 



LinkedIn Showcase Pages 

• Commercial Banking Showcase Page 
– Started posting content in March 

– Engaging internal team 

– Growing followers 

 

• Coming soon! Wealth  
Management Showcase  

Page 



Content Success Story: Global Banking 

Global Banking expertise promoted via the blog, on social media 

(company and employee pages), press releases and pitched to 

the media. 

 



Content Success Story: Media Coverage 
CNBC USA Today 

The Omaha  
World-Herald 



Questions? 


