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BRANDING YOUR CREDIT UNION ON FACEBOOK

I. What is Social Media?

Social media is a way to leverage online channels to create consistent, sustained two-way communication with your audience/members. Social media allows you to:

· Share your expertise and experience with members

· Create conversations with members

· Become more human to members

Remember: Social media is not a campaign—it’s a tool to build relationships. 

There are literally hundreds of social media tools available to help you build relationships with your audiences. Some of the broad categories include:

· Blogs—Such as Blogger or WordPress

· Microblogs—Twitter being the most popular

· Video—Including YouTube and Vimeo

· Podcasts—Offer you the chance to create audio testimonials and educational broadcasts

· Social networks—Such as Facebook and LinkedIn

· RSS feeds—Literally, “really simple subscriptions”

This document focuses on using Facebook as a tool to increase your brand’s presence among your audiences.

II. What is Facebook? 

Facebook is the largest online social network, consisting of more than 300 million people worldwide who use it to keep up with friends, share photos and videos, and learn more about the people they know and meet. Facebook gives users the power to share information and create a more open and connected world. 

Your credit union can use Facebook to: 

· Discover where your members are (e.g., are they on Facebook?)

· Listen to your members and respond to their needs

· Build a community among your members
· Talk to your members and learn about who they are and what they want

· Get immediate feedback from your members

· Energize your members—create brand evangelists for your credit union

· Help support your members—offer expertise and advice

· Embrace your members—thank and reward them for their support and business

When understanding how you can use Facebook to market your credit union, it’s important to understand what it can do for you as a marketing tool. Facebook can: 

· Extend, expand, and reinforce your brand

· Differentiate your credit union

· Complement your traditional marketing efforts

· Open a new communications channel to your members

· Help you control your message and be more consistent with your communication

· Tap into new audiences and create interest among them

· Position your credit union as a financial resource

Facebook is not a direct selling tool and is limited in its ability to help you convert nonmembers to members. However, it can help you reinforce messages that get your members talking about you in a positive way to nonmembers. It is this viral component of Facebook that makes it such a powerful marketing tool. 

III. How Does Facebook Work?  
The first step to building a Facebook presence for your credit union is to set up a fan page. It’s easy to do—just log in to your personal Facebook account and click on “Ads and Pages” from the left menu on your News Feed. On the next page, click the “Pages” tab to create a page. 

Facebook fan pages are like profile pages (i.e., pages for individuals). Fan pages allow businesses and brands to interact with fans. Fan pages are not subject to a fan limit and can automatically accept fan requests. Your fan page is where you will post information about your credit union. 

Your fan page will receive distribution via your fans’ News Feeds. The News Feed is the first thing users see on when they log in to their Facebook accounts—it functions as a homepage. The News Feed tells Facebook users about their friends’ recent Facebook activity. Via the News Feed, your fans can see information you post and click through to your page. Nonfans can also see when friends become fans of your page through the News Feed. 

The News Feed drives the viral spread of information on Facebook through networks, friends, and fans. As a video, photo, news item, or meme becomes more popular, more people hear about it through their friends’ news feeds. As a result, literally hundreds of thousands of people can hear about something in just a few days. 

Because of Facebook’s viral effect, it’s the perfect venue to promote your credit union’s products, services and events. You can post information to your fan page about new branch openings, low loan rates, savings tools, mobile and online banking, and financial advice seminars. 

IV. How Do I Get Fans for My Page? 

There are many of ways to get people to become fans—also known as “like”—your page:
· Ask your employees to invite their friends and family to like your page. 
· Once you like your credit union’s page, use the “Suggest to Friends” button on the fan page to recommend the page to your friends and family who are on Facebook. Ask your employees, friends, and family on Facebook to do the same.

· Send out an email to your opt-in member database to ask them to join Facebook and like your page. 

· Publicize your page on your website. 

· Include “Follow us on Facebook” on your promotions and marketing materials.

· Create a contest to create viral interest in your fan page. Require that contestants like your page to enter. Your post will show up in your fans’ News Feeds, where they can share it with other friends. 

· Put your Facebook fan page link (and logo) on your business cards, letterhead, brochure, print newsletter, magazine ads, products, etc.
· In your branches, put a placard on the tellers’ desks letting your customers know you’re on Facebook.
· Create a Facebook ad to get fans. It’s cheap and easy to do through Facebook’s ad creation tool. 
V. What Kind of Content Should I Post to My Page?

There’s no limit to the kind of content you can post to your Facebook page. Facebook accepts not only text content, but also photos and videos. You can even link your credit union’s blog to your fan page. 

A good place to start to get ideas for content is to see what other credit unions are posting to their fan pages. Simply type “credit union” into the search box in Facebook to find them. 

Suggestions for content include: 

· News—Post information about new branch openings, new staff, new products and services, etc. 

· Events—Holding a fundraiser for a charity? Post it to your fan page. Follow up by posting photos of the event. 

· Applications—Or “apps.” There are thousands of apps created for Facebook for businesses that can enhance your fan page. 

· Product and service information—If you’re offering a great low loan rate or a new credit card, broadcast it on your fan page. 

· Questions, polls, and surveys—Facebook is an easy tool for you to listen to your members and conduct research among them. Post a question, such as, “Do you use online banking? How can we improve our online banking?” Your fans can then respond directly to your post. Polls can be created through a Facebook application. Results are streamed in real time to a dashboard that allows you to break down results by gender and age. Based on your targeting preferences, you can get hundreds of responses quickly. 

· Videos and photos—Post videos and photos from events, or photos of your employees with their bios. 
· Tips—Post valuable information, such as “Five Tips for Raising Your Credit Score,” “What You Need to Know Before You Apply for a Mortgage,” etc. 

· Links—Use the “Share Link” button to post information from other websites. 

VI. What about Security on Facebook?

Facebook is a secure environment, but here are some tips for protecting sensitive information and privacy: 
· If someone is looking at your profile, they have no ability to cause any harm to your system unless you are posting sensitive information about your computer network.

· Avoid downloading information from an unreliable source or visiting questionable sites that are posted via your social media site. This is one of the most common ways hackers send viruses to gain access to your system.

· Review your Facebook privacy settings to avoid unwanted visitors.

· Do not distribute your Facebook administrator password via email as a third party can intercept this information and use it for devious purposes.

· When logging into your Facebook page, make sure that it is the authentic site. Hackers use a technique called “phishing” to obtain vital password information from unaware users by presenting a lookalike login portal.
VII. What Can I Results Can I Expect From Using Facebook? 

There are many different benchmarks with which to measure the success of your presence on Facebook. They include number of fans, number of conversations, quality of conversations, and traffic to your page. But before you do anything on Facebook, define your Facebook strategy. Facebook should be one of the tools in your marketing arsenal, not the only tool. Articulate your unique goals and identify target audiences first, and measure against those benchmarks. 

There are several credit unions on Facebook that have thousands of fans. This didn’t happen overnight. Success on Facebook requires patience and persistence. Keep sending out invitations to potential fans, continue to post relevant and informative content, and constantly review your strategy. A Facebook page is not a “build it and they will come” proposition. Facebook pages provide the most effective way for businesses to engage fans on Facebook. But to be successful, you must remember that pages are a two-way conversation, and you need to be present and active. Embracing this form of interaction will build deeper connections with your most loyal advocates.
VIII. Other Tips for Using Facebook
· Create an engaging landing page. The fan page administrator can determine where new visitors to fan pages land, so make sure they land on a welcoming, fun page that provides enough information with a clear call-to-action for them to become a fan. 

· Be authentic. Fans will engage with individuals, not institutions. Don’t try too hard; avoid jargon and shop talk. Be yourself and be human. Use a little humor. 
· Keep your content fresh. There are many Facebook widgets available to help keep your content up-to-date automatically, such as automatically linking to your blog, Twitter feed, Flickr account, etc. Updating your page once a day is ideal; otherwise, aim for updating at least three times a week. 
· Make sure your updates add value. Treat your fans like an inner circle of trusted friends. Give back to your fans with thanks, rewards, special discounts, and exclusive offers. 

· Ask questions. Fans want to contribute to discussions, but sometimes they need a little prompting. Get them started by ending your posts with a question back to the community, or include a poll. 

· Post photos. Tag your fans, friends, family, and employees in photos you post to your fan page. When the photos are tagged, they appear in the news stream of the tagged person's friends, along with the link to the fan page. 

· Monitor and engage. Social media is about conversations, not the one-way broadcast of ideas. Respond to your fans’ comments in a timely manner. There's no reason to have a fan page if you're not going to engage with fans. 

· Create a social media policy. Your company should have an employee policy around social media before you create fan page. Employees should know what is acceptable to post. Your employees might not understand the ramifications of bad PR, so it's best to have a policy that is clear and leaves no room for misunderstanding.

· Treat your fan page like an online ad and optimize. Fan page administrators have access to reporting tools and can use the tools to optimize the performance of the page. All posts are given a quality rating based on how many people comment, like, and write posts in response. You can use this quality rating to get a better understanding about what fans want to see from you.

