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DESCRIPTION 
While business is getting “closer” to what we used to know as normal, the reality is that the last 48 months have caused 
a monumental shift in how consumers interact both in person and online. With the not-so-distant memories of office 
closures, social distancing, remote workforce, and more, to remain connected, many community bankers have 
embraced digital marketing and social strategies to keep in touch with their customers, prospects, and the communities 
they want to serve.  
 
While banks continue to operate in a highly-regulated environment and must be careful with what they do (and say) 
online, the reality is that consumers are making the shift to digital and to connect, you need to be present across sites 
like Facebook, LinkedIn, Twitter and other social networks. 
 
The goal is to bring them back to your website and make that an integrated part of your digital marketing strategy. To do 
this effectively, however, you need to make sure that your social strategy is compliant yet engaging to keep your “fans” 
interested in what you say, which that can be a challenge for many community bankers. 

 
This two-part elective explores the opportunities (and challenges) surrounding a digital marketing strategy and ways to 
communicate effectively via social media. 

 
Topics covered in this course include: 

• Review many of the popular social networking sites and newly released features that can work for your bank, 
and you personally (Facebook, LinkedIn, Twitter, YouTube, TikTok, etc.) 

• Understanding the importance of a risk/readiness assessment in your social media strategy (and yes, you 
should be doing this at least annually) 

• Positioning your website as a destination for your lead generation efforts (since you own and control it) in 
the “social equation” 

• Understanding how “Content is King” and ways to find and share helpful information that makes you relevant 
and a trusted source of information 

• How to (and why you should) empower employees to use social media as part of their daily 
communication strategy – also known as Employee Advocacy 

• The importance of monitoring the web and reputation management strategies so you know what people 
are saying about you, your bank, the competition and more 

• How to leverage a “reviews” strategy and why what other people are saying about your bank matters today, 
now more than ever 

• Best practices for building engagement and creating conversation to build interactivity online 
• Understanding the commitment and time/resources needed to be successful 
• Integrating social media with your bank’s other marketing and promotion strategies 
• Explore the concept of “social selling” as it relates to reaching out to land new business or retain 

relationships with existing customers 
• Suggested tools and resources to help you do more with less (and yes, most of these are FREE to use) 

 
PURPOSE 
Social Media & Digital Marketing Strategies for Today’s Community Banker will provide you with information on how the 
Internet is becoming more “conversational” thanks to digital marketing trends and social media. We’ll focus on what 
opportunities exist to connect with customers, the local community and prospects. We’ll also help establish priorities 
relative to individual institutions, as well as outline the development and refinement of a personal social networking plan. 

 
OBJECTIVES 
After successfully completing this course, students will be able to: 

• Identify critical components of an effective digital marketing and social media plan 
• Assess the relevancy and appropriateness of a personal social media strategy to build “your brand” 
• Understand the importance of including social media efforts in the bank’s overall marketing and strategic 

planning process 
• Develop KPI (key performance indicators) that can be used to help measure success with a bank’s 

digital marketing and social networking efforts 
  



FEATURES 
This course features lecture, online demonstrations, and participatory class discussion. It is taught by a former 
community banker of 15 years (and 2003 GSB graduate) who now is a digital strategist with one of the world’s largest 
digital marketing organizations. 
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