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very day, more and more banks are
making Instapram a priority and
are producing dipital content that
allows them to enpape as well as pet instant
feedback from their clientele.
Althongh digital platforms appear to have

been around slmost forever, it was only
recentdly that the fmancial sector decided o
make the leap and prow their social following.

This transition from traditional banking
practices to newer, mofe tech-savvy methods
has become essential as bank branches
continue to close their doors for good.

Crver the last year, the world's bipgest
banks have been developing their digital
strategy in order to bring their brands to
life and encourage customers to connect.

As a result, the top banks, which feature in
REIT st of the top 100 financial instintions
on Instapram, have mapidly expanded their
Instagram followers, and in many cases

the number of followers has more than

quadropled.
THE RESULTS ARE IN

The rwo frontrunners in £87F list are Ste

Bank of India (SBI} and First Bank of Nigeria
Moving from second into top spot, SBI

has more than doubled its following this year

from 514,466 to 1,237,342 — and as it stands,
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is the only bank to hit 1 million followers.

The year was less successful for SBI
compatriot Yes Bank, which was one of very
few institutions o actually lose followers,
moving from 619,911 wo 536,991.

Another big change comes a5 First
Bank of Miperia climbs up the ranks from
l6th w second in RETT list. The Niperian
operator boasts one of the biggest increases
in Instagram followers in comparison to
any other financial institution: since 2018,
FirstBank's following has incressed by over
500% from 121.456 to 731,908

Why such a rapid increase® Speaking
to REL Chinwe Bode-Akinwande, head
of digital marketing and innovations at
FirstBank, explains that the company has
made online engigement 2 prioriry.

She says: “We are indeed proud of
this achievemnent, and look forward to
meeting more milestones with the passion
and partnership of our engaged online
community: we ultimately hope o become
number one.

“0r sirategy i ensuring we are putting
out relevant content to our followers and
prospects, 35 well 3s driving sppressive
acquisition and engagements using an
always-on approach. This has seen us make
investment in dipital marketing activities

that continuously drive and meet changing
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experts on the importance of social media’

-
demand while consistently engaping the
online commumiry.”

This rapid influx of followers demonstrates
the prowing imporance of social media, and
shows how financial institations are investing
extensive amounts of time into creating 3
muore definite social media presence.

Speaking on Instagram, Bode-Akinwande
adds: “With over 00 millson wsers, Instagram
is 2 marketing channel that FistBank uses
to attract the younper more digitally savvy
customers and other stakeholders, while
srategically engaging a host of others
effectively on other social and wraditional
media.

“We recognise that the increase in our
social media following s a direct sipnal of
Migerians, and our other stakeholders all over
the world, celebrating this achievement with
us. This makes us fee] immensely proud of our
business, our heritage and our contributions
to national and plobal development.”

As part of its 125th anniversary, FirstBank
has introduced 3 number of different
initiatives to engage with costomers both
online and offline.

Bode-Akinwande says: “These engagements
have greatly influenced the rapid influx of
followers across various channes and new
customers alongside a turbocharped digital
marketing straregy.”




MORE THAN JUST BANKS

Banks are not the only financial instinitions
to feature in REST list. This does not come
as a shodk, as plobal payments companies
PayPal and Mastercard were among the top
performers Lest year.

Apain, Mastercard is one of only a few
payments companies to fearure towards the
top end of RES list. Placing a solid 26th,
Mastercard has incressed its Instagram
following from 97 000 to 127.297.

This year, the US-hased company has put
more focus on business objectives a5 3 means
of developing siratepy when producing social

media content.

Issokson says: “50 much of the benefit
andience (followers), and instead extends
into new audiences within passion catepories
and lifestyle interests.

“By upping into people’s passions with
content that brings them closer o something
they want to experience, our content
helps give people a dipital sampling of the
incredible things that they pet to experience as
a Mastercard cardholder.

“We do see our audience prow within these
passions as we have different types of content
live. For example, we know that content
redated o the MLB All-Star Game and our

¢ CONSUMERS WANT TO BE ENGAGED,
INFORMED AND INSPIRED BY THEIR BANK
JUST AS MUCH AS ANY OTHER BRAND

Jim Issokson, senior VP of Monh America
communications and digital marketing at
Mastercard, tells REF “Instapram is a critical
channe for us, 25 we use it to support nearly
all our marketing and communications
objectives. We are sasing preat suocess
with Instagram Stories, as well as through
promoted Instapram posts that help drive
traffic to our sites.

“We're looking at Instagram's lacest
commerce-ensbled opportunities, and finding
ways to integrate that make sense for our
merchant parners and bank issuers.”

Essokson continues: “In terms of strategy,
we don't think theres such thinp as an
‘Instapram sirategy’. Instead, we look at
determine the ripht stratepy to drive apainst
those priorities.

“Depending on the content type, timing,
tarpet audience and so on, we then determine
the right platforms and @ctics to give us
the best chance at snocess. This approach is
evaluate the best options for each unique

opportunity.”
SPONSORED CONTENT

Acoording to industry experts, the stronpest-
performing Instagram content was either
spomsored or promoted, as these posts
drive more traffic w site and allow follower
numbers o prow.

Tap & Go activation will increase baseball
fans within our audience,” he adds.

Sanoander has also had plenty of suocess
banking proup place 19th on RE[T top 100
list, expanding its following from 70,325 w
180,302

Carlos Relloso, head of social medss at
Santander group, tells REE “We feel very
good about our global ranking. Every time
you are in the wop-performing countries you
feel pood. bt we are competing to be number
one and so we want to be the best.

“Within the last year, we have leamnt 2 loc
about what content performs well on this
is normally sponsoved. Everything relating 1o
foothall is performing really well, and recemtly
we formed an alliance with the MowE Wodd
Cup, in which related content has proven w
be very populac”

CUSTOMER ENGAGEMENT

Since the launch of dipital platforms such as
Instapram, there has been 2 hupe opportuniny
for banks 1o not only engape directly with
customers bt to produce content specifically
wailored to them. Additionally, Instagram
allows banks to provide quicker, more instant
CUSIOMET SeTvice.

Relloso says: “When we look to Instapram,
we focus more on customer engagement. As 3
result, our Instapram and LinkedIn followers

have bepun to grow faster, and Instagram has
been an amazing platform for us w discover a
new way to interact with customers and new
audiences.”

He adds: “Social media has also provided
us with the oppormunity for us to listen 1o
our customers. And so, operatonally, our
CUSLOMET Care team cin commumicate with
our followers instanty.*

One of the ways Sanander has been able
to creste customer-specific content is through
testing out different styles of story-telling,
and learning how to utilise different wols on
Instapram in order to see which content pets
the most reaction.

Relloso explains: “As part of our stratepy
this year, we worked on producing content
thar engapes with our audience. Through
this we have learnt a lot. On Instagram it
is mot just about posting images but about
using Instapram stories and curting videos
specifically for Instapram, which is different
from many other networks.”

The Spanish bank has also made an attempe
at creating 2 more personal connection
with customers by producing content that
demonstrates what it is like 1o work for them.

Relloso says: “This year, we have also
explored some financial and location
oontent, where we try to educate people
about financial firms in order o make people
understand how the finance workd operates.

“We have started sharing stories abont
what poes on behind the scenes across our
global branches, and what it is ke to work in
2 bank. This is pood for us, 35 we pet w alk
to customers about how you can grow as a
professional in the company.”

ARE BANKS DOING ENOUGH?

Even though banks are continuing w inves
mofe time and money into digital content,
there is some speculation that they are sill

not active encugh on social media_

Danied Sexvers, content marketing officer
at Talkwalker, tells RES: “We have seen 2 rise
in banks investing in digital content, though
they need to foows now on being aaive rather
than reactive.

“Many are using social channels effectively
as 2 way o respond o dient complaints, but
they aren't working as hard on digital content
that will initiate client conversations ™

Segvers concludes: “Consumers want 1o be
enpaged, informed and inspired by their bank
just as much as any other brand, but we're just
not seeing the industry leading those oypes of

Conversation yet.” W



THE 2019 FINANCIAL INSTITUTION INSTRAGRAM TOP 100
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Sigke Bank of India
First Bank of Nigeria
GT Bank Group

World Bank (inc. Banco Mudial
Mational Bank of Kuwait
American Express

Abu Dihabi lslamic Bank
Bank of America
Bancolomibia

Aoz Bank

Emirates MBD

ICICI Bank

BEVA Prowvincial
Bank of Baroda

HDFC

USAA Group
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Capital One Group
Bank Leumi

Ciia

Visa Group

SCB Thailand
TransferWWize
NB Finansbank
Banco de Chile Group
Banco Central BR
Drenizhank:

IMG Direct Group

HSBC Group

CIBC

Mazhreg Bank

Multibanca Colpatria
Standard Bank

TEB Bank

Arzb African Internations] Bank
Deutsche Bank
Commomwealth Bank of Aucirslia
Barclsy:

Jordan Ahli Bank

FAB (formerly FGB)

Banco Popular

Oatar Development Bank
DNB

Blanco Ciudad

Banco Falabella
Commercial Bank of Qatar
TD Bank

Medbank

ENP Paribas Group
Ehank

OCBC

Discover

ANT Auectralia
Bank of Ireland

DBs

PME Philippine Mational Bank
Mationwide

LI5 Bank

Arzh Bank

Societs Géndrale Group
Dwoha Bank
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45,047 28814 30
43,930 32232 36
42024 32,150 A
38,232 30,153 27
37,593 15,527 142
36,332 22470 23
36,257 19165 a7
32347 12,630 156
31,716 25774 23
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