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Introduction

*FS Club and Value Partners are developing a joint piece of research initiative on social media

*The report would be 30-50 pages long with detailed content regarding the role that social
media may play in the strategies of financial institutions

*The report is currently a work in progress

* This would be in the form of a report, which could be marketed at numerous events and/or
through the FS Club Network

- Looking for a sponsor to jointly take the research to market
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Social media is an hot topic. It continues to gain momentum, banks are
getting to grip with it but have yet to master it
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Selected examples of
involvement from financial
institutions

]

2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013

8

O

(&)

(S -

— Ofriendster

8

o launched

(@]

(7] " F

— Linked [

(@) > q

5| 9

0 .

'D—: Wecireze A launched
launched |

r

facebook

launched
-

I
launched
facebook I
- - 1
: reaches 1 | PRI l
million UK | flick X
users 1 Ickr |
launched \ — seei | SUrpasses X
. . “ MySpace and reaches |1
) becomes the more than |,
' lar 4 bilion |1
([T Tube most popu ; ‘
1 social network images 1
(1l Tube bought by | network )
Google for |
launched $1.65 bilion | forcucr]
i r
T launched
- o 1 /
CHASE O
launches Second launches
Life’'s Stagecoa_ch’ 2 ::::n!'\:m\ ‘Chasel
Island Community’ Rl Community
. launches the Giving’ on
‘Innovator Facebook
Blog’

Dinterest

’ Srsdagquane
reaches 1m
users only 1
month after
going live in
the App store
| &

i 8*
T dnagom

launched

launched

ay—

" | GEmE A

ING S

launches ‘The Orange
Ambassador’ initiative
T ———

o—
r
.

Top 35 banks
on Facebook
reach 9m ‘likes’
among them

1

CHASE O

shuts its
‘Chase +1’
initiative on
Facebook only
3 years after
launch

. DenizBank &

launches
‘Facebook
Banking’

| (11 Tube I

) reaches more than 1
trillion views
'

—

reaches more
than 500m active

users

r

facebook

acquires Instagram
for $1b in cash and

stock
™ /[

/ munrb
reaches
100m
active
users
-

launches a social
media command
centre for MLB All-Star

Game
———

BANKZFUTURES

launched
e

|
Lnscmm
launches
‘Pay-by-
Tweet’
service

services

VALUE PARTNERS




Preliminary research indicates that financial institutions are
generally using social media in one of six ways
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* Blogs help define the organisational
culture and can be used by employeesto
brainstorm with each other

Intranat also enables cross-departmantal
connections

- ThoughtFarmmer intranet. Famm Bureau Bank's Intranet, called ‘the Insider’. was created
in mig-2010 and has since then outperformed expeciations. The Bamyard is the social
hiean of e Insider and it @ & space where employees can post news, pictures and
wideos advertise aficles, launch descussions and wse the calendar 1o announce
rmilestones or plan social events. But i is not just the social side that drves engagement,
as much of the miormation on the Inrenet is busness-retated (polickes and procedures
project updabes and reporis), and every depariment wses the Infranet for a range of
crbcal applications that sawe tima and maney

* Financial Institutions can use social media
channels to show various aspects of their
Corpaorate Social Responsibility (CSR)

+ Sponsorship activations

+ The advertisement of new and existing
preducts through secial media channels

- RBC Blue Water Progect: B consists of a ben-year donabons program supporting
irshatves that help protect and preserve waber
- ABC Green (Twitter): RBC invests in research that foster a deeper knowledge of
envirpnmental rends and promate mone sustainable business practices
= - Amex, LS Cpen 2011 Amex cardmembers were able to custormise their expenence
.--'_.i through the new Course Curator Digibal Concienge and get enclusive access to

CourseCast TV and Radio

- Product's Facebook Page: intuk maintans Facebook Pages for many of its products,
includng QuckBooks', TurboTax’ and ‘Mint com’

5 - Link, Like, Love: WWith thes Facebook app, Armex candholders can link their cards o their
= account, and in return they get deals from Dunion’ Donuls, Virgn America and others

@ - MasterCard: Onits official Facebook and Twitter Pages, MasterCard not only runs many
imaginative contests, but akso promotes s best intisives and seneces

Running competitions and engaging with
FS consumers

Fls can use social media to post job
opportunities by sharing links and news
about recruitmant campaigns

- Chase Community Giving: This Facebook Page lets fans decide the cause and charnty to
which the Chase donabons are made

- Stagecoach Island Community: This is an onbne wrual world where users can cornect with
ther friends and at the same time kearm to manage money

- The Orange Ambassaders (Facebook). ING Dwect Canada recently selected its rmost

ING B enthusiastic custormers - those who shawed an active engagernent with ING and other
Raskathmerics - Bank of Amernica Careers Bod's Twilber Page i constantly updated and is dedicaled lo
list job postings for those lnoking for jobs al Bank of America
Xk - HSBC UK Careers: Thes Page 1 entirely dedicated to UK customers and shares
LTS apportunities, careers advice, updates and news from HSBC warkd
CERBS - ABS Jabs: RBS Jobs offers suppaort to people who are looking for a job at RBS Group

and aso the opporturity to help take careers further

U&

Helping customears when they have
issues/questions about financial services
and/or products

- Wells Fargo Bank: Wedls Fargo provides real-ime as=stance and helpful bps to its

n cusiomers onits Twitter Page ll ]-

‘ -H&R Block: HER Block uses its official  Twitter Page to conduct question-and-answer
- sessions with ther customers on vanous financial aspacts

- MafWest Help (Twittar): Experts are available Mon-Sun from morming to evening to help
an any issueiquesbondproblem a NatWest's chent may hawe
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But ability and demand constraints mean that the perceived
benefits of social media involvement are largely unrealised
in the context of serious constraints and threats

Ability * The regulations with which financial services have to comply makes experimental initiatives in social media a
constraints potentially dangerous action to contemplate

* Alack of resources in the current economic climate makes many firms unwilling to invest in a social media strategy,
especially give the long term nature of any potential ROl — this ROl may also be difficult to prove categorically given
the lack of hard revenue data attributable to social media initiatives

* In addition, social media channels must be closely, and constantly, monitored to ensure the protection of customers
and the maintenance of brand integrity. This may require additional employee training programmes and the prudent
selection of third-party vendors

Demand

constraints * Most consumers are not interested in discussing financial issues, interests and practices in the public domain —
challenging for financial service providers hoping to generate positive ‘buzz’ around their brand through a social
media presence

* According to a recent survey carried out by BT aimed at tracking consumer attitudes towards customer services and
technology in retail banking, the vast majority of people do not consider engaging or sharing information with banks
via social media channels a priority, mainly citing concerns around security

LCETS * Involvement in social media carries the security risk of personal details being made available in the public domain

 There is also indirect risk in terms of reputation etc. since social media provides a platform on which financial
institutions can be embarrassed, criticised and threatened
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This topic is to be investigated To research and highlight the
challenges and opportunities faced by financial services in social
media, we have developed a white paper focussed on this topic

The objective of this white paper will be to take a holistic view on the engagement of financial institutions with social
media to date, and the opportunities and challenges such engagement present for the financial services industry

Contents (draft)

1. Executive Summary
2. Introduction: the rise of social media

3. The recent hype surrounding financial
services and social media oo

4. Seeing through the hype
I.  Ability constraints

Tty v ppiesy

ii. Demand constraints
5. Challenges
6. Opportunities
7. Conclusions
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