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  This is the story of….one brand, 26 channels 

Chapter 1: SEB  and Social media 
 
 
 
Chapter 2: A regulated world 
 

 
 
Chapter 3: Translating business targets to something  Social 

 



Digital customer 

experience 

 

16.000 employees in 22 

countries 

 

 

Since 1856 
 

 

 



  A brief description 
 
 
 
 

Digital Sales Manager / Social media 
responsible C & PC 

 
 
 
 
 

1989 (middle aged millenial) 
 
 
 
 
 
 
 
 
 



  

 
 
 

Chapter 1:  
SEB and Social media 



  

”We are present on social media 
to spark conversations, listen to 
our customers and stakeholders 

in order to build relationships and 
trust.” 

 

6 



  

4 FTE:s  218.527 
followers 

26 
Channels 



  

Most Viral 
post 2018 



  

Large Coorporates  
and Financial institutions 

Corporate and Private 
Customers 

Cards Life and investment 
management  



  

 
 
 

Chapter 2:  
A regulated World. 



  Social media + Financial industry? 

 
 
 
 
 
 
 



  



  Mitigation: New product/channel assessment 

Facebook 
2010 

Linkedin 
2013 Social media 2016 



  Mitigation: New product/channel assessment 

Process Workflows Checklists 

Crisis 
management 
 
 
Escalation 
process  
 
 
 

Code of conduct 
 
Social media 
policy 
 
New initiatives 
 
 
 
 
 
 
 

Clear handeling of new 
channels/initiatives 
 
Governance 
 
Support / software 



  

 



  

 
 
Chapter 3:  
Turning Business targets into something 
Social. 



  

Going into figures: 
 

Social media weekly analysis 

Collaboration: 
 

Virtual team 

Staying updated: 
 

Real time dashboards 

Agile approach: 
 

 Social media standups 



  

”People don’t go to Social to shop 
financial products” 

Awareness Education Education 
 

Conversion Education 



  

”Sales is when customer signs an agreement with the bank” 
 
 
 

Mortgages 
 
Loans 
 
Credit cards 
 
Savings 
 
Corporate advisory 
 
 
 
 
 
 
 
 
 

Trust 



  

Campaign 
goals 

Social media 
KPI:s 

Optimizing 
to business 

goals 

Before 

Analyzing 
trends and 
data 

During After 

Insights 
and 
statistics 

 
Measuring 
long term 

impact 

Business 
target: 

Sales/ Brand 
awareness 



  



  Key take aways. 

Selling trust in Social media Process, checklist and workflows Find ways to convert 



  

Thank You! 
 

afenel 
//andreafenel 


