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Agenda 

• Who is Navy Federal? 

• Prepare for Graph Search 

• Facebook Ads 

• Facebook’s Custom Audiences 
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WHO WE ARE 
World’s largest credit union: 
• 4.2M members 
• 10,000 employees 
• $54B assets 
• Fortune 100 Best Companies to 

Work For 
 

Field of membership:  
Department of Defense and Coast 
Guard 

 Active duty and retired 
 Civilian Personnel 
 Contractors and 
 Their families 

 

@navyfederal 

Presenter
Presentation Notes
Who we are
Who our members are—field of membership
Social timeline
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FACEBOOK TIMELINE 

January 2011 
Organic Growth 

Organic Engagement 
 

June 2012 
Paid Growth 

Paid Engagement 
 

@navyfederal 

TODAY 
Over 590K Fans 
Over 30K PTAT 

 

Presenter
Presentation Notes
Social timeline
2009 Twitter (NF/NFH);
2011 Facebook – Organic Engagement
2012 Facebook – Paid Growth and Engagement
2013 Facebook / Twitter – Where we are now…




Graph Search is a way for users to use simple phrases to 
search for sets of people, places, and things that match 
specific characteristics. 
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GRAPH SEARCH 

@navyfederal 

Presenter
Presentation Notes
Graph Search is a way for users to use simple phrases to search for sets of people, places, and things that match specific characteristics.

Graph Search is available only to a few users during it’s limited beta program. But that doesn’t mean brands shouldn’t start preparing for it’s public launch.
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GRAPH SEARCH 

How are we preparing for Graph Search? 

+ 
@navyfederal 

Presenter
Presentation Notes
Navy Federal has over 230 branch offices and close to 500 proprietary ATMs worldwide. In order to be relevant within Graph Search, we’ll need to create local pages for each branch and ATM on Facebook. That way when our members do a search in a certain area, our locations may get pulled in the search query. 
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GRAPH SEARCH 

How are we preparing for Graph Search? 
• Update your page information 
• Create Local Pages 
• More Photos 

@navyfederal 

Presenter
Presentation Notes
Navy Federal has over 230 branch offices and close to 500 proprietary ATMs worldwide. In order to be relevant within Graph Search, we’ll need to create local pages for each branch and ATM on Facebook. That way when our members do a search in a certain area, our locations may get pulled in the search query. 
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FACEBOOK ADVERTISING 

@navyfederal 

• Know your fans 
• Build you fan base 
• Engage your fans 
• Respect their space 
• Think mobile 

 

Presenter
Presentation Notes
Increasing our fans on Facebook is important;

But we’re more focused on the Engagement than the # of Fans on our page

Simplify your message or call to action. If it’s too complicated, your fans will move on.

We made sure to nurture the relationship with our fans

NF culture of member experience in all channels

Over 60% of our fans are mobile
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FACEBOOK ADVERTISING 

@navyfederal 

Presenter
Presentation Notes
With these ads, we’re able to target our fans by geographic area, interests, 
We’re able to pull metrics to adjust our targeting 
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FACEBOOK ADVERTISING 

@navyfederal 

Page Like Ads: 
Fan Growth 

Sponsored Stories: 
Engagement 

Presenter
Presentation Notes
We used Page Like ads for fan acquisition and;
Sponsored Stories ads to generate engagement and conversation about the post we created.




@jcsadler #prnbig3 @jcsadler #prnbig3 

FACEBOOK ADVERTISING 

@navyfederal 

Presenter
Presentation Notes

Frequency can be a challenge
In social streams you can’t republish the same post twice like you can with almost every
other piece of creative. You can promote the same content or product but the post needs to
change, at least a little.
Driving frequency requires a consistent and disciplined posting cadence and a focus on
content that engages and converts. 

It’s essential to remember that your brand has been invited in and you must earn the right
to stay. In the context of mobile devices, which themselves are very personal, streams are
sacred real estate and should be respected as such. Consumers will not tolerate blatant or
irrelevant marketing, bold selling or perceived spam. But, it can be assumed they have a
level of affinity and that they’re open to a wide range of posts from you. A more thoughtful
content strategy is required.
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FACEBOOK ADVERTISING 

@navyfederal 

Presenter
Presentation Notes
A good example on how we leveraged a combination of Page Like ads, Sponsored Stories, and user-generated content was during our Member Appreciation Campaign in September last year.

Blah blah blah



• VIDEO 
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FACEBOOK ADVERTISING 

@navyfederal 



Custom audiences let marketers find their offline customer 
segments among Facebook users. 
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CUSTOM AUDIENCES 

@navyfederal 

Presenter
Presentation Notes
What’s custom audiences
Brief how it works – explain how it works, what needs to be done, etc.
Briefly say why we want to use it
  Why do WE want to use Custom Audiences?
To explore new ways to personalize our fans’ experience.
Target ads/content that’s relevant to certain segments
Not-to-SPAM; Deliver relevant, engaging, actionable, and measureable content
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CUSTOM AUDIENCES 

@navyfederal 

How it works: 
 

1. IDENTIFY the people you want to reach using your CRM 

2. FIND them on Facebook by using Facebook’s matching process 

3. REACH your target with relevant Facebook ads 

Presenter
Presentation Notes
Pilot campaign – Mobile App installs
Pull a list of our member emails who haven’t downloaded our iOS and Android banking apps.
Deliver App Install ads to their news feeds.
Second campaign: to deliver educational content for our Account Access redesign




• Prepare for Graph Search 
– Update your page information 
– Use images 
– Create local pages 

• Know, Acquire, Engage, & Respect your fans 
• Leverage your existing customers 

@jcsadler #prnbig3 

KEY TAKEAWAYS 

@navyfederal 
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QUESTIONS? 

@navyfederal 

Jennifer Sadler 
Manager, Social Media Marketing & Strategy 

@jcsadler 
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