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COMMUNITY BANK
MARKETER CHALLENGES

EXPANDING RESPONSIB I L I T I ES
Donations / Special Events / Advertising

Digital (website, SEO, ADA, esignatures, on hold messages) 
Social Media / Printed Materials

SMALL STAFFS  

SMALL BUDGETS

NOT ENOUGH TIME



179k
TOTAL VIEWS

77%
ORGANIC VIEWS

23%
PAID VIEWS

98%
AUTO PLAYS

2%
CLICK PLAYS

29.6k
ORGANIC FULL

108k
ORGANIC PARTIAL

5.1k
PAID FULL

36.6%
PAID PARTIAL

2016FACEBOOK VIDEO PERFORMANCE
VIEW METRICS VIEWING BREAKDOWN



VIDEO
The Early Years



Hiring a 25-year-old “non-banker”

is one strategy that has helped this

bank make a splash on Facebook
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m/paducahbank









SOCIAL MEDIA 
ROOM ERA































1ST 11 MONTHS:
increased social media impressions across all of its accounts to 4.5 million, 

a 58.3% increase from the same period a year earlier.

336,021video views from November 1,2022 to September 20, 2023, an 
increase of 861%compared with the same period a year earlier.
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PADUCAH BANK’S INVESTMENT IS
PAYING OFF IN ENGAGEMENT.

Take the bank’s Halloween Facebook post, calling 
for costume photos (and offering $100 to a randomly 
selected respondent). Within a day, 621people 
commented, 16shared it, hundreds contributed
photos, and dozens “@ed” other locals. And everyone 
saw the next post on the feed — an advisory piece 
regarding financial planning for women.

In comparison, U.S. Bank’s Halloween Facebook 
post got 36 likes, eight shares, and no comments, 
after one day.
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DON’T 
INVEST 

TOO MUCH 
IN LAND 

YOU DON’T 
OWN.

BE

2
BOLD!
DON’T 

BE 
AFRAID.

3 4
TELL
YOUR
STORY.

BRING
VALUE
and

CONNECT
WITH

CUSTOMERS!

5
HAVE
FUN!


