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Lars Bredahl leads exponential social media success at North Carolina bank

ars Bredahl is the eonsum-

mate secial media manager.

The 28-year-old uses Twit-

ter bo keep wpowith industry

mrends, interacts with family
and friends through Facebook, and
manages a LinkedIn profile for pro-
fessional use. And as digital channel
product manager for First Bank in
Apex, MO, he immerses himself in
how the digital world ean be best put
o use for banking.

“The digital apace iz really where
my passion lies)* says Bredahl, who
earned a masrers degree in interactive
media from Elon University in 2001.
“Baocial media was becoming a hot
topic as [ was progressing through my
education, so it was a space 1 gravi-
tated eowvard. 1 found it very exciting
and a grear space to really innovate in
in the communications world"

Far the third year, ICEA is
recognizing Bredahl as one of 25 com-
mumnity bankers leading the industry
as an individual social media influ-
encer. He joined First Bank, a 3.2
hillipn-asset community bank with
87 branches, in 2003, In the two years
he has worked there, he and his col-
leagues in the marketing department
hawe brought the bank's Facebook,
Twitter and LinkedIn accounts from
near dormancy to being vital parts of
the hank's marketing mix.

One key to succeeding was meshing
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By Ed Avis

First Bank's social media efforts

with its content marketing strategy,
Bredahl says. By using social media to
amplify the valuable inancial edwca-
tional content the bank was creating,
he helped support the bank's image
as a financial partner with customers,
rather than just a day-to-day tramsac-
tipnal instimution.

Another key to First Bank's social
media suceess, Bredahl says, has been
an awareness that each platform has
its own characteristica. That means
that posts to one platform are not
automatically posted to other plat-
forms. “We like to carefully craft each
post to fit the platform, because each
platform has a different audience™
iz aaya.

These days Bredahl is seen asa
sovial media advisor vo other depart-
mients at the bank, and recently he
launched a social media task force
comprised of 15 emplovees from
various departments who are
active in social media, includ-
ing his colleague and manager,
Audrey Sanders, whom he says
s been a significant help. He
helps the task force members
with any sncial 1|:|1,'-:|i:| |,"|1::|||1,'|1|.g|.":
they face and encourages them o
be “ambassadors” for the bank
by commenting on, lik-
ingand re-posting
content from the

bank's social media platforms.

“We've been seeing on average
300 new interactions per month,
just from this team * he says, add-
ing that this especially helps in the
emerging “pay for play” environment,
wherein Facebook asks commercial
enterprises to pay to have their posts
browstied .

As new social media platforms
emerge, Bredahl rries them out to see
which are likely to catch on in bank-
ing. “There are so many new ideas in
this space” he notes, “Some take off
and some don't, bur its important to
never stop experimenting” 0

Ed Awvis iz a writer in lllinois

“The digital
space is
really where
my passion

lies.”
—LARAS EREDAHL
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