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Wells Fargo: A leading financial services 
company since 1852

Our Vision: Satisfy all our customers’ financial needs and help them 
succeed financially
Our Financial Goal: Double-digit growth yearly in revenue and earnings

Among top 10 biggest givers 
in corporate philanthropy

- BusinessWeek
Among top 50 companies in all 

industries for diversity
- Diversity Inc.

Number One Industry Rankings: 
•Retail Banking Cross-Sell
•Small Business Lender
•Agricultural Lending
•Cross-Channel Customer Experience
•Retail Home Mortgage Lender

The world’s 18th most 
admired company

- Barron’s
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My topic

Natural Selection in Media

► Rapid evolution adoption of social media marketing 
mirrors the evolution of traditional marketing vehicles, 
such as television advertising

► Learn how social media has evolved and fragmented

► Wells Fargo marketing is adapting and learning in the 
social media space....just like they did in television
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Social Media is a complex puzzle of tools ⎯
consumer-generated media • social media  • Web 2.0

Blogging Networks

Mobile

Goal-oriented Collaboration

Message boards

Consumer rating sites

Local

Gaming Social Networks

Media
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Did you know?
Social media permeates society AND business

Are you where your 
customers are?
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Does social media impact our brand? 

User-review sites

Rating local storesDefining the brand

Citizen journalism
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Our Journey

Listen

Start small

Leverage assets

Integrate

Learn and build

Spinal Fusion in 1980's due to car accident
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Social media represents opportunities to 
protect the brand

Bad News: This 5-year old blog post 
became a hub for consumer complaints.
Good News: We displaced this content 
by blogging ourselves and joining the 
conversation online. 

Bad News: This 5-year old blog post 
became a hub for consumer complaints.
Good News: We displaced this content 
by blogging ourselves and joining the 
conversation online. 

The average consumer has more reach online than ever before
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Stagecoach Islandsm ⎯
introducing virtual banking 
First in the industry to launch a virtual 
world focused on financial education

► Players customize their identity, 
appearance…

► Fun activities include home building 
and decorating, snowboarding, 
shopping, jet skiing, a dance club…

Participants learn financial 
responsibility in an immersive role-
playing environment

► Manage checking, savings and 
mortgage account 

► Earn virtual money and pay virtual 
taxes

Demonstrates our innovation and 
supports player’s lifestyle without 
shouting Wells Fargo
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Our social media pilots have been 
enthusiastically received

Thousands of 
conversations

Millions of visits

Significant growth 
month to month
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Successful engagement
Don’t be afraid to go off topic. Be approachable.

An employee blogged 
about planning her 
wedding her post 
received 20 comments 
totaling 4 pages of 
content
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Successful engagement  ⎯ be open to 
conversations with other bloggers 

Answer 
common 

questions with a 
network effect

benefit

Engage 
bloggers
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Successful engagement  ⎯ have a thick skin 
and be prepared for conversation 

A customer initiated a 
great conversation on 
how to improve 
statements.



18

Successful engagement  ⎯ make it easy

Integrated 
comment box

Integrated 
video

Prompt 
to share
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Successful Engagement
In trouble times, provides a communication forum

John Stumpf
Wells Fargo

CEO

WOW!
Great 

Comments
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Successful Engagement
Message just as meaningful from the “rank and file”
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Blogging alone is an incomplete social media strategy

Get out of your sandbox

Find your customers wherever they are, listen and 
participate when it makes sense

Social Media is more than blogging ⎯
participate beyond your home turf
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Today we’re integrating social media 
with our brand assets 

URL:  www.wellsfargo.com/centerstage

http://www.wellsfargo.com/centerstage
http://backstage.wellsfargo.com/centerstage
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The Wells Fargo channel 

Free channel 
has limited 
branding but no 
deep controls 
on content or 
format.



25

Brand detractors led to our YouTube presence 

Note that most detractors are 
focused on perceived 
conspiracies and wrong-doing.
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More positive content is 
now on the first page of 
YouTube search results 
for Wells Fargo

Displaced some key 
brand detractor videos 

After our video contest



27

Someday Stories… a contest with social 
media components

Contemporizes the essay contest by 
encouraging participants to share their 
Someday story

Five stories selected for $10,000 first 
prize, delivered via Wells Fargo 
Stagecoach

Five first prize winners filmed and be 
eligible to win the Grand Prize of 
$100,000

Consumers voting in a video contest 
format for the $100,000

www.wellsfargo.com/somedaystories

http://www.wellsfargo.com/somedaystories
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Someday Stories
social media integration

Someday Stories 
Facebook Fan Page

Viral Widget can be 
embedded in other blogs
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.

Someday Stories
social media integration
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Joined eleven other companies that are active in 
social media to form the Blog Council
► Facilitates sharing of information and best practices

Learning from our peers
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Best Practice example: Dell 

PC maker Dell is mentioned 2-
3,000 times every day in CGM 
A dedicated team listens and 
responds
Dell has gone from social media 
laggard to leader

Dell Customer 
Service responded 

to this personal 
blog just 2 hours 

after the post!
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The Journey

Listen

Start small

Leverage assets

Integrate

Learn and build
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“Every day you may make progress. Every step may be 
fruitful. Yet there will stretch out before you an ever-

lengthening, ever-ascending, ever-improving path. You know 
you will never get to the end of the journey. But this, far from

discouraging, only adds to the joy and glory of the climb.”
Sir Winston Churchill
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Questions
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