
 

 
 
 

Kathleen Berry, Social Media Strategy Lead, US Bank 
 

Why is it important for marketers like you to attend gatherings like the Incite 

Marketing Summit?  
Attending the Incite Marketing Summit allows me to learn from best-in-class 
marketing leaders and peers. My favorite part is the in-depth case studies that show 
what worked, what they learned and what they’d do differently next time. I always 
leave with fresh ideas of things to try within my organization and a renewed sense of 
the opportunities we have as marketers. It helps me stay a step ahead in learning 
about new innovations and where the future of marketing is going.  
 
What content distribution channels are you expecting to grow most in the next 12 to 
18 months?  
On the social media side, with the elections coming up, Twitter and Facebook have 
become more toxic. We are planning to grow our presence more on Instagram with 
interactive Instagram Stories and on Pinterest where we see a highly engaged 
audience looking for financial education and planning advice. On these platforms, 
there is not as much as hard news and politics which leads to a more positive social 
media environment for our brand.  

 

Which content marketing formats are working best for you and why?  
Video content continues to grow with people being willing to watch 3-5 minute 
videos if the content is informative and engaging. Although they are more expensive 
to produce, the payoff of a more receptive audience and the ability to reach more 
people with video content than just using images and copy, makes the cost worth it. 
We continue to test different lengths of video and animated video vs. including real 
people. We’re always trying to figure out the best video secret sauce! 
 
Brand trust is at an all-time low. How is this impacting your marketing strategy?  
Knowing that brand trust is low, we have strategically engaged several content 
partners that people are more likely to trust. We have partnered with Meredith, 
Forbes, the New York Times, Buzzfeed and others to develop branded content 
including articles and videos. This content runs on their websites and social media 
channels where their audiences are more receptive to our brand and our messages. 
People are more likely to engage with us through a publisher they already trust and 



 

engage with on a daily basis as opposed to trying to drive traffic to our website and 
social media channels. 
 

How is influencer marketing changing your social strategy? 
Similar to branded content partnerships, rather than trying to drive people to our 
social properties, we try to meet people where they already on social media by 
partnering with influencers that people already know and trust. These influencers are 
great ambassadors for our messages of financial education and empowerment. 
Influencers are able to put our financial concepts into their own tone and voice, 
making them accessible and relatable for their followers. This allows us to reach 
more people and increase brand awareness.  

 


