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Business Context



Business Context
 MB Financial Bank is a Chicago-based commercial 

bank.

▪ $16 billion in assets

▪ 80 branches in the Chicagoland area

▪ Commercial lending makes up 85% of the bank’s loan 

portfolio

▪ Target market: small and middle market businesses

▪ Also provides retail banking and lending to consumers



Advent of Content Marketing Program

To differentiate itself from competitors like First 

Midwest Bank and Fifth Third Bank, MB Financial 

sought to add a content marketing program to its 

mix of traditional marketing (e.g., trade 

advertising, PR, events). 

Goal: Position MB and its bankers as experts in 

their fields through the creation and distribution 

of relevant content. This demonstration will 

deepen understanding of MB’s capabilities, while 

maintaining consistent brand awareness among its 

various target audiences.



Content Methodology



Building the Content Ecosystem

Content Calendar

Content Hub
(MB Insights) 

Subject Matter 
Experts

Freelance Writers Review & 
Approval Process

Subscription 
Center (Email 
Distribution)

Weekly Editorial 
Meeting



Content Development

 To produce engaging thought leadership content

 Create content that speaks to clients, prospects, COIs

 Identify the needs and concerns of those audiences

 Address those needs across multiple formats and channels in a way 
that adds value

 Avoid explicitly promoting MB products and services

 Make it interesting….tell stories…use examples

 Invite customers to participate



Content Marketing Program



MB Insights Content Hub
• Content categorized

• Easy-to-read

• User-friendly look & feel



Content Types

Articles

Infographics

Videos



Content Distribution Approach

 Achieve frequency on target

 Surface relevant content

 Promote content via multiple channels

 Support with analytics



Content Distribution Channels

Native Advertising: Entrepreneur.comSocial: Twitter, LinkedIn

• Email – targeted email distribution to clients and prospects via CRM

• Earned media – pitched content from MB’s subject matter experts to industry 

publications

• Events – shared content at trade shows, and client events, 



Measurement

 Increased followers on LinkedIn 

by 31% - highest follower count 

among local peers

 Increased Twitter followers by 

35%

 Delivered 8,300,000 impressions 

vs. c-suite executives using 

several Native channels; 

ultimately delivered 10,000 

visits to MB’s website

 Drove 24,000 visits to MB 

Insights website

 Social: Engagement rates

 Native Advertising: Impressions

 Email: Clickthroughs, 

unsubscribes

 Website: Site visits, time on site

Notable ResultsKPIs



Questions?



Appendix



MB Insights Content

 Cybersecurity: How small and medium-sized businesses can protect 

themselves (Feb. 2016)

 Three strategies to protect cardholder data against fraud (Feb. 2016)

 Succession Planning: Is your business prepared? (Oct. 2015)

 When partners form a new law firm: Three tips for success (Mar. 2016)

 Six ways SMBs can better organize their financials (May 2016)

https://www.mbfinancial.com/commercial/Insights/2016/security/20160225-cybersecurity-how-small-and-medium-sized-businesses-can-protect-themselves
https://www.mbfinancial.com/commercial/Insights/2016/security/20160229-three-strategies-to-protect-cardholder-data-against-fraud
https://www.mbfinancial.com/commercial/Insights/2016/psg/20151021-succession-planning
https://www.mbfinancial.com/commercial/Insights/2016/psg/20160324-when-partners-form-a-new-law-firm-three-tips-for-success
https://www.mbfinancial.com/commercial/Insights/2016/business-banking/20160727-six-ways-smbs-can-better-organize-their-financials

