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Rabobank is a Dutch multinational banking and financial services company headquartered in 

Utrecht, Netherlands. Founded in 1895, Rabobank prides themselves on being a bank that is 

run by their clients. Despite being founded in the Netherlands, they have grown to become an 

international financial services provider, active in the area of banking, capital management, 

leasing, insurance and real estate. Rabobank embraces their roots in agriculture, an industry 

that they know like the back of their hands. Their ambition is to be the global leading food and 

agri bank.

With 1000 locations around the world, total assets of nearly €600 billion and an employee 

count of 42 000, Rabobank ranks among the 30 largest financial institutions in the world. 

Additionally, Global Finance lists Rabobank among the safest banks in the world.
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Over the previous calendar year, Rabobank has reached over 27.7 

million people through social media, enabling the bank to create 

discussions and get closer to their customers on the platforms they 

use day in, day out.

Enhanced customer engagement

Since the beginning of 2020, Rabobank has maintained an average 

quarterly user engagement rate of 97.6% on Smarp. This means 

that employees are not only sharing Rabobank related material with 

their networks, they are also becoming more in touch with the 

Rabobank brand and mission.

Alignment around a common mission

Thought leadership content shared through Smarp has created 

nearly 300 000 additional unique visitors to Rabobank-related 

materials, helping spread awareness about the bank and their 

mission to help the world become a more financially healthy and 

sustainable place.

Growth in brand awareness
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How Smarp has helped Rabobank grow
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Additionally, Rabobank was looking to reinforce their image as a “knowledge bank” by 

leveraging their extensive and broad-ranging experience. In essence, their challenge was 

becoming the go-to source of information in areas such as financial health, environmental 

considerations and global sustainability.

It’s not that the knowledge wasn’t there to begin with, the bottleneck was simply being able to 

reach enough people in their networks with the knowledge Rabobank already possessed.

With this in mind, Rabobank needed a solution to not only enable their employees to initiate 

and engage in discussions with their networks on social media, they also needed a platform 

that could deliver relevant content and information to every employee and make it easy for 

them to spread the word.

What was their challenge
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For Rabobank, there were clear benefits in being able to get closer to their customers as well 

as becoming the go-to source of information in the areas they knew best. If Rabobank were 

able to achieve these goals, they knew they would see improved customer satisfaction and 

increased brand awareness, which ultimately would help them grow their business.

This all started with trust. To establish trust, Rabobank account managers had to have a dialog 

with their clients. Due to the shifting nature of banking and the reduced amount of face-to-face 

contact, Rabobank had to achieve this through online channels and social media.

Trust in the banking industry is the most important resource there is. If your bank doesn’t have 

trust, why would people let you manage their money? Why would they rely on you for a 

mortgage? As a bank, trust is the most valuable asset you can obtain. It is important for 

Rabobank to maintain that trusted position even in the face of a changing banking industry.

The impact of gaining and maintaining a high level of trust was a key priority for Rabobank as it 

has major implications across the entire business. By enabling employees to get closer to their 

customers, Rabobank not only expected increases in brand awareness and customer 

satisfaction, but enhanced customer engagement as well.

Why was this important to their 
business
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But Rabobank had goals that extended far beyond their own business needs. Being able to 

profile themselves as a knowledge bank meant that Rabobank would become a go-to source of 

information on financial health and sustainability for their networks. This in turn would greatly 

improve circumstances in their own living environment. Which would lead to benefits for their 

country of origin – the Netherlands. Overall, this would eventually benefit the world and 

help it become a more responsible, sustainable place.

With goals ranging from improving brand awareness and customer satisfaction of the bank all 

the way to building a better living environment for future generations, Rabobank needed a 

platform that could scale to meet their needs.

Why was this important to their 
business
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“With our knowledge, we can help our network, and with 
our network we can help our living environment. That in turn 

helps the Netherlands as a whole, and ultimately helps the 
entire world.”

Tessa Wagensveld, 

Social Media Lead at Rabobank



3

Smarp supplied Rabobank with a comprehensive platform to help make their brand 

ambassador and customer engagement program a reality. Now Rabobank is able to provide 

employees with a relevant and real time feed of approved communications and content 

which makes starting a discussion with their customers and networks as easy as 

clicking a single button.

Originally there had been a large gap between employees that wanted to spread the word 

about Rabobank and engage in online dialog as well as those that actually followed through. 

Smarp helps enable employees that are interested in contributing to the program, but don’t 

necessarily know where to start.

When Smarp was rolled out, employees began reaching out requesting access to join the 

platform. Use of Smarp grew organically, and it became apparent that Rabobank did not need 

to ask employees to be active – simply enabling them via Smarp was enough to explode the 

reach and impact that Rabobank was having on their networks. The program also grew beyond 

employees that were already interested in acting as brand ambassadors, it began generating 

interest with all employees around the business.

With this program in place, Rabobank noticed that they were reaching their networks with a 

voice that sounded with much more authenticity than their corporate accounts could: the voice 

of their employees.

How Smarp helped with this
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“The response from our 
people internally was 
tremendous. I didn’t have to 
force anyone to join, they 
came to me asking for access. 
It became a situation where 
employees felt that they 
NEEDED access because all of 
the great content that they 
could find there.”

Tessa Wagensveld, 

Social Media Lead at Rabobank
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The impact that Smarp has on key business drivers at Rabobank has been immense.

By enabling employees to create and engage in dialog with their networks and by leveraging 

social selling, Rabobank has reached over 27.7 million people through social media over 

the previous calendar year. This has translated into nearly 300 000 additional, unique 

visitors to Rabobank-related materials – a metric which ultimately has led to improvements 

in brand awareness and overall growth in the business. All of this while generating an 

additional $865 000 worth of visibility on social media.

Overall, this has helped Rabobank reach their ultimate goal of getting closer to their 

customers. The bank has seen increased discussion online between employees and 

customers. This has continued to increase even throughout situations like the coronavirus 

pandemic, which has brought engaging customers online to the forefront of organizations 

around the world.

What KPI’s and business drivers did 
Smarp help achieve
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27+ million people
have been reached by employees 

through Smarp
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Rabobank has seen great benefits not only externally, but internally as well. Since the 

beginning of 2020, Rabobank has maintained an average quarterly employee 

engagement rate of 97.6% on Smarp. In other words, not only are employees maintaining 

close relationships with their customers and networks via social media, they are also staying 

up-to-date with what is happening with the company and industry directly on the Smarp 

platform.

Additionally, Rabobank was able to reach one of their key business goals of driving positive 

societal impact through education on financial health and sustainability. Today, Rabobank is 

one of the foremost thought leaders in these areas, and their networks routinely turn to them 

for expertise. Rabobank tracks their progress against the Reptrak model – a framework that 

they reference to help guide their efforts around global citizenship. Rabobank has seen that 

having a positive impact as a global citizen has had a great impact on the growth of their 

business as well as overall satisfaction ratings.

What KPI’s and business drivers did 
Smarp help achieve
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Take the first step towards 
an engaged workforce. Smarp.com

CONTACT US

$865 000
Saved on 

advertising 
budget

~300 000
Unique visitors to 
Rabobank-related 

materials

97,6%
Average quarterly 

employee 
engagement rate

https://smarp.com/company/#contact-us
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