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Let’s	Get	Social
20	awesome	(I	think)	6ps	
for	financial	planners	

from	financial	planners!	

Chew	on	these	stats:

Communication Evolution:
Financial	Professionals	and	
the	Future	of	Thought	
Leadership	and	Social	Media	
	
A	joint	study	by:	

•  67%	of	high	growth	advisers	say	
they	added	new	clients	as	a	result	
of	using	social	media.	
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Q: Which, if any, of the following did you do to learn more about your adviser 
prior to contacting or meeting with him or her? 

Prospective Clients and the Role of Social Media

While client referrals are still the primary source of new business for advisers, prospects 
are turning to social media to research an adviser before meeting or to validate the 
decision afterwards. This trend spans generations.

Today, there is a clear connection between age and the way in which prospective clients seek out 
information on an adviser with whom they may want to meet. Younger prospective clients (under age 44) 
were about four times as likely to use online searches or professional or social networks to learn about 
their adviser prior to contacting or meeting with him or her than those who are 65 or older.

It is only when we look forward that we uncover the real trend. At the time many clients started working 
with their current adviser, the use of online searches or professional networks may not have been an 
option. When we look forward, an increasing number of investors say that access to information via 
social/professional networks would be important if they were looking for an adviser today. That trend is 
clear across all age groups. While fewer than fi ve percent used professional or social networks when they 
found their current adviser, 21 percent responded that this would be important going forward. That number 
doubles for those clients under the age of 45.

CLIENT AGE

AGES
18–44

AGES
45–54

AGES
55–64

AGES
65+

ONLINE SEARCH (e.g. Google) 35% 17% 15% 10%

CHECKED FOR INFORMATION ON 
PROFESSIONAL NETWORKS (e.g. LinkedIn) 24% 10% 6% 4%

CHECKED FOR INFORMATION ON 
SOCIAL NETWORKS (e.g. Facebook) 18% 4% 2% 1%

SEARCH PREFERENCES AND AGE
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Age also impacts when prospective clients go online to research an adviser. Younger clients are more 
likely to search prior to making any contact with an adviser, while older clients are more likely to use these 
networks as a way to validate their thinking after meeting with the adviser.

Q: If you were looking for a new fi nancial adviser today, how important would access to information 
via social/professional networks be in researching a prospective adviser? 

Q: When did you seek out information on your adviser using professional or social networks?
N= those who sought information using professional or social networks 

AGES
18–44

AGES
45–54

AGES
55–64

AGES
65+

NOT AT ALL/NOT VERY IMPORTANT 27% 47% 50% 51%

NEUTRAL 31% 25% 30% 27%

IMPORTANT/CRITICAL 43% 28% 20% 21%

AGES
18–44

AGES
45–54

AGES
55–64

AGES
65+

PRIOR TO MAKING ANY CONTACT 51% 46% 50% 29%

AFTER CONTACTING BUT PRIOR 
TO MEETING 39% 46% 38% 41%

AFTER MEETING BUT PRIOR 
TO MAKING A DECISION 10% 8% 8% 29%

IMPORTANCE OF ONLINE PROFILES BY AGE

TIMING OF ONLINE SEARCHES BY AGE
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For younger clients, higher usage translated into an expectation that their adviser should have a presence 
on social media, particularly LinkedIn.

Q: How important do you think it is for your adviser to have a presence on the following networks? 
Shows percentage rating somewhat/very important.

AGES
18–44

AGES
45–54

AGES
55–64

AGES
65+

LINKEDIN 42% 25% 18% 11%

FACEBOOK 25% 11% 5% 6%

TWITTER 22% 5% 4% 4%

EXPECTATIONS FOR ONLINE PRESENCE BY AGE

Chew	on	these	stats:
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However, the communications and activities that characterized the past will look different in the future. 
Looking forward, few high growth fi rms see an increase in the use of advertising and direct mail/
email, opting for more engaging activities. Specifi cally, high growth fi rms see increased emphasis 
being placed on: 

• Leveraging professional networks on LinkedIn

• Thought leadership/content strategy (e.g. blogs, sharing curated content)

• Leveraging social networks

While high growth fi rms may be early adopters when it comes to thought leadership and social media, 
there is evidence that this refl ects a more generalized trend among advisers. Sixty-six percent of all 
advisers say thought leadership will play a more important role going forward.

ALL RESPONDENTS
HIGH GROWTH 

ADVISER

LEVERAGING MY PROFESSIONAL 
NETWORK ON LINKEDIN 72% 71%

THOUGHT LEADERSHIP/CONTENT STRATEGY 
(e.g. blogs, sharing curated content) 66% 70%

LEVERAGING SOCIAL NETWORKS 
(e.g. Facebook, Twitter) 72% 68%

SOCIAL EVENTS/CLIENT APPRECIATION 59% 66%

PUBLIC RELATIONS 51% 63%

EDUCATIONAL EVENTS 
(live or webinars) 55% 54%

SPEAKING ENGAGEMENTS 47% 46%

ADVERTISING 24% 29%

DIRECT MAIL/EMAIL 18% 20%

Q: Looking forward in the next three years, how do you think about the relative importance 
of the strategies you are using today? Shows percentage selecting 

‘Will become more important’ for high growth fi rms.

RELATIVE IMPORTANCE OF MARKETING STRATEGIES

Chew	on	these	stats:
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The Tactical Response: Using Social Media

If thought leadership is the strategic response, social media is the tactical response, 

providing the fastest growing advisers with a way to effi ciently execute on thought 

leadership strategies. And while social media is acknowledged as an important way 

to communicate with younger clients, it is further seen as a way to deepen existing 

relationships and build credibility. In this section, we examine both the use of social 

media generally and the key differences for high growth advisers.

Perhaps not surprisingly, LinkedIn is the dominant network being used by fi nancial advisers. While lower in 
terms of current usage, advisers expect to increase use of both Facebook and Twitter.

Q: Which, if any, of the following do you use in your personal or professional life today?

76%

9%
LINKEDIN

43%

11%
FACEBOOK

23%
15%

TWITTER

USE NOW
NOT NOW BUT WILL USE IN THE FUTURE

SOCIAL AND PROFESSIONAL NETWORK USAGE: ADVISERS
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Advisers who say they share original or curated content often use content provided by their fi rm or that is 
publicly available; however, a relatively signifi cant proportion is created by the team.

Peer to Peer

In addition to sharing content, advisers shared examples of how they engage with clients and prospects to 
increase followers or connections on professional or social networks.

Q: What is the source of the content you share?

46%

45%

58%

48%

IT IS PROVIDED BY MY COMPANY

I REPURPOSE PUBLICLY 
AVAILABLE CONTENT

I WRITE IT MYSELF

24%IT IS CREATED BY SOMEONE 
ON MY TEAM

3%OTHER

SOURCE OF CONTENT SHARED

ADVISERS SPEAK OUT: BEST PRACTICES FOR USING PROFESSIONAL NETWORKS

Active engagement. Take social media off autopilot. Be authentic.

Actively look for new contacts using existing network.

Be a resource.

Blogs written by team members.

Change the content as much as possible.

Commit time to building a larger network.

Content on Twitter, leading back to our website/LinkedIn/Facebook and increasing the use 
of mobile apps which have additional information on the Twitter content.

Daily interaction.

Chew	on	these	stats:

Ac6vely	look	for	new	contacts	on	social	networks.	

awesome	6p	#1	
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You	need	to	be	ac6ve	–	DAILY.	

awesome	6p	#2	

Request	connec6ons	with	people	as	soon	as	you	
schedule	a	mee6ng	or	immediately	following.		

awesome	6p	#3	
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Join	groups	of	interest	on	LinkedIn	and	be	ac6ve	in	the	
discussions	that	take	place.	

awesome	6p	#4	

Share	really	engaging	content	that	“speaks”	to	your	target	
audience.	

awesome	6p	#5	
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Focus	on	those	social	channels	that	interest	you,	you	
have	the	6me	for,	and	are	where	your	audience	lives.	

awesome	6p	#6	

Just	don’t	“like”	what	people	are	sharing.	Share	it	as	well!	

awesome	6p	#7	
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Follow	centers	of	influence	and	share	their	content	(e.g.	
reporters,	legislators,	community/civic	leaders,	peers,	etc).	

awesome	6p	#8	

Know	the	rules	for	social	media	use.	Protect	yourself.	

awesome	6p	#9	
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Don’t	just	post	professional/business	content.	Make	it	
personal	as	well.	

awesome	6p	#10	

Use	a	service	like	Buffer	or	Hootsuite	to	manage	your	accounts	
all	at	once.	

awesome	6p	#11	
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Focus	on	the	“big	three”	(Facebook,	LinkedIn	and	
Twiger)	to	start.	

awesome	6p	#12	

Leverage	your	media	appearances	and	be	sure	to	tag	the	
outlet	and	reporter.	

awesome	6p	#13	
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Expand	the	reach	of	your	content	by	leveraging	the	power	of	
hash	tags.	

awesome	6p	#14	

It	takes	6me	to	get	into	a	flow	with	social	media	and	
build	momentum.	

awesome	6p	#15	
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Leverage	your	knowledge	and	crea6vity	to	create	some	new,	
original	content.	

awesome	6p	#16	

If	you	hate	it,	stop	doing	it!	

awesome	6p	#17	
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Don’t	get	consumed	by	the	number	of	followers,		
re-tweets	and	“likes”	you	get	when	star6ng	out!	

awesome	6p	#18	

Fight	the	urge	to	fight	back.	

awesome	6p	#19	
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Take	6me	to	stop	talking	and	just	listen.	

awesome	6p	#20	

Get	more	great	social 
media insights	from	FPA!

Communication Evolution:
Financial	Professionals	and	the	Future	of	
Thought	Leadership	and	Social	Media	
	
A	joint	study	by:	

Get	the	free	report	at	
www.OneFPA.org/Business-Success


