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Social Media
Insights
for Financial
Professionals
By Jennifer R. DeTroye

Learn more from our research about
the role of social media for the
financial planner.
Advisors are bombarded with

messages about social media. The unwritten expectation is that a social media
strategy should be a key part of an advisor’s marketing plan. However, before
jumping headlong into the social media
sphere, savvy advisors are asking questions: “Can social media build referrals?”
“Do clients shop for advisors in the social
media marketplace?” “Should it be a top
marketing strategy? If so, where should
I start?”
The Granum Center at The American
College
(granum.theamericancollege.
edu) recently conducted original, objective research
to shed light
on emerging
trends in social media. By studying consumer preferences within the financial services arena compared to actual financial advisor usage and perceptions, the research provided real data regarding how
financial advisors can learn and apply the most valuable formulas for social media success. Following
Jennifer R. DeTroye
is a sampling of the key findings from the resulting white paper, along with a compelling infographic
is assistant director
of the Northwestern
that outlines the implications and next steps for advisors based on the extent to which they are using
Mutual Granum
Center for Financial
social media today.
Security at The
American College.
Jennifer.DeTroye@
wcinput.com
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Social media hasn’t been
around long enough to
prove itself as a primary
marketing strategy.
advisors need to catch up

Less than half of advisors currently have a website. To accommodate changing consumer preferences and expectations,
advisors, at a minimum, need to establish a website, create a
LinkedIn profile and get comfortable online. Remember, access goes both ways. Clients and potential clients are checking
you out online.
linkedin looking good

Financial advisors trail consumers in their use of Facebook
and Twitter. However, with 31 percent of consumers and 36
percent of financial advisors on LinkedIn, the professional
network offers fertile common ground for the two groups to
meet.
consider the consequences

Not everyone is ready for social media. While younger consumers are far less concerned about privacy, more than onethird of consumers would consider ending the financial advisor relationship if the advisor tried to contact them through a
social networking site. To be safe, simply give prospects and
clients a heads-up before inviting them to connect.
social media not for one to one

The financial services business is about building relationships
one client at a time through private conversation. Social media
is about building community via group posting in a public
forum. Social networks do not replace traditional relationship
building. That doesn’t mean they can’t enhance trust, sharpen
education and fortify an existing relationship. If you use social
media correctly, privacy doesn’t have to be a problem.
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consumers are not seeking advisors online

Fifty-one percent of consumers are seeking the perfect handyman or Realtor online, while only 32 percent are seeking a
financial professional online. Of those who met their financial
advisor through a referral from a friend, relative or co-worker,
only 1 percent were introduced through a social networking
site.
the big picture

Social media is making a slow but steady crawl toward the
financial world. Consumers show high participation. Advisors are cautious but curious. Both consumers and advisors
have significant privacy concerns. Although most people aren’t
looking for financial professionals online, they’re not opposed
to educational, online content from their advisor.
Having an online presence is a baseline requirement—“table
stakes” in today’s market. That said, advisors should move
cautiously toward compliant and appropriate participation in
social media, keeping in mind that a misstep could be costly.
They must leverage social media less for connections and oneto-one communication and more for reach and education.
Regardless of social media engagement, financial professionals must continue moving toward technology. There’s a minimum acceptable standard and, if you want their business, the
next generation of clients will insist you meet it.
For a complimentary copy of the full white paper, visit granum.theamericancollege.edu/
white-board/social-media-research-for-producers/

