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The digital landscape 
is constantly evolving,
but one thing is for sure – social media, when 
used smartly, is a powerful tool for brands and 
businesses. Professionals from a variety of 
different backgrounds are seeing the benefits that 
harnessing the power of social media can bring, 
and the financial services industry is no different. 

Putting time and effort into working on a 
powerful social media presence is a wise move 
for financial services execs, and here’s why:

So why, then, do many financial services professionals struggle to build and maintain a 
strong social media presence? It may be that the traditional image of the finance industry 
doesn’t quite seem to fit the image of social media, of influencers, and of emotionally

connecting with a ‘tribe.’ But in fact, social media is the 
ideal tool for building your reputation as a thought 
leader, no matter the industry. With that in mind, we’ve 
put together nine essential tips for financial services 
execs looking to leverage the power of social media.

Social media is the ideal tool 
for building your reputation as a thought leader.

Over 5 million
high net worth investors in the 
U.S. and Canada actively use 

social media to help them with 
their financial decisions.2

2 out of 3 
high net worth investors 

visit LinkedIn on a 
monthly basis.1

52%
high net worth investors 
say they would interact 
with financial advisors 

on social media.3

Brand messages reach 561% further when
shared by employees vs. the same message
being shared by the brand’s social channel.
Brand messages are re-shared 24X more frequently
when employees share content.4

1https://business.linkedin.com/content/dam/business/marketing-
solutions/global/en_US/site/pdf/cs/linkedin_hnw_investor_research_us_en_130314.pdf
2Ibid.
3https://www.thedubs.com/wp-content/uploads/research-report/how-finance-brands-can-
reach-high-net-worths-using-linkedin.pdf
4https://marketingadvisorynetwork.com/2017/07/17/2017-employee-advocacy-impact-study/
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The most obvious social media platform for a 
professional presence is LinkedIn, and having a 
LinkedIn profile should be a given for effective 
business networking, attracting potential 
clients, and establishing yourself as a thought 
leader. 

But LinkedIn is not the only social media 
platform that professionals can use to grow 
their business, brand, and reputation. The 
crucial thing here is, as always, to put yourself 
in the position of your audience. Which 
platform or platforms do they use? Don’t forget 
that consumers expect almost every business 
they engage with to have a social media 
presence, whether that be on Facebook, 
LinkedIn, or even Twitter, and if you’re not 
there but your competitors are, who do you 
think will be at the forefront of their minds 
when it comes to making a financial decision?

By getting to know the available platforms and the most 
effective marketing strategies for each, you can make an 
informed decision about how and when to use them. 
Even though you might initially have discounted other

platforms, getting front and center 
in your prospects’ minds by way of 
the following can be priceless. 

Concentrate on the platform  
that aligns most closely with your goals.

Find Your Platform1

LinkedIn: 
thoughtful case studies 

Instagram:
aspirational visuals 

Twitter: 
pithy one-liners

Facebook: 
actionable advice

The secret to building a successful social media presence is to decide which 
platform (or platforms) align more closely with your goals, and to 
concentrate on building your profile and reputation there.

If you seek to reach advisors, you may 
find them on LinkedIn - it ranks as the 
primary social media source across 
all advisor segments. Nearly three

out of four financial advisors use at least one social net-
work for business. Among these, nine in ten use LinkedIn.5

5https://www.commentground.com/post/interesting-findings-from-advisors-and-their-
media-consumption-cogent-reports-seminar
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Compliance is not negotiable in the 
financial services industry and while the 
SEC rules that govern adviser advertising 
are set to change, which should benefit 
financial services professionals looking to 
use social media to its best advantage, 

remaining on the 
right side of the 
various rules and 
regulations is a must.

FINRA has rules that directly address the use of social 
media, so familiarize yourself with them before you 
start posting. Consider these valuable steps to add to 
your process:  

Keeping records of any business communication 
via social media.

Crafting posts in advance for your compliance 
team to thoroughly review. 

Being aware of or establishing an official social 
media policy at your organization.

Be Compliant2

View “SEC promises revised 
advertising rule soon”

View FINRA’s Rules & Guidance for 
Social Media
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Using effective SEO techniques like keywords is as important in terms 
of social media as it is for your business website.

A complete, carefully crafted profile will go a 
long way towards attracting and building 
relationships with your target audience, 
whether it consists of potential clients or 
potential business partners/ employees.  

After all, to harness the power of social media, 
you need your profile(s) to be found! Include 
keywords in your bio, headline and ‘about’ 
description to help optimize your profile and 
make it easier to be found when other users are 
looking for professionals like you – things like 
your general industry, relevant focus, specialties 
and location.  

Make Your Profile Work for You3
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it’s always best to err on 
the side of caution and 
reflect a professional 
image at all times. 

Whichever social media platforms you’re using, it’s 
important to differentiate between your personal 
and professional presence. While some potential 
clients might find casual snap shots of you at a 
party engaging, many will not, which is why

Professional social media photographs should be:

High-resolution, clear images.

Close cropped so your face is clearly visible.

A solo photo – no group shots for your 
profile picture. 

Group shots are okay as a post but keep 
them appropriate and tied to professional 
events. 

Taken with an uncluttered background.

Professionally lit.

Keep It Professional4

It’s not only your profile 
photos that should be 
professional at all times.
Of course, everything you share or post should reflect 
your business identity and comply with the various 
rules and regulations that govern the industry. While 
you might want to use your social media presence 
to share your political views or vent about bad 
service you received from a service 
provider, it’s important to keep 
your tone and content neutral 
and professional. 
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You may have multiple goals for building 
your social media presence, so start 
by considering what you hope 
to accomplish. 

Deepen relationships. 
Do you want to connect and build 
relationships with current clients? 

Gain visibility. Establish professional 
visibility and build a reputation as a thought 
leader? 

Broaden horizons. Use networking to 
find new business development leads or as a 
source for professional development?

Whatever your goal, once you have 
established it – and you may have 
more than one – you’ll be able to

Identify Your Goals5

identify your target 
audience and develop a 
strategy for connecting 
with that audience.
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Building a network of 
connections and follow-
ers will take time, but 
it’s worth the effort. 

You may already have ideas for the type of 
content you want to share, but if you’re not 
part of an active network with the right people 
following or connecting with you, your valuable 
content will languish, unappreciated. 

Think about who should be in your network; 
find their professional accounts, and send 
invitations to connect or follow them 
(depending on the platform). Start with 
colleagues, former colleagues, clients and your 
local and national professional network.

While with other platforms you can follow accounts without them 
having to follow you, LinkedIn is different in that both parties have 
to agree to connect. Here are some suggestions that are specific to 
LinkedIn:

Be personal. Go beyond LinkedIn’s default language “I’d like to 
add you to my professional network” and personalize your note to 
someone you want to connect with.

Be exclusive. Avoid sending a mass distribution to 
your contacts.

Be resourceful. Use LinkedIn’s “People You May Know” feature.

Be discriminating. Accept invitations only from those 
you know or have some connection with.

Be selective. Send invitations to people who are likely 
to accept.

Build an Active Network6

Joining groups (LinkedIn, Facebook) or following 
hashtags (Twitter, LinkedIn, Instagram) that are 
relevant to your specific area of expertise or location 
can lead you to potential connections you may not 
have come across otherwise. 
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Staying in touch with 
your contacts is key to 
maintaining relationships,
and among the most convenient ways to touch 
base is to “like” or comment on their posts or 
milestones such as new jobs, work anniversaries 
and promotions. Using such event-driven 
engagement can help pave the way toward 
more substantive interactions. Even better, 
engage with posts by commenting on them. An 
easy way to do so is with the “yes…and…” 
formula. Doing so allows you to acknowledge/ 
applaud/agree with the original post and say 
something additive about it. This helps reinforce 
connections with your network and gives you an 
opportunity to demonstrate your own thought 
leadership.

Finally, consider sharing a 
post from a connection and 
adding your own comment on it. 

Build an Active Network, continued

This can be considered the highest form of flattery—by doing your contact 
a solid by amplifying their social media voice, they may do likewise for you 
someday—and it boosts your posting presence on that platform.  
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Planning your posts in advance, based on an 
overall social media strategy, makes managing 
your online presence much easier and will help 
you to grow your brand at a much faster rate.

So where do you start?

First, decide what you’re going to post about. 
Monitor industry news and your audience’s pain 
points and interests to decide on topics. 
Competitive analysis is useful for identifying 
where the bar is set and establishing your own 
practices to surpass it. Research what type of 
content is getting attention. What content does 
your target audience find interesting? This type 
of analysis is valuable for shaping your social 
media strategy and decisions.

There is already plenty of thought leadership content out 
there that’s relevant to the finance industry, so what can 
you add to it? Think about areas where you can add some 
original thought to the discussion rather than simply 
rehashing what has already been written – you want your 
audience to want to come back again and again, and 
offering original thought-provoking commentary is a great 
way to achieve this. 

Establishing a schedule can keep you accountable but can 
occur in different forms. For some, it may be as simple as 
setting a recurring calendar entry that blocks 10-15 
minutes every few days. For others, it may involve 
developing an official posting calendar.

Plan Your Posts

6-3-1 Rotation

7

In terms of what type of content to 
share, the “6-3-1” rotation is a good 
rule of thumb. During any given 
month, share: 

6 items of industry news. 

3 pieces of company information.

1 promotional post.
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It’s no use building up a network if you don’t 
keep them interested, and sharing engaging 
content is key. Content can be anything from a 
full whitepaper to a quick blurb as you share an 
interesting article with your network and 
different types of content often work better on 
the different platforms.

For example, whitepapers, industry commentary, 
and other industry-specific content might be best 
suited to a B2B platform like LinkedIn, image-
based content works best on Instagram, while 
video content might suit Facebook or Twitter. 
There are no hard and fast rules though, so play 
around with different types of content and find 
what works for your brand.

Sharing your own work creates interest within your 
network and establishes you as a thought leader and 
sharing the work of others that are relevant to your 
audience’s interests shows that you’re not simply trying to 
promote yourself – people are easily turned off by a 
constant hard sell. 

Don’t make it all about 
you, all of the time.

Don’t expect 
immediate results.

Don’t share just for 
the sake of it, make sure 
it’s quality content.

Engage Your Network8

Do make sure your 
own content is original.

Do create content 
with your target 
audience in mind.

Do have a content 
strategy.

Engaging your network with content

Dos & Don’ts

People are easily turned off by a constant hard sell.
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Building 
a network 
takes time –
don’t risk losing 
your audience.

With social media only one part of your overall 
brand strategy, it can become time-consuming 
if you’re posting everything manually –
particularly if you’re using multiple platforms. 
That’s why tools such as Hootsuite or Buffer, 
that you or your marketing and/or PR team can 
use to schedule and post on your behalf, are so 
valuable to busy financial services execs. 

Scheduling in advance takes away any last-
minute panic in posting (reducing the possibility 
of mistakes, sloppy content, or compliance 
issues), and means your planned posts aren’t 
missed if you’re particularly busy. 
As we’ve already discussed, 
building a network takes 
time, and if you skip 
posting during busy 
periods, you risk losing 
your audience because 
of the lull in content. 

The financial services industry may be driven by statistics 
and numbers, but social media offers a more ‘human’ side 
that financial services execs can, and should, take 
advantage of. Get it right, and your social media presence 
can increase trust, engage current and new customers, 
and build a strong community around you. 

We hope the strategies shared in this guide will help you 
take steps toward building your own strong personal and 
professional brand, and we look forward to sharing your 
success stories in the future.

Let us tell you how we help busy executives develop a 
social media footprint:

Conclusion

Use Scheduling Tools9
Your social media 
presence can increase 
trust, engage current and 
new customers, and build 
a strong community.

Email: info@lowecom.com 10400 West Innovation Drive
Suite 330
Wauwatosa, WI 53226
(414) 777-1880
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