
 

 

.
 

NEWS > FINANCIAL PLANNING  

Advisers need to work on social media presence 
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Advisers should look closely at their objectives before determining which social media channels to use 

and how. 

This is the message from the most recent address by the US Financial Planning Association Practice 

Management Centre's social media expert, Claudio Pannunzio. 

"The core value of any media involvement is location," said Pannunzio. 

"Advisers need to have a presence where their audiences are - on the busiest avenues of 

communications where clients and prospects go to have conversations that matter to the adviser," he 

said, before advocating a 'building blocks' approach to establishing a presence in suitable channels. 

Pannunzio quoted a Spectrum Group report from 2010, which revealed that 77% of US investors who 

read financial blogs were likely to use them in gathering information on new financial products and 

services, while 69% of LinkedIn users were likely to consult their network on investment issues and 63% 

of Twitter users give credence to tweets in investment decisions. 

Twitter, according to Pannunzio, is a good starting point, with a 140-character limit easier to maintain 

than a blog. 

LinkedIn is the most popular social media tool for US advisers, with 60% of social media users reporting 

success in generating referrals or acquiring new clients. The message from Pannunzio is to use words 

that promote search engine optimization, actively interact with select groups and focus on quality 

connections rather than quantity. 

The 50-64 age group is the fastest growing bracket for Facebook, which now has over 600 million users 

and therefore can be a good target for advisers, said Pannunzio, who can create a business page for 

building brand awareness and reputation in a more informal setting. 

The final channel dealt with in the address was YouTube, which can deliver an effective means to 

increase client communication. 



 

 

"YouTube videos enable advisers to deliver timely information in an innovative and engaging new way 

freeing precious time that can be utilized to focus on business growing activities," said Pannunzio. 

"Think about the time saved by producing a short video to offer insights/comments on breaking news 

and distributing it to clients, in lieu of making 50 or 100 phone or face-to-face conversations," he said. 

Social media use by advisers is on the rise in the US following recent proposed changes by the regulator 

relaxing compliance issues on communication. 


