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OVERVIEW 

In 2011 the term “social media” was added to the Merriam-Webster’s Collegiate 

Dictionary. The dictionary indicates that the phrase was first used in 2004 and provides this 

definition: “forms of electronic communication (as Web sites for social networking and 

microblogging) through which users create online communities to share information, ideas, 

personal messages, and other content (as videos).” Wikipedia — uniquely positioned to supply 

a definition of social media as the online encyclopedia created by collaborative efforts of an 

online community — offers this definition of social media: “computer-mediated tools that allow 

people to create, share or exchange information, ideas, and pictures/videos in virtual 

communities and networks.” 

 

Social media is extremely popular. Among adults in the United States who use the 

Internet, 74% are on a social media network: 71% use Facebook; 23% use Twitter; 26% use 

Instagram; 28% use Pinterest; and 28% use LinkedIn.1 Further, now more than half of online 

adults use multiple social media sites, which represents a significant increase in just the past 

few years. The forms of social media change rapidly and currently include social networking 

sites, microblogging, social news sites, consumer review sites, photo sharing, and video 

sharing. The pace of change is illustrated by the Federal Financial Institutions Examination 

Council (“FFIEC”) Social Media: Consumer Compliance Risk Management Guidance2 (the 

“FFIEC Guidance”) issued in December 2013, which includes examples of social media such 

as: LinkedIn, Facebook, Twitter, Yelp, and YouTube. Notably missing from the FFIEC’s list are a 

few fast-growing social media channels such as Instagram and Snapchat. 

 

Each of these undertakings is limited by law, regulations, and guidance, such as the 

FFIEC Guidance that directs financial institutions to implement risk management policies and 

procedures to manage the use of social media. This Guide discusses these topics and provides 

a framework for financial institutions to identify and evaluate their involvement in social media 

and steps to maximize benefits and mitigate business and legal risks. 

 

 

 

 

 

  

                                                 
1 Maeve Duggan, Nicole B. Ellison, Cliff Lampe, Amanda Lenhart, and Mary Madden, Pew Research Center, Social 

Media Update 2014 (January 9, 2015), http://www.pewinternet.org/2015/01/09/social-media-update-2014. 
2 https://www.fdic.gov/news/news/financial/2013/fil13056.html  

https://www.fdic.gov/news/news/financial/2013/fil13056.html
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INTRODUCTION 

Social media electronic communications such as social media, email, instant messaging, 

texting, mobile communications, and branded websites are more important than ever in 

reaching out & communicating with clients (and potential clients). Social media has transformed 

the way people find information and interact with each other. It has become an important 

addition to the marketing and communication tools available to business people in every 

profession and those working within financial services are no exception. 

 

The use of social media has become a routine part of the day for many people, across 

all demographics, including the clients and potential clients of certified financial professionals. 

People increasingly expect businesses to have a social media presence in addition to a website. 

Social media can help financial planners market and promote their services to a mass audience, 

and it can also be used to enhance communication with individual clients and with their 

colleagues. 

 

This guideline is intended to serve as a template to guide the Amity team in a successful 

direction with their social media presence, that will ultimately transition into both a brighter brand 

perception from the public perspective but also strengthen the bond between Amity and both 

clients & potential clients. When using social media, whether that be for personal use or 

professional, always refer back to Amity’s company policies to ensure the security of Amity 

Financial’s brand image. 

 

When engaging in social media activities including both internal-facing and external-

facing platforms, adhere to Amity’s policies and these general principles: 

● Be transparent and make necessary disclosures. 

● Do not make unauthorized disclosures. 

● Obtain necessary permissions before posting. 

● Be truthful, accurate and respectful. 

● Report adverse events found on the Internet or in social media to the appropriate Safety 

colleague. 

● Ask first, post later. 

 

Amity’s policies impose requirements on the creation and use of Amity-sponsored social 

media posts. You must consult this white paper when creating any Amity-sponsored social 

media posts. Should you choose to use social media, use the same thought, care, and 

consideration as you do when communicating through traditional channels. Never post 

confidential information or speak in a way that appears you are a representative on behalf of 

Amity Financial. Also, this code, our core values, and employment policies should be 

considered when using social media. 

 

The CFP Board’s Professionals and a social media survey they put out indicated that 

many certified financial planning professionals use social media as a source to keep up with 

professional news and trends and share relevant information with their clients and social 

network. Many financial planners are using blogs to share original content, strengthen ongoing 
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relationships with clients and connect with new clients. Other social media platforms, like Twitter 

and Facebook, can be used as avenues to share one’s expertise or to promote personal and 

company blogs. Moreover, social media does not require all original content – social media 

makes it easy to organize and share your social network relevant content that others have 

shared online.  

 

Some advisors use social media to gain valuable insight into clients’ financial lives, 

allowing them to better meet their clients’ needs. Social listening, or observing messaging 

produced by clients on social media channels, can help advisors understand what is important 

to their clients, deepening the professional relationship. 

 

Many financial planners also use social media to connect and network with other 

financial professionals. Similar to in-person networking events, many financial planners use 

LinkedIn, for example, as a means to network, share financial strategies and business ideas 

and discuss trends in the financial planning profession. 
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BUSINESS USE OF SOCIAL MEDIA 

BRAND AWARENESS AND IMAGE 

Brand awareness and image are the most obvious motivations for a company’s 

engagement in social media. Social networking channels such as LinkedIn and Twitter are great 

places to have a conversation with clients or influential people within the industry. Facebook and 

Medium offer a wonderful opportunity to post blogs and share your knowledge and expertise 

within the field. Social media participation can enhance a brand name in many ways. Such as 

providing consumer education and positioning a business as a source of expertise; providing 

information about the company’s community involvement. Additionally, it can inform consumers 

of philanthropic efforts. 

 

As would be expected, retail and consumer goods businesses are the most active on 

social media. Facebook lists the following brands with the most fans. Currently, the top 5 brands 

on the platform are McDonald's, Disney, KFC, Red Bull, and MTV. While no financial institutions 

are listed in the Facebook fans’ top five, of those financial institutions with a Facebook company 

page, Capital One, Chase, and Bank of America have the largest number of fans, while 

CitiBank, Bank of America, and Goldman Sachs, have the largest number of Twitter followers. 

Several banks including Citibank, Bank of America, and Wells Fargo have multiple social media 

accounts on single social media channels, and Chase and Wells Fargo have “social media 

command centers” that monitor the mention of their companies on social networks and respond 

to customer comments. 

 
MARKETING AND MARKET INTELLIGENCE 

 Other benefits of corporate participation in social media networks are product marketing 

and promotion and driving customers to the company’s website. McDonalds, for example, one 

of Facebook’s top ten, reported in 2013 that $292 million worth of product spending was by 

Facebook fans as compared to $188 million by non-Facebook fans, underlining the powerful 

effect of its social media presence.3 A business can expand its reach by combining traditional 

marketing tools with social media, for example, posting its television advertisements on 

channels such as Facebook, YouTube, and edited version on Instagram.  

 

 Because social media is interactive, a company can gather information on the public’s 

perception of the company, its products, and its services. Various monitoring and analytic tools 

are available that listen to customers, competitors, and critics, providing information that can be 

used in developing customer service initiatives and in product design. Social media networks 

can also be used to gain information on customers that the company can use to deliver 

customized messaging, promotions, and online behavioral advertising. 

 
CUSTOMER EXPERIENCE 

Customers review sites, as well as social media channels where a company has an 

account, allow companies to communicate directly with customers faster and outside the typical 

                                                 
3 The Value of a Facebook Fan 2013: Revisiting Consumer Brand Currency in Social Media (April 2013), 

http://www.syncapse.com/wp-content/uploads/2014/11/Syncapse_Value-of-a-Fan-Report_2013-FINAL.pdf.  

http://www.syncapse.com/wp-content/uploads/2014/11/Syncapse_Value-of-a-Fan-Report_2013-FINAL.pdf
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call center environment to address specific customer concerns and demonstrate excellent 

customer service for others who have viewed the negative comment. For example, Bank of 

America invites customers seeking assistance to contact it through Twitter and Facebook. 

These sites can also be used to send a single company message about a topic of general 

concern to multiple followers instantly, such as a change in hours. 

 
RISK FROM SOCIAL MEDIA USE 

There are both business and legal risks associated with the use of social media. The 

extent to which the risks apply to each organization will vary based on the degree of an 

institution’s and its employees’ participation in social media. The FFIEC Guidance points out, 

however, that even financial institutions that do not actively engage in social media will have 

risks that must be assessed, monitored, and addressed in their social media policies.4 The 

following identifies categories of business and legal risks and provides examples of each. 

 
I. RISK FROM SOCIAL MEDIA USE 

A. Comments made by social media users (including employees) and phishing and 

fraudsters masquerading as the financial institution may not be identified quickly 

or responded to appropriately. 

B. Terms of use of the social media channel may license the financial institution’s 

intellectual property, allowing it to be used without the permission or control of 

the financial institution. 

C. Customers may perceive the actions of the third-party channel as actions by the 

financial institution using the site. 

D. Out-of-date or incorrect information or responses may result in negative public 

opinion 
II. RISK FROM SOCIAL MEDIA USE 

A. Release of confidential information of the financial institution, including products, 

business plans, or payroll, may occur. 
III. PRIVACY AND USE OF CUSTOMER INFORMATION 

A. Release of private customer information in a manner that violates applicable law 

or is inconsistent with the financial institution’s privacy policy may occur when the 

financial institution responds to consumer concerns or in connection with 

promotions, including endorsements. 

B. Users may post confidential information about themselves or others on a 

financial institution’s social media page or website even if this conduct is 

prohibited under the terms of use. 

C. Children under age 13 may post personal information about themselves even if 

this conduct is prohibited under the terms of use. This may be of greater concern 

if the financial institution’s social media page or website includes activities 

directed toward children. 

D. The financial institution may not adequately disclose the types of customer 

information obtained by it during its monitoring and analyzing of customer 

                                                 
4 Social Media: Consumer Compliance Risk Management Guidance Federal Financial Institutions Examination 

Council, (December 11, 2013), https://www.fdic.gov/news/news/financial/2013/fil13056.html.   

https://www.fdic.gov/news/news/financial/2013/fil13056.html
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behavior on social media channels. These activities may violate applicable law or 

the financial institution’s privacy policy and terms of use.  

E. Customers concerned about their privacy may adversely view a financial 

institution’s use of this information for behavioral marketing even if such use is 

allowed under applicable law and the financial institution’s privacy policy and 

terms of use. 
IV. DISPARAGING COMMENTS, DEFAMATION, HARASSMENT, AND INTENTIONAL OF EMOTIONAL 

HARM 

A. Disparaging comments or misrepresentations about a customer may be posted 

by an employee on the financial institution’s social media page or website or on 

the employee’s personal pages in response to a customer concern or otherwise. 

B. An employee or former employee may post disparaging comments about a 

coworker. 
V. COMPLIANCE WITH APPLICABLE LAWS, REGULATIONS, AND TERMS OF USE 

A. Social media posts may contain sufficient terms to be deemed advertising under 

various federal consumer financial protection laws without otherwise adhering to 

applicable legal requirements. 

B. Posts may contain endorsements subject to the Federal Trade Commission 

(“FTC”) Endorsement Guides without complying with the disclosure 

requirements. 

C. Posts may be viewed as an unfair, deceptive, or abusive act or practice. 

D. Financial institution regulators may monitor social media networks to identify 

possible compliance issues. 

E. Each social media channel requires users to agree to its terms of use, which may 

limit the promotion of financial services and related content; for example, 

Facebook prohibits paid “likes” and Twitter allows promoted posts of certain 

financial services and related content only if approved by Twitter. 
VI. THIRD-PARTY RISKS 

A. A financial institution may choose to use a third party to provide services related 

to its social media activities, for example, to monitor its social media presence 

and to help with engagement within social media networks (posting and replies). 

As with all third-party service providers, the financial institution is responsible for 

the activities delegated to the third party. 

B. Participation as a user on a social media network exposes the financial institution 

to reputation and operational risk related to the conduct of the network. 

C. The financial institution is responsible for its compliance with the social media 

channel’s terms of use, which can be unilaterally changed without notice. 
VII. OPERATIONAL RISKS 

A. Information technology risks including failed systems or processes apply to a 

financial institution’s use of social media. 

B. There is a risk of takeover of the financial institution’s social media pages or 

website. 

C. There is a risk of the introduction of malware when financial institution-owned 

devices are used to access social networking sites. 
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D. Socially engineered risks to obtain login credentials of employees and customers 

accessing social media sites exist. 
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THE CURRENT STATE OF SOCIAL MEDIA COMPLIANCE 

FINANCIAL INDUSTRY REGULATION HISTORY 

As far back as 1999, the Financial Industry Regulatory Authority (FINRA) advised its 

brokerage industry members that posting in Internet forums was governed by the same rules 

that regulate brokers' communications and advertising. In January 2010, FINRA issued 

Regulatory Notice 10-06, which provided guidance on the use of blogs and social networking 

sites. This and more recent guidance in the same area, Regulatory Notice 11-39, issued in 

August 2011, were the first comprehensive social media compliance regulations for the financial 

services industry.5 

 

The FINRA guidelines were followed by Securities and Exchange Commission (SEC) 

guidance in 2012 and a more comprehensive set of guidelines in 2014. The banking industry 

saw its first guidelines when the Federal Financial Institutions Examination Council (FFIEC) 

issued its guidance in December 2013. Also in 2013, the FFIEC conducted its first sweep 

examination of brokers' compliance with social media guidelines, so it is worthwhile to consider 

the results to assess how other regulatory bodies are likely to address social media compliance. 

 
INITIAL AUDIT RESULTS 

In 2014, FINRA conducted a social media sweep of 23 brokerage firms to assess their 

level of compliance with its social media policies. Thomas Selman, senior vice president of 

FINRA, provided an overview of the sweep's results at an industry conference in August 2014. 

Of the 23 firms examined, only 16 were using social media. The sweep highlighted two key 

compliance issues: First, some representatives claimed more knowledge than they actually had; 

second, recordkeeping for social media posts was often deficient and failed to preserve 

formatting in ways that enabled the supervision of representatives or effective regulatory audits. 

 

While records management for dynamic Internet content does present unique 

challenges not found in the management of static content, there is little excuse for 

noncompliance. Preserving content from social media sites has been an important issue in e-

discovery and records management for some time now, and third-party vendors can assist 

clients in capturing and archiving the required content in a compliant manner. 

 
THE SUBSTANCE OF SOCIAL MEDIA COMPLIANCE 

FINRA, SEC and FFIEC social media compliance guidelines all have differences, but 

they share the following key principles: 

 

● Policies must be set for social media use, and employees should be trained to 

ensure social media use complies with regulatory requirements. 

● Social media use that amounts to advertising or communications must be treated 

in accordance with regulations governing advertising and communications. 

                                                 
5 http://www.ironmountain.com/resources/general-articles/t/the-current-state-of-social-media-compliance  

http://www.finra.org/Industry/Regulation/Notices/2010/P120760
http://www.finra.org/web/groups/industry/@ip/@reg/@notice/documents/notices/p124186.pdf
http://www.sec.gov/about/offices/ocie/riskalert-socialmedia.pdf
http://www.sec.gov/investment/im-guidance-2014-04.pdf
https://www.ffiec.gov/press/pr121113.htm
http://www.forbes.com/sites/joannabelbey/2014/09/03/yes-finra-and-the-sec-like-social-media/
http://www.ironmountain.com/resources/general-articles/t/the-current-state-of-social-media-compliance
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● Existing rules governing recordkeeping for advertising and communications must 

be followed for social media. 

● Firms must effectively "supervise" both employee posts and third-party posts to 

social media sites to ensure compliance. 

 

FINRA’S APRIL 2017 REGULATORY NOTICE 

SOCIAL MEDIA AND DIGITAL COMMUNICATIONS 

Previously, FINRA issued Regulatory Notice 10-06 and Regulatory Notice 11-39 to 

provide guidance on the application of FINRA rules governing communications with the public to 

social media sites and the use of personal devices for business communications. The Notices 

also remind firms of the recordkeeping, suitability, supervision and content requirements for 

such communications. Effective February 4, 2013, FINRA adopted amendments to Rule 2210 

that codify guidance provided in the Notices with respect to the supervision of interactive social 

media posts by member firms.6 In December 2014, FINRA published the Retrospective Rule 

Review Report: Communications with the Public, which recommended that FINRA consider 

more guidance. This Notice provides further guidance. It is not intended to alter the principles or 

the guidance provided in prior Regulatory Notices. 

 

 An October 2015 study from the Pew Research Center indicates that 65 percent of 

adults use social networking sites as compared to 7 percent in 2005.7 Social media and other 

websites frequently enable the use of “native advertising,” which has been defined as 

advertising content that matches the form and function of the platform on which it appears.8 

Media articles have predicted that within the next five years revenue earned from native 

advertising in online publications such as periodicals and social media sites will outstrip other 

forms of online display advertising.9 

  

 An April 2015 Pew Research Center report stated that based on a telephone survey of 

2,002 adults conducted in December 2014, 64 percent of American adults own a smartphone of 

some kind.10 The same report indicated that based on a sampling survey of 1,635 respondents, 

97 percent of smartphone owners used text messaging at least once during the 10-day study 

period in November 2014 making it the most widely used basic feature or application. In April 

2016, Facebook Messenger reported 900 million monthly active users, and WeChat reported in 

                                                 
6 Rule 2210(b)(1)(D) excepts from the prior-to-use principal approval requirement of Rule 2210(b) (1)(A) retail 

communications posted on an online interactive electronic forum that the firm supervises and reviews in the same 
manner as correspondence as set forth in Rule 3110(b) and 3110.06 through .09. Rule 2210(c)(7)(M) excludes from 
filing with FINRA’s Advertising Regulation Department any retail communication that is posted on an online 
interactive electronic forum. FINRA provided additional guidance regarding these exceptions in a question and 
answer published in Regulatory Notice 15-17.  
7 See Andrew Perrin, Pew Research Center, Internet Science & Tech, Social Media Usage: 2005-2015 (October 8, 

2015).  
8 In its Native Advertising: A Guide for Business, the Federal Trade Commission (FTC) describes native advertising 

as “content that bears a similarity to the news, feature articles, product reviews, entertainment, and other material that 
surrounds it online.”  
9 See Business Insider, “Native ads will drive 74% of all ad revenue by 2021,” (June 14, 2016) and The Huffington 

Post, “2016 Native Advertising Trends For Publishers” (June 21, 2016).  
10 See Aaron Smith, Pew Research Center, Internet, Science & Tech, U.S. Smartphone Use in 2015 (April 1, 2015).  

http://www.finra.org/industry/notices/10-06
http://www.finra.org/industry/notices/11-39
http://www.finra.org/sites/default/files/p602011.pdf
http://www.finra.org/sites/default/files/p602011.pdf
https://www.finra.org/sites/default/files/notice_doc_file_ref/Regulatory_Notice_15-17.pdf
http://www.pewinternet.org/2015/10/08/social-networking-usage-2005-2015/
https://www.ftc.gov/tips-advice/business-center/guidance/native-advertising-guide-businesses
http://www.businessinsider.com/the-native-ad-report-forecasts-2016-5
https://www.huffingtonpost.com/chad-pollitt/2016-native-advertising-t_1_b_10570340.html
https://www.huffingtonpost.com/chad-pollitt/2016-native-advertising-t_1_b_10570340.html
http://www.pewinternet.org/2015/04/01/us-smartphone-use-in-2015/
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March 2016 that it had added nearly 200 million monthly active users in the previous year. 

Consistent with these trends, firms have increasingly raised new questions regarding the 

application of FINRA rules to social media and digital communications. 

 
PAST GUIDANCE FOR RECORDKEEPING 

Regulatory Notices 10-06 and 11-39 remind firms of their obligation to retain records of 

digital communications that relate to their “business as such” as required by Rule 17a-4(b) (4) 

under the Securities Exchange Act of 1934 (SEA).11 Regulatory Notice 11-39 notes that 

determining whether a communication must be retained depends on its content and not upon 

the type of device or technology used to transmit the communication. The Notice also reminds 

firms that they must train and educate their associated persons regarding the differences 

between business and non-business communications and the measures required to ensure any 

business communication made by associated persons is retained, retrievable and supervised. 

 
PAST GUIDANCE FOR THIRD-PARTY POSTS 

Regulatory Notice 10-06 states that, as a general matter, posts by customers or other 

third parties on social media sites established by a firm or its personnel do not constitute 

communications with the public by the firm or its associated persons under Rule 2210; 

therefore, the pre-use principal approval, content and filing requirements of the rule do not apply 

to these posts. The same principle is generally true of posts by customers or other third parties 

on any website established by a firm or its associated persons, regardless of whether the site is 

part of a social network. There are exceptions. Regulatory Notice 10-06 states that third-party 

posts on a firm or associated person’s business website may constitute communications with 

the public by the firm or an associated person under Rule 2210 if the firm or an associated 

person has (1) paid for or been involved in the preparation of the content (which FINRA would 

deem to be “entanglement”) or (2) explicitly or implicitly endorsed or approved the content 

(which FINRA would deem to be “adoption”).12  

 
 

 

PAST GUIDANCE FOR HYPERLINKS TO THIRD-PARTY SITES 

                                                 
11 SEA Rule 17a-4(b) requires broker-dealers to preserve certain records for a period of not less than three years, the 

first two in an easily accessible place. Among these records, pursuant to SEA Rule 17a-4(b)(4), are “[o]riginals of all 
communications received and copies of all communications sent (and any approvals thereof) by the member, broker 
or dealer (including inter-office memoranda and communications) relating to its business as such, including all 
communications which are subject to rules of a self-regulatory organization of which the member, broker or dealer is 
a member regarding communications with the public.” See also FINRA Rule 2210(b)(4)(A) (requiring retention of 
communications with the public) and FINRA Rule 4511 (requiring members to make and preserve books and 
records). 
12 The SEC first articulated these approaches as a basis for a company’s responsibility for third-party information that 

is hyperlinked to its website. See Commission Guidance on the Use of Company Web Sites, SEC Rel. No. 34- 58288 
(Aug. 1, 2008), 73 Fed. Reg. 45862, 45870 (Aug. 7, 2008); Use of Electronic Media, SEC Rel. No. 33-7856 (April 28, 
2000), 65 Fed. Reg. 25843, 25848-25849 (May 4, 2000). FINRA applies a similar analysis to third-party posts on 
social media or other websites established by the firm or its personnel. See also IM Guidance Update No. 2014-04, 
Guidance on the Testimonial Rule and Social Media (October 2014) for more information.  

https://www.sec.gov/rules/interp/2008/34-58288.pdf
https://www.sec.gov/rules/interp/2008/34-58288.pdf
https://www.sec.gov/rules/interp/34-42728.htm
https://www.sec.gov/rules/interp/34-42728.htm
https://www.sec.gov/investment/im-guidance-2014-04.pdf
https://www.sec.gov/investment/im-guidance-2014-04.pdf
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Regulatory Notice 11-39 states that a firm may not establish a link to any third-party site 

that the firm knows or has reason to know contains false or misleading content and may not 

include a link on its website if there are any red flags that indicate the linked site contains false 

or misleading content. The Notice also advises firms that they are responsible under the 

communications rules for content on a linked third-party site if the firm has adopted or has 

become entangled with its content. For example, a firm may have “adopted” third-party content 

if the firm indicates that it endorses the content on the third-party site or may be “entangled” with 

a third-party site if, for example, it participates in the development of the content on the third-

party site. 

 
MORE RESEARCH 

If you wish to do further research and read the full FINRA April 2017 Regulatory Notice 

the click here. The FINRA April 2017 Regulatory Notice is written to expanded upon their 

Regulatory Notice 10-06 and Regulatory Notice 11-39, which have both been hyperlink to bring 

you to each notice for further research. If you wish to read the full SEC 2012 Social Media 

advisory report click here. If you wish to read the full SEC 2014 update to their previous 

recommnedations and regulations click here. Furthermore, for the full social media guidelines 

that FFIEC’s released in 2013 click here. 

 

  

http://www.finra.org/industry/notices/17-18
http://www.finra.org/industry/notices/10-06
http://www.finra.org/industry/notices/11-39
https://www.sec.gov/about/offices/ocie/riskalert-socialmedia.pdf
https://www.sec.gov/investment/im-guidance-2014-04.pdf
https://www.ffiec.gov/press/pr121113.htm
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SOCIAL MEDIA PLATFORM RECOMMENDATIONS 

 
FACEBOOK  

Facebook offers financial advisors an outlet to share their expertise and push their blogs 

to more users than general foot traffic. Facebook also allows for people to direct message 

companies and employees creating the potential for new clientele.13 Back in June of last year 

Facebook officially hit their 2 billion active users mark, making it the most used social media 

platform across the globe. Facebook offers much potential for any company. 

 
LINKEDIN 

LinkedIn is more-or-less that Facebook for business. Financial advisors that are not 

active on LinkedIn risk losing the assets of their clients in the future to advisors whom their 

children feel more comfortable with and who are socially savvy. Also, those who are creating 

meaningful, information-rich profiles, and sharing useful content are building up their reputation. 

This is new to the industry so anyone getting involved now is seeing tremendous success.14 

 
TWITTER  

Twitter is one of the main social media platforms that people use to communicate with 

companies. Twitter is, in other words, a platform for conversation. One of the great advantages 

of Twitter is that it allows you to interact with your clients and potential customers in a concise, 

highly personal and fast manner.15 Also, Twitter allows companies to handle customer questions 

or complaints practically in real time. Hence, more firms are taking up Twitter to provide 

customers with information, solutions to their problems and answers to their quandaries. 

 
MEDIUM 

Medium is a single platform that hosts blogs of different genres and has enormous 

potential over hosting a self-hosted blog. The site receives over 30 million visitors each month 

and provides your content to be seen more often by more people who are interested in the 

content you put out.16 Thanks to the high traffic and close to 10 million posts published annually, 

the platform offers terrific exposure. Medium also offers the option to seamlessly share your 

blog post to any social media platform, allow you to post content on Medium but generate 

content for Facebook, LinkedIn, and Twitter with just the click of a button. 

 
MANPOWER NEEDED 

The man power needed to successfully apply these social media recommendations 

would be about one individual because your company is not that large; there is no need for a 

                                                 
13 Mesropyan, Elena. “Why Facebook Is a Dark Horse in the Financial Services Industry.” MEDICI, MEDICI, 21 Oct. 

2016, www.gomedici.com/why-facebook-is-a-dark-horse-in-the-financial-services-industry/.  
14 Benincasa, Jennifer. “How to Use LinkedIn for Financial Services.” LinkedIn Sales Solutions, LinkedIn, 27 Oct. 

2017, business.linkedin.com/sales-solutions/blog/h/how-to-use-linkedin-for-financial-services. 
15 Jarrin, Mateo. “4 Reasons Why to Use Twitter in the Financial Services Sector.” 4 Reasons Why to Use Twitter in the Financial 

Services Sector, TaxLinked, 18 Oct. 2017, taxlinked.net/blog/october-2017/4-reasons-why-use-twitter-financial-services.  
16 Sabino, Anna. “7 Benefits of Writing on Medium over Having Your Own Blog.” The Writing Cooperative, The Writing Cooperative, 

18 June 2017, www.writingcooperative.com/7-benefits-of-writing-on-medium-over-having-your-own-blog-20faabec8398.  

http://www.gomedici.com/why-facebook-is-a-dark-horse-in-the-financial-services-industry/
http://business.linkedin.com/sales-solutions/blog/h/how-to-use-linkedin-for-financial-services
http://taxlinked.net/blog/october-2017/4-reasons-why-use-twitter-financial-services
http://www.writingcooperative.com/7-benefits-of-writing-on-medium-over-having-your-own-blog-20faabec8398
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social media team at this time. Since your company is in the financial industry, when anyone is 

using the companies social media channels they must comply with the industry regulations. 

Also, if you do not have any organic content to share you are more than welcome to share other 

companies content if you agree with what it say; this is also a great way to start growing a social 

network with other financial professionals. 

 
SOCIAL MEDIA MANAGEMENT TOOLS 

To help manage all company social media platforms there are tools, such as Hootsuite 

that allows you to track all channels at once, post content at set times, and follow the analytics 

behind each post. Hootsuite is a great example of how social media can be easily managed and 

not become time consuming.  

 
POSTING TIMES SUGGESTIONS 

Most companies post anywhere from 1-3 times a day on Twitter, and/or once a day on 

Facebook. If you decided to post multiple times a day, spread your posts throughout the day. 

There are optimal posting times for each social media platform. Facebook posts should be 

posted from 1pm - 4pm, resulting in the highest click through rate. Twitter provides similar 

suggestions, they suggest to post between 1pm and 3pm. Engagement on Facebook and 

Twitter usually peaks around Wednesday around 3pm. Posts on LinkedIn should be posted 

between Tuesdays and Thursdays to receive the most engagement.17 We recommend Amity 

Financial takes advantage of these peak times to maximize efficiency from their postings. Avoid 

posting late in the evenings, such as 7pm or later, or too early in the morning. Consistency is 

also super beneficial to all social media sites; if you set up a posting schedule to post content on 

specific channels at the same time every week, Amity should see more engagement per each 

post.18 

 
CONTENT SUGGESTIONS 

All social media content should be tailored to each specific social channel. The 

reasoning behind this is because each social media channel is similar to the concept of 

television. There are many channels on TV but they all have different content they produce. 

Content is king, and not all content you post have to be unique content. You are free to share 

articles you believe relates to Amity Financial, or videos you believe explain a topic better than 

you can write about. If you share blog posts from your personal or company blog it offers the 

option to your readers to check out your blogs and potentially follow them directly.  

 

Having posts that are company made or found from different organizations that give 

information and tips on saving money, investment, the economic market, and other related 

topics would be beneficial to post. Also by having these types of posts, you’re helping drive 

engagement which will cause your reach to spread your name further and to more people. 

                                                 
17Ellering, Nathan. "What 23 Studies Say About The Best Times To Post On Social Media." CoSchedule Blog, 4 Apr. 

2018, https://coschedule.com/blog/best-times-to-post-on-social-media/  
18 Morrison, Kimberlee. “Scheduling and Consistency: The Keys to Social Media Optimization.” Adweek, Adweek, 19 

June 2014, www.adweek.com/digital/scheduling-consistency-keys-social-media-optimization/.  

https://coschedule.com/blog/best-times-to-post-on-social-media/
http://www.adweek.com/digital/scheduling-consistency-keys-social-media-optimization/
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Jimmy Rohampton from Forbes Magazine states, “Social media marketing isn’t all about 

promoting your own content. In order to really grow your audience and become an authority in 

your niche, you’ll need to share a wide variety of content that interests your followers” 19 

 

IMAGES AND VIDEO 

 Having images or videos attached to your posts help drive your content even further. 

Post with pictures and video usually receive higher engagement compared to post with only 

text. Facebook posts that include photos or videos generate 53% more likes and 104% more 

comments.20 Likewise you see similar results on Twitter and LinkedIn. Without images or 

videos, people will be less likely to look at your posts or pay attention to them. Images and 

videos help grab the attention of the audience and draw them in, leading them into clicking a link 

or reading your post. Otherwise, they may just scroll past your posts in their feed.  
 

IDENTIFICATION 

 For each social media channel, the usernames, bios, and logos should be similar and 

consistent. It is important to make sure that people will not be confused about what company 

they are following, or whether or not the company is legitimate. Having the same handle and 

title on Facebook, Twitter, and LinkedIn brings confirmation of the legitimacy to the company, as 

does having similar bios. It also makes it easier to find the company.  

 

  

                                                 
19 Rohampton, Jimmy. “7 Important Hacks For Effective Social Media Marketing.” Forbes, Forbes Magazine, 2 Apr. 

2017.www.forbes.com/sites/jimmyrohampton/2017/04/02/7-important-hacks-for-effective-social-media-
marketing/#1181397c19e8.   
20Ellering, Nathan. "What 23 Studies Say About The Best Times To Post On Social Media." CoSchedule Blog, 4 Apr. 

2018, https://coschedule.com/blog/best-times-to-post-on-social-media/  

http://2017.www.forbes.com/sites/jimmyrohampton/2017/04/02/7-important-hacks-for-effective-social-media-marketing/#1181397c19e8
http://2017.www.forbes.com/sites/jimmyrohampton/2017/04/02/7-important-hacks-for-effective-social-media-marketing/#1181397c19e8
https://coschedule.com/blog/best-times-to-post-on-social-media/
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SOCIAL MEDIA GUIDELINES FOR EMPLOYEES 

HELPFUL TIPS FOR GETTING STARTED WITH SOCIAL MEDIA 

According to a 2016 survey done by Putnam Investments, 85% of financial advisors use social 

media for business. 80% of these “social advisors” gained new clients resulting in nearly $5 

million in average asset gain directly attributable to social media use. 85% also said that social 

media shortened the selling cycle. For these advisors, social media is no longer an option, but a 

proven tool used to gain new business and to build closer relationships with clients. Here are a 

few tips to help you get started with using social media effectively, while complying with the 

rules and regulations in the financial industry:21 

 

● Understand our company’s social media policy. Read and make sure you 

understand our corporate policy. Speak with colleagues. Participate in any training that 

may be available at our company or online, and understand any FINRA regulations 

revolving around social media. 

● Define your audience. Many financial advisors specialize. Do you target high tech 

founders? Healthcare professionals? Business owners? High net worth multi-

generational families? Select the social media platform used by your clients so you can 

communicate in the manner your clients want to communicate. 

● Define your personal brand. This is often the hardest concept to grasp for newcomers 

to social media. This is simply a consistent reflection of who you are. Define your special 

talents and areas of expertise that help your clients succeed. And importantly, reveal 

your personal interests and show your authentic self. Whether you are a rabid Bruce 

Springsteen fan, competitive bicycle racer, or volunteer for a good cause, include that 

too. Be careful though. It’s best to avoid politics, religion or controversial opinions to 

avoid excluding possible clients that hold a different view. 

● Select a social media platform to begin. Select one platform initially and create an 

account to use for business. LinkedIn is a favorite place to start for many financial 

advisors, but some also use Twitter, Facebook, Instagram, or Medium. It goes back to 

identifying your clients and prospects and being where they are. Once you become 

familiar with one platform, you can experiment with others. 

● Create a social media profile compliantly. Based on our companies social media 

policy, we ask our employees to setting up their accounts with your business email for 

recordkeeping purposes. Or when using LinkedIn we strongly recommend against the 

use of “Recommendations” and “Skills and Endorsements” to avoid the appearance of a 

testimonial. If you already have these sections filled out you may be asked to “hide” 

them. For consistent firm branding, you may be instructed to include a pre-approved 

paragraph that describes our company. 

● Build your network. For example, using LinkedIn, once your profile is set up, reach out 

to people you know and invite them to become a connection on LinkedIn. Personally 

written notes go a long way, so don’t click on “Connect” within “Who’s Viewed Your 

                                                 
21 Belbey, Joanna. “Financial Advisors: 15 Tips To Use Social Media (Compliantly).” Forbes, Forbes Magazine, 3 

Jan. 2017,www.forbes.com/sites/joannabelbey/2017/01/03/financial-advisors-15-tips-to-use-social-media-
compliantly/#1702fcc275d1. 

http://www.forbes.com/sites/joannabelbey/2017/01/03/financial-advisors-15-tips-to-use-social-media-compliantly/#1702fcc275d1
http://www.forbes.com/sites/joannabelbey/2017/01/03/financial-advisors-15-tips-to-use-social-media-compliantly/#1702fcc275d1
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Profile”, or use the mobile app to make a connection. Although, if you choose to do so 

because they are quick and easy options, those invitations will be sent with a standard 

message. Instead, carefully craft introductions that remind people of how you know 

them, how you could provide value and perhaps mention your mutual connections. 

Initially, reach out to people you know and like from various stages of your life. For new 

LinkedIn users, strive for 250 connections. But 500 is better. These skills can be applied 

to any social channel. 

● Listen and learn. Before you take any actions on social media, watch what others are 

doing. Pay attention to what you like and don’t like. Look at your competitors’, 

colleagues’, and friends’ posts. If you see a personal connection with a "life event" such 

as a birth or graduation of a child, a move, a promotion, or perhaps retirement, consider 

reaching out by phone to offer a genuine congratulations and to catch up. There are 

many stories of financial advisers who used a combination of social media and the 

phone to gain new clients. 

● Engage. Once you feel comfortable, begin to join the conversation to provide value and 

be helpful. Social media is a two way street. Be generous with information and helpful. 

You may elect to add a comment, “like” or “share” your connections’ content if you 

believe it similarly portrays the Amity brand image. 

● Share useful content. Share the content that matches your personal brand, 

demonstrates your specific expertise and is of interest to your clients / followers. Be 

consistent. 

● Be authentic. Personalize the message of content from the library so that it’s in your 

own voice. Also, if you wish you can find and share additional articles that will be of 

interest to your clients and prospects. To make this less time consuming, you can set up 

alerts on Google for topics of interest. Blogging is also an effective (albeit time 

consuming) way to demonstrate that you are an authority in your field. As with 

everything, check your firm’s policy before proceeding. 

● Show your personal side: When posting content, remember the 80/20 rule. Consider 

posting 80% business content and 20% personal content that reflects your brand. 

Remember, we do business with people we like and who share our passions. 

● Avoid pitfalls. If you start to post content that is outside of the financial industry, be 

careful to both stay compliant, to protect your personal brand, and most important 

protect Amity’s brand image. Be sure to read an article before you share it. In the world 

of “click bait”, the headline may be vastly different than the article itself. Avoid “fake 

news” by only sharing content from reputable outlets such as well-known newspapers, 

magazines and networks. Remember to actually include the links to the article and make 

sure they are working. Make it a habit to be active on social media to avoid creating a 

“ghost town”. 

● No pitching. Finally, no selling products. No one likes being pitched on social media 

and it may violate industry rules around suitability. Instead, move the conversation 

towards your traditional channels of one-to-one communications, such as email and 

phone, when it becomes more business oriented. 
BEST SOCIAL MEDIA PRACTICES OVERALL 

Below are some general, best practices applicable to all social media networks. 
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● Pause before you post. If you’ve just created your account on a social media network, 

take some time to see how others are using the network successfully before you 

become active on the network. 

● Outline a specific purpose for your social media activities. Define your desired 

audience to give yourself guidance on the proper content and tone for your activities. 

Give people a reason to connect with you on social media by providing information not 

contained on your website or other materials. 

● Keep your branding consistent. The style and imagery on your social media pages 

should reflect the look and feel of your other business materials. 

● Create a strong network. Social media allows you to connect with the colleagues and 

clients in your immediate circle, as well as with respected experts and resources. 

● Avoid comments on specific financial strategies or products. Your post may be 

viewed by people you will never meet, and may be construed as a recommendation. 

This may also be in violation of various compliance department rules and government 

regulations. 

● Distinguish the public from the private. Determine what types of content and 

conversations are appropriate for public posting and what topics are best addressed 

privately through direct messaging or offline communication. 

● Post at optimal times. There are times when posting content to both particular social 

platforms and any platforms overall that are more optimal in reaching a wider audience 

and providing more engagement. Utilizing this knowledge will maximize effectiveness for 

each post. 

● Include images / video in your post. Post that have images or videos to go along with 

the worded content see as much as a 50% increase in engagement with your audience. 

 
BEST SOCIAL MEDIA PRACTICES FOR FINANCIAL PLANNING PROFESSIONALS 

Below are some best practices for using social media while still in the regulated financial 

industry. 

 

● Providing general information about financial planning or posing a question to 

generate discussion around a specific topic. Don’t forget to share posts from both 

personal accounts / blogs and company accounts that reinforce the importance of 

financial planning. 

● Including multimedia elements in your posts. Video, audio and photos can enhance 

a message on social media and make your posts stand out to your followers and 

connections. Including images in posts will help drive up engagement by as much as 

50%.. 

● Use a link shortening tool. Hyperlinks are often extremely lengthy and can take up 

valuable character space in a social media post; however, link shortening tools 

condense the length of links and make posts more concise. Link shortening services, 

such as bit.ly, ow.ly or goo.gl, also commonly provide information on how many people 

click each shortened link. 
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● Watch the time. Pay attention to what times your followers are online and interacting 

with the social media sites, and schedule your social media activities during those times. 

To help with scheduling, create an editorial calendar and prepare a group of posts in 

advance. There has been research into when and where (on which specific platform) are 

optimal times to post. 

● Use scheduling/monitoring/archiving tools. Consider using social media tools to 

assist with scheduling and monitoring of social media posts. Services such as HootSuite 

or TweetDeck allow you to connect to multiple social networks from one source, 

schedule posts in advance, and monitor your social media efforts using analytics tools. 

Services such as SocialWare or Arkovi can assist with archiving your social media 

activities. 

● Listen. Paying attention to what others are saying on social media can help you improve 

your social media strategy, as well as identify opportunities for meaningful interaction 

with people in your network. A client’s Facebook post, for example, may relate to a major 

life change that affects his or her financial planning. 

 


