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For the last 20 years, we have been helping investment managers solve marketing 

and distribution challenges.... learning many lessons along the way. In this series, we 

explore the use of digital and social media amongst institutional investors.

“With approximately 40 % of the 

institutions globally expecting to 

increase their use of social media 

in 2022, we’re projecting a further, 

repaid increase of social media 

influence institutional investment 

markets”
-Dan Connell, Head of Structure and Technology 

at Greenwich & Associates

Regardless of pedigree, fundraising can be 

challenging. For emerging, spin-out, and 

resource constrained managers, trying to 

connect with investors/allocators using 

traditional means without pre-existing 

relationships, the process can be exasperating. 

Succeeding in the digital age requires data 

insights, an online presence, and the ability to 

identify and influence online prospects.

About 5150 Digital Marketing Group

Digital media has joined (and in some cases, even surpassing) traditional f inancial 

news media as key sources of information used by institutional investors in their day-

to-day investment processes. In fact, according to Greenwich Associates study on 

the media’s role in the institutional investor journey (a late 2019 research study), 80% 

of institutional investors were using social media as part of their regular business 

routine, with about 30% stating that information obtained through digital and social 

media had directly influenced investment decision-making.

Fast forward to 2022. Fueled 

by the migration of investors 

and allocators (exacerbated by 

Covid-19) to online resources, 

digital media consumption and 

social media engagement has 

increased exponentially, providing 

a new medium for investment 

managers to compliment 

traditional marketing and 

distribution strategies.
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Historically, success in fund distribution 

has been achieved using “feet-on-the-

street” distribution, either through 

third-party marketing f irms, internal 

wholesaling teams, or institutional 

placement agents, focused on providing 

unique research and resources to those 

allocating fund dedicated capital. With 

the hope their fund would be the recipient 

of their allocation, these investors needed 

manager access, strategy research, and 

investment diligence. Thus, they became 

captive to these intermediaries, as well as 

the funds they represented.

The role of digital media in fund marketing and distribution.
Fund Fund distribution is changing. Following a similar path to other industries, 

fund allocators, and investors are using digital media and online tools (such 

as search engines and social media) to aid investment decisionmaking. 

Advancements in data analytics, scalable personalization, omni-channel 

communications, and dynamic (intent-specif ic) content continue to shape 

engagement expectations. Today, regardless of investment strategy, most 

investor journeys include multiple search engine inquiries.

Digitally savvy investors and allocators—once reliant on wholesalers and fund 

marketers for fund access, strategy research, and performance benchmarking are 

prefering online investment platforms providing manager access, strategy research, 

and diligence support. However, these online allocators and investors have become much 

more difficult for investment managers to identify, connect, and influence.

The growing use of online technology platforms and “business-focused” (b2b) 

social mediaplatforms are forcing managers and their marketers to update the 

traditional sales, marketing, and communications blueprint relied on by the 

industry for the past f ifty years. Managers are trading tradition for digital artillery 

capable of identifying and influencing investors online.

Introduction: Brave new world: Welcome to the digital age
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What is digital distribution?

Digital distribution is the process of using data-driven technology to identify 

and influence fund investors. Those embracing this new form of distribution 

are using data and analytics to def ine, target and influence fund investors, 

lower customer acquisition costs. Concurrently, their non-digital peers 

continue to struggle with increasingly ineffective and expensive traditional 

distribution strategies and tactics.

Digital distribution allows f irms to 

trade sales instincts, assumptive 

marketing, and traditional feet-

on-the-street distribution for 

more reliable and cost-effective 

digital distribution models. The 

days of paying fund advisors and 

wholesalers thousands per year for 

instinctual selling are behind us, 

as well as the days of assumptive, 

non-quantif iable marketing.

The Need to Innovate
“The increasing pressure to 

innovate technology and client
centricity will be intense. The

shifting market and technology 
landscape, combined with
increased competition will 

require asset managers to take 
action across all aspects of their 

business.”
Accenture - “Future of Asset Management - 

business models and strategies for 2025”

Data-driven technology is helping solve the challenge of online investor 

identif ication and prospecting, providing a new formula for AuM growth...  

especially timely for an industry trying to navigate the impact of ongoing 

fee pressures and margin compression. The advantages of the digitally 

enabled are noteworthy, especially in attracting and retaining increasingly 

tech savvy investors.

The stakes have risen, and the future is clear— those meet and exceed the 

growing expectations of investors will increase their market share and asset 

retention rates. Those unwilling or unable to adapt will be forced to shift 

f rom growth to f ighting for relevance.

Investment management in the digital age
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Who is using it?

Social Media: Far more than a passing fad
As social media usage continues to proliferate, f inancial services and fund 
professionals have started to embrace social media as a tool for their digital 
distribution strategies. In fact, according to a LinkedIn study of 277 institutional 
investors, the number of institutional investors using social media rose f rom 36% 
in 2015 to 68% in 2018. The author speculates that the percentage in 2022 is likely 
now in the mid-80s.

With the growing expense intermediary-
driven distribution, many large 
alternative managers are following the 
path of the mutual fund industry by 
leveraging the reach of social media 
marketing. 

For innovators, digital and social media 
offers an effective way to build brand 
awareness and differentiation, allowing 
managers to connect with and influence 
those tech savvy investors who have 
migrated online for investment research.

However, most small to mid- sized enterprises (SMEs) lack the inclination or 

resources to invest and manage internal technology stacks, let alone data-driven 

distribution strategies. Following the lead of similar industries, service providers 

offering subscription-based technology services help f irms with smaller IR/PR/

marketing teams bridge the gap with affordable, yet sophisticated solutions.

Today, the largest asset management complexes 

are continuing to shift away f rom intermediary-

driven distribution models leverage digital fund 

distribution. Many innovators and early-adopters 

in the investment management space are 

dedicating resources to design and execute data-

driven prospecting, automated lead generation, 

online nurturing, and digital fund distribution. 

Early results are strong, reporting increased  ROI 

on their commitment to a digital approach. 
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Digital engagement is quickly becoming an expected 
part of any product or service proposition – and 
investment management is no exception. Nonetheless, 
the fact remains that wealth and asset managers 
have been slow to move, even as most industries have 
already transitioned to digital engagement and service 
models. As the investment industry transitions f rom 
transactional to relationship-driven communications, 
investor engagement remains a critical topic. 

KYC
“We thought we knew 

our customers, but turns 

out, the FinTechs really, 

really know our

customers.”

-Survey respondent, PwC,
FinTech Global Report

In a survey by PwC on the Global Fintech Industry, 53% of surveyed asset managers 
believed they were meeting the needs of clients, as opposed to over 80% of 
their digitally-enabled peers who reported meeting the growing expectations of 
investors. However, according to the NICE 2022 Digital-First Customer Experience 
Report, 46% of consumers say they chose Google as the f irst source of product or 
service information, yet only 15% of B2B-focused f irms demonstrate awareness of 
organic searches being their f irst client touchpoint.

Meeting the Rising Expectations of Online Investors

The key lies in understanding and 
coomunicating with the investor in 
the style and manner they prefer. 
And it is important to remember that 
when these folks aren’t wearing their 
institutional investor jersey, they are 
retail consumers just like the rest of 
us. Like it or not, their expectations 
are based on engagements and 
experiences in their personal, business, 
and f inancial lives. The investor is 
increasingly used to technology 
enabled experiences.

Utilizing digital technology, it is far easier to deliver service and resources to the 
hands of prospects and investors while building continuous experiences that drives 
more f requent interaction, deeper engagement, and exceptional loyalty.
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The Role of Social Media/Digital Media

Digital media and online technology have become 

increasingly important for institutional allocators, as 

it provides the ability to search, sort, and aggregate 

research and information with great eff iciency. 

With that said, institutional investors are trading 

traditional, paper-based research for functional 

research, a move only possible with digital media. 

Additionally, digital media platforms allow 

allocators to create alerts, helping them be vigilant 

of online research and insights related to managers, 

strategies, and opportunities. Thus, keyword and 

search engine optimization (SEO) have become 

critical components for any fund marketing, 

distribution, and IR/PR strategies.

According to Greenwich and Associate’s 2019 

survey, “Investing in the Digital Age: Media’s 

Role in the Institutional Investor Engagement” 

social media had not just grown but had 

closed the gap on traditional media as trusted 

sources of information among institutional 

investors. The study showed institutional 

investors are consuming social media 

more regularly than f inance-specif ic trade 

publications, with 63% consuming the former 

and less than half regularly utilizing the latter.
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The Role of Social Media/Digital Media

According to Greenwich 

and Associate’s survey, the 

use of investment related 

digital content in institutional 

channels is here to stay. 

86% of surveyed allocators 

indicated they read and acted 

on content delivered via social 

media, and 41% reporting they 

did so weekly.

Institutional and private investors are increasingly utilizing social media networks 

to supplement their own investment hypotheses. According to Brunswick Group’s 

2022 Digital Investor Survey, 80% of institutional investors use digital or social 

media at least once daily, with 56% reporting increases in usage over the last 12 

months. Moreover, 28% of investors report they chose to investigate an issue seen 

on Twitter, and 24% made an investment decision after reading an investment 

related blog.

Digital media has quickly become 

the most utilized media resource for 

the market news and updates among 

institutional investors, with LinkedIn 

recognized as the most prevalent 

provider of personalized market 

information. Google and Twitter were 

also named, but the anonymous 

nature of those platforms often 

restricts their ability to tailor news 

feeds specif ically for users’ needs.
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Social Media for Investment Managers

Success in fund distribution was typically generated with the help of 

dedicated sales teams, fund wholesalers, or third-party marketing teams, 

providing unique research and information for those allocating fund 

dedicated capital. Now, investors and allocators once reliant on wholesalers 

and fund marketers for fund access, strategy research, and performance 

benchmarking, are no longer captive to sales intermediaries. Freed, the 

digitally enabled are using social media to build brand and rapport with their 

clients and prospects. 

 

According to a study by Cogent Reports, 90% of fund managers said 

social media is important to their distribution strategy. This includes 

sharing information about their fund with clients and prospects, as well as 

establishing rapport and credibility among industry peers.  

Managers and companies that utilize and prioritize social media outreach in 

their marketing strategy are reaping rewards through an expanded network 

of clients and extended brand recognition. With more managers utilizing 

social media for marketing and distribution purposes, the absence of an 

intentional strategy is detrimental to future relevance. In an ever-evolving 

industry, establishing a social media strategy is an overwhelming endeavor 

that requires constant attention and management.  
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The  average  person  spends  nearly  two hours on social media each day, 

according to a report by Social Media Today. This includes scrolling through 

feeds and suggested content on platforms such as Facebook, Instagram, 

Twitter, and Snapchat. For investment fund managers, this presents a 

unique opportunity to connect with potential clients and investors, while 

creating awareness for their portfolio strategy.  

 

A social media presence is the sum of an individual or organization’s activity 

on social networks, typically consisting of a prof ile picture, header image, 

bio, and links to website(s). A strong social media presence establishes 

thought leadership, grows relationships, and generates new leads and sales.  

Here is the difference:

According to HubSpot, 92% of marketers in 2014 claimed that social media 

marketing was important for their business, with 80% indicating their efforts 

increased traff ic to their websites. In addition, 75% of marketers said they 

saw a direct increase in sales because of their social media marketing. These 

percentages have grown as the pandemic forced consumers and businesses to 

transition online.  

 

In fact, social media strategies have become a necessity in 2022. Sprout Social’s 

2022 Social Media Index reported that 88% of interviewed marketers expected 

to increase their marketing and outreach team by 2-6 new hires in the coming 

years. Businesses are recognizing the need to increase marketing efforts and 

connection via online platforms. They are understanding that social algorithms 

and posting ratios will lead to higher conversions and customer retention rates.  

 

When it comes to social media, quality trumps quantity. In other words, it is 

better to have a smaller number of engaged followers than a larger number 

of inactive ones. For investment fund managers, this means creating content 

that is interesting, informative, and tailored to the specif ic needs of your target 

audience on each specif ied platform.  

Who - An investment managers guide to social media marketing
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Social Media for Fund Managers

When over there are 3.96 billion people who own social accounts, it’s more than 

likely that competitors are using a strategy to reach potential clients. For fund 

managers, establishing rapport, trust, and credibility is critical for raising money 

f rom investors. Social media is not only the easiest, but most cost-eff icient way to 

market a brand and investment strategy.   

 

Over 75% of investors are using social media to inform their investment 

decisions, and the number is only increasing. Social media allows easier access 

to information and communication, and managers are realizing that the lack 

thereof will force clients and prospects to turn to competitors. This guide will 

provide insight into creating and developing a social media strategy to increase 

and improve investor relationships and marketing.

Not all social media platforms are created equally. While they promise visions of 

connection and influence, networks and content creation vary among their users. 

Managers should choose which platforms they focus on carefully. Here is a list of 

the most used platforms by professionals in the f inancial services industry:

1. LinkedIn   

2. Twitter   

3. Facebook   

4. YouTube   

5 . Instagram

LinkedIn is the most widely used social media platform among f inancial services 

professionals because it allows them to build and maintain relationships with 

other industry professionals. Content on this platform is generally shared B2B, 

business to business, and B2C, business to consumer. LinkedIn also provides a 

forum for users to share news and articles related to f inance, which can help 

users stay up to date on the latest industry trends. With a more professional tone 

to the interactions, LinkedIn enables users to ask questions and receive advice 

f rom other professionals in the industry via groups and forums.

Twitter is a social media platform that enables its users to send and read short 

messages. Tweets are limited to 140 characters and can contain hashtags for easy 

What-Social Media Platforms that make sense for Financial Services
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search and categorization. Financial services professionals commonly use twitter 

to share news articles, post industry-related content, and engage in discussions 

with other professionals. Additionally, Twitter can be used to monitor real-time 

stock prices and track the performance of investments.

Managers can also include YouTube in their strategy to build a reputation. A 

YouTube channel, or a user’s personalized space, allows YouTubers to upload 

videos, share with f riends, and build their own community of subscribers.  

Professionals utilize videos to speak directly to followers about industry news, 

updates on products and services, as well as business tips. YouTube provides the 

ideal platform for sharing long-form spoken content that is not time-sensitive. A 

successful YouTube account will provide clients and prospects direct access to a 

manager’s industry perspective and personality. While not the most necessary 

addition to a social media strategy, curating content for YouTube is another key 

tactic for developing credibility and rapport with current and potential clients. 

Some leading f inance channels include:

1. Graham Stephan - With over 1 million subscribers, Graham Stephan shares 
insight like real estate investing, stock market investing, and personal f inance.  

2. The Minimalists - The Minimalists channels boast over 700,000 subscribers, 
sharing content on f inancial independence and simple living. The channel is 
run by Joshua Fields Millburn and Ryan Nicodemus, who are also best-selling 
authors.  

3. Mr. Money Mustache - Mr. Money Mustache is a popular personal f inance 
blog that has transitioned into a YouTube channel with over 400,000 
subscribers. The channel focuses on topics like early retirement, f rugality, and 
investing.  

4. The Ramsey Show - The Ramsey Show is a popular radio show that has 
established a strong presence on YouTube. The channel has over 180,000 
subscribers and focuses on helping people get out of debt and live f inancially 
responsible.

With an abundance of platforms to build brand recognition and establish 

credibility, managers should determine which platforms best serve their mission 

and content creation. While each social platform unites different audiences and 

curates a variety of content, managers must develop a strategy for why and how 

they use their social media. These strategies will look different for each business 

and its needs.
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Why-The Benef its of Social Media for Managers
In an online survey, Putnam Investments reported that 81% of f inancial 

advisors report gaining assets related to their social media activity, and nearly 

half of all advisors say their social media activity has increased since the 

beginning of the pandemic.  

Regardless of size, investors are turning to social media to make investment 

decisions. Sprout Social reports that the #stocks topic has amassed over 5.2 

billion views and membership on the subreddit r/FinancialPlanning saw 87% 

growth between June 2020 and June 2021. Continued reliance on social media 

is increasing as Millenials and GenZ enter the investment world.   

Managers must consider new marketing strategies to target these new 

investment pools. Managers who clearly represent their strategy and thesis 

will be better equipped to def ine their target group and influence leads. The 

investment community is relying on social media for investment insight and 

trends now more than ever.  

CNBC reports that 83% of Millennials admit to being more loyal to companies 

that appeal to issues they care about, such as social and environmental. 

Understanding your target audience and what they care about is crucial to 

developing brand awareness and reputation. Managers who develop content 

that appeal to their audience’s values are discovering greater success in 

activating their networks and converting leads. 

13



Why-The Benef its of Social Media for Managers

Moreover, social media allows for real-time communication between users 

with greater informality. Conversations between managers and investors occur 

with more f requency and greater comfortability. Thus, they establish trust and 

credibility while turning leads into prospects into clients at faster rates. In Sprout 

Social’s 2022 Index report, over 75% of consumers expect brands and businesses 

to respond to personal messages and communication sent on platforms within 

24 hours. The expectation for better access to businesses, teams, and their 

managers is becoming a norm.  

 

A seasoned expert in fund marketing for alternatives, Joe Worden has since 

transitioned his marketing services with a digital edge. “Those who are able 

to meet and exceed the growing expectations of investors are also increasing 

market share and retention rates. Those unwilling or unable to adapt will be 

forced to shift f rom growth to maintaining relevance,” said Worden.   

 

The data shows that social media is a critical addition to the manager’s 

marketing plan. Maintaining a social presence also allows current clients greater 

access to their manager and investments. Through their online accounts, 

managers can mass share investment updates and communications with their 

network. Between posting and sharing, they can respond to questions and 

requests in their direct messages at quicker rates.

How-Determine the right platform for your strategy
In an increasingly competitive marketplace, differentiation is key. This includes 

varying messaging and strategy for sending out content. Managers can mobilize 

their social presence to stand out in a sea of sameness.  

 

To def ine your strategy, you should ask:

1. What do I want to gain f rom my social presence? 

2. How much time can I spend and am willing to spend developing my social 

media presence? 

3. What content do I want to share with my network?
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Creating your prof ile

Consider what social media prof iles appeal to you... why do you follow them? 

While prof ile standards vary among business and personal, people follow 

accounts because they want to receive that account’s content.  

 

Managers should think about this when creating their prof iles. What do you want 

your network to know about you? 

 

When creating your accounts:

1. Use a clear and professional prof ile picture.  

2. Be specif ic in your account description about who you are and what you do.  

3. Follow your f riends and peers that you have established credibility with. 

Remember that potential followers will be able to view your network when 

accessing your account.

Timing of Posts

When making posts, users should be conscious of their ratio of quantity versus 

quality, while emphasizing the latter. Followers will unfollow your account if your 

posts inundate them with irrelevant or meaningless content. Depending on the 

strategy, managers should maintain a healthy post schedule that keeps their 

presence on a user’s feed and in the back of their mind. 

Engage your network

Consider what posts will engage your network and reflect your brand. While each 

platform supports different content, your posts should always reflect who you are 

and what you believe in. People follow you because they identify with what you 

post, expecting to stay current with your posts and updates. If they don’t want 

to see your posts, they will unfollow you. Thus, managers should be considerate 

in the information and content they publish on their social platforms, being 

conscious that users follow prof iles that reflect their own viewpoints.  

 

The best engagement is through shares, comments, and likes on your posts. 

Managers should encourage their network to engage with their posts, as it will 

lead to increased awareness and impressions on their page and content.
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Structure of Posts
Once you def ine the intent of your posts, you should determine how to represent 

your brand and thesis. How a manager creates his or her posts speaks to who 

they are and how they want to be perceived. Posts should be structured so 

they catch attention and maintain professionality while establishing a level of 

personality. Managers should create their posts with the intent that they will be 

shared. We get it... balancing professionality, personality, and brand is diff icult.  

 

Here are some types of posts that managers are using to communicate with their 

social network:  

1. company updates 

2. personal successes 

3. “thank you” and gratitude posts to individuals or companies 

4. aligned quotes from mentors and thought leaders 

5. book reviews 

6. webinars and podcasts 

7. relevant news articles 

8. reposting relevant content from f riends, peers, and mentors

Create Peer relationships
Establishing credibility is easier with the help of a trusted network. Managers 

should activate their social network by, f irst, following people they have a 

personal and professional connection. They should ensure that their follow 

requests are personalized and specif ic when directed by the platform. 

 

LinkedIn, for instance, allows users to send a personal message in addition to a 

follow request. Creating a tried-and-true network on social will be important as 

you start to develop your presence on a given platform. These followers will speak 

to a manager’s reputation both on and off social media.  

 

With this group, managers can like, comment, and share their posts to reflect 

agreement and brand alignment. While not expected, this support and 

encouragement will be returned and considered in the future by the receiving 

user and the mutual networks. Managers should not underestimate the power of 

positive interactions with their social networks.
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Starting out...what to avoid
Establishing a social presence is always diff icult and there is no perfect strategy. We 

have outlined some Faux pas that managers should avoid when navigating their 

social media prof iles and interactions:

1. blurry/pixilated prof ile pictures and posts 

2. incomplete prof ile descriptions 

3. posting overly personal information and beliefs 

4. posting too much or too little 

5. misspellings and poorly envisioned content 

6. be hesitant in posting, sharing, and liking negative content 

7. copywriting or stealing people’s posts or content without permission or due 

credit

Managers also widely utilize Facebook, YouTube, and Instagram. While these are 

more casual platforms, managers can curate contact to build their brands. Artwork 

and visual aesthetics thrive on these platforms since viewers are able to access old 

archives with ease and at their leisure.

The most successful business prof iles leverage brand aesthetics to capture viewers’ 

attention. Visually appealing and informative, pages are regularly updated with the 

latest content to keep followers engaged. The most successful brands and accounts 

include a mix of behind-the-scenes photos and videos, infographics, quotes, tips, and 

customer testimonials. The most followed business prof iles on Instagram include:

1. Nike  

2. Coca-Cola  

3. McDonald’s  

4. National 

Geographic  

5. Nasa
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Case Studies

Creating content for a social media marketing campaign must be special and 

curated just right. Managers should consider this when creating and sharing their 

own content and vision. Below are examples of successful social media campaigns:

Apple
Aiming to highlight their photograph technology, Apple developed a clever 

marketing campaign on social media to activate iPhone users. Apple called all 

amateur and professional photographers to use their iPhone to snap their best 

pictures for the contest. Apple’s initial launch of the campaign began in 2014 and 77 

winners found their images featured on 10,000 billboards across the world.  

Apple was able to craft a challenge that invited iPhone consumers to share the 

features of their products, as well as the value of owning their products. The 

#ShotOniPhone campaign boasts over 22 million posts and users are still engaging 

with the challenge. In 2019, pop artist Selena Gomez shot her music video “Lose me 

to Love me” on the iPhone 11 Pro and has since recorded over 405 million views on 

YouTube. That same year, amateur photographer Robert Glasser won the Shot On 

iPhone contest with a picture captured on an older iPhone 7.   

Apple’s simple challenge empowered all kinds of people to tap into their creative 

visions and perspective, while advertising the great capabilities of Apple technology.

Duolingo
The f reemium language-learning platform, Duolingo, enabled via website and app, 

is designed to teach users over thirty different languages. To build brand recognition 

and establish a community, Duolingo got on the social media bandwagon.   

In just a few months, their account grew f rom 100,000 users to nearly 2 million on 

the popular platform TikTok, boosting their app to the #1 spot in the app store’s 

education category. Duolingo utilized TikTok and other platforms to build brand 

recognition and increase its consumer base. In creating a campaign specif ically 

designed to activate their TikTok network, Duolingo discovered a sweet spot for 

content creation, increasing their average click-through-rate to over 39% the 

benchmark across the platform. The campaign additionally grew Duolingo’s follower 

base by more than 1,400%.
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Spotify

Each year Spotify, a popular music streaming service, releases user listening 

statistics on December 1. Starting their campaign in 2016, Spotify releases top 

5 artists, songs, podcasts, and albums to individuals, allowing them to view 

the history of their personal streams. Users were also given the option to share 

their Spotify statistics on Instagram, Twitter, and Facebook.  

The campaign was a massive success— and continues to be each subsequent 

year, as Spotify users engage on social media about the return of the campaign 

and attempt to predict their personal results. In 2021, Spotify reported that app 

downloads increased by 21% in France, 20% in the U.S., 19% in India, and 16% in 

Russia after the launch of #Wrapped. Monthly active users increased f rom 381 

million in Q3 of 2021 to 406 million in Q4 when the campaign was released.  

Spotify positions the campaign as an effort give back to their users, providing 

an easy way to share streaming interests and history with their individual 

networks on social media. The data, only available to Spotify subscribers, has 

created a strong feeling of belonging and, alternatively, FOMO (fear of missing 

out) among outsiders to the streaming service. The campaign leverages 

grassroots social advertising and exclusivity in a remarkable way, offering an 

interesting case study for companies and teams attempting to activate their 

own social media strategies.
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SEC regulations for Social Media

Regulation Fair Disclosure, or Reg FD, prohibited companies and individuals 

f rom sharing private company information with certain individuals and 

shareholders. Initially introduced in 2000, the SEC intended to prevent 

individuals f rom unfairly getting access to company information that would 

impact stock prices and trading decisions.  

 

In 2008, as the use of the internet became more widespread, the SEC extended 

Reg FD to allow the sharing of company updates online. If communicated to 

investors and shareholders that a company website would be its primary place 

to house updates, the company would be allowed to share public information. 

In the age of social media, the SEC has since revised Reg FD to include social 

prof iles as a standard vehicle for updates and press releases.  

This major change to Reg FD in 2013 

resulted when Netflix CEO Reed Hastings 

published on Facebook that viewers 

had exceeded one billion hours on 

the streaming platform. He had not 

informed investors and shareholders 

about the update with the standard 

Form 8-k, so they were unaware that he 

had posted to his Facebook timeline. 

The consequences of the post were 

astronomical, as Netflix’s stock increased 

f rom $70.45/share to $81.72 in a day.  

Companies and their teams must be very careful about compliance when 

building their prof iles, posting potentially sensitive information, and sharing 

perspectives about the industry. The SEC and FINRA provides guidelines for 

ensuring that employees and executives are not at odds with compliance.
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Compliance... Good News

Staying compliant with the SEC and FINRA is common sense for f inancial 

advisors. Anything you publish is in the public domain. Both regulatory agencies 

have issued formal guidance on how advisors can use social media. It is critical 

to review this guidance before you start using any social platforms. It will help 

determine what you can and cannot share, and when you need pre-approval 

f rom your f irm before posting.  

For instance, the SEC prohibits testimonials “because the testimonial may give 

rise to a f raudulent or deceptive implication, or mistaken inference, that the 

experience of the person giving the testimonial is typical of the experience of 

the adviser’s clients.” While there is no clear def inition of what constitutes a 

“testimonial” in the rule, it’s generally interpreted as any statement f rom a client 

about his or her experience with an advisor or endorsement of the advisor.  

The SEC does allow you to share a partial list of your clients, however, provided it 

only identif ies the clients and cannot be misconstrued as a testimonial. Likewise, 

articles by unbiased third parties about your performance can be shared on social 

media if they do not include a testimonial.  

FINRA, on the other hand, allows broker-dealers to share testimonials in certain 

circumstances contingent that proper disclosures are made with appropriate 

hyperlinks. FINRA also does not hold f irms or advisors accountable for third-

party comments on social media, provided the f irm or advisor does not adopt or 

respond with comments, such as by liking or sharing it. So, if a customer posts a 

comment about you on a social platform, FINRA says it’s f ine if you don’t interact 

with the comment in any way.  

FINRA also distinguishes between “static” and “interactive” content on social 

media. Static content, like your social media prof ile, falls under the umbrella of 

advertising. As such, it must be pre-approved before posting. Interactive content 

like real-time communication is considered correspondence, which means it can 

be reviewed after the fact.
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Conclusion
Today, nobody wants to be sold… including you. The days of dropping everything to take 

an unsolicited call are a thing of the past. Digital marketing and communications, often 

misperceived merely as tools to communicate with the masses, provide an effective 

way to engage and influence targeted investors without using intrusive, annoying, and 

unwelcomed sales efforts, typical of traditional distribution strategies.

Digitally enabled asset managers are already 

experiencing meaningful results, including:

a) Better qualified investor lead generation,

b) deeper client engagement,

c) higher asset retention rates, and

d) lower overall fund distribution costs.

Digital enablement has provided a 

runway for small to mid-sized asset 

managers to streamline operations, 

enhance investor engagement and 

compete headto-head with the 

biggest firms in the industry. The 

biggest challenge lies in determining 

the best path to data-driven digital.
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