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Why is TD Ameritrade Institutional making 
this information available to you?

At TD Ameritrade Institutional we are committed to helping Advisors be 
successful. We continually look for ways to bring thought leadership and best 
practices ideas to you in order to support your business growth and success.  
We know how hard you work, and that sometimes it can be difficult to navigate 
some of the complexities in your business. Although the information included 
in this document isn’t tailored to the circumstances of a particular Advisor, 
we hope you find it educational, informative, and that it will help you identify 
opportunities in your business.

How should I use this information?

TD Ameritrade intends for this information to provide a general overview 
about the topics covered and to help you identify opportunities in your 
practice and important issues you should consider in developing a marketing 
strategy. Because TD Ameritrade Institutional does not provide legal, tax, 
or compliance advice, this information is not intended to be relied upon as 
such. While TD Ameritrade Institutional hopes that you find this information 
educational and thought-provoking, you need to determine whether the 
information is appropriate and applicable to you and your firm. You should 
consult with attorneys or compliance experts that understand your particular 
circumstances before utilizing any of the ideas presented here in your practice.
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There’s only one of you, 

and you might be serving 

hundreds of clients. How 

do you stay in touch? By 

having a presence on 

the social media they 

use, you can consistently 

communicate your 

value to both clients and 

prospects in a scalable, 

efficient, and ongoing way.

It might seem daunting or 

even unnecessary, but it’s 

neither—for a small initial 

time investment and a few 

hours a week for ongoing 

maintenance, you’ll open 

up new ways to engage 

with your audiences.
As a financial services professional, your use of social media is regulated by relevant laws, 
rules, regulations, and any relevant policies and procedures of your firm. You are encouraged 
to consult with your compliance and legal counsel if you have any questions about 
participating in social media activity.
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Here are a few ideas to help 
you build and grow your social 
presence

% of U.S. adults  
who are users1

Facebook®
Most popular social networking site among 
adults; originally intended for personal use, 
businesses have adopted it as a way to 
increase brand reach

LinkedIn®
Social platform for professional connections

Twitter®
News ticker-style updates from your 
curated list of accounts to follow, with a 
280-character count maximum

Instagram®
Photo-sharing platform that’s used primarily 
on mobile

YouTube®
A video platform that allows users to post 
content and comment on others’ content

 1 Pew Research Center, Social Media Usage in the U.S. in 2019.
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Align your social presence  
with your business goals

Have a plan before you begin creating social profiles or posting on various 
channels. Are you looking to expand your network of centers of influence? 
LinkedIn is a professional social networking platform and might be a great 
place to start. Want to share commentary about investment and market  
news? Try Twitter for real-time conversations. If you’re looking for a place to 
share some of the great things you’ve done for your community or clients, 
Facebook offers more personal connections.

Four considerations for brand-new social profiles
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Picture

Use either your firm’s logo or your 
professional headshot

Short bio

Give a one-sentence version of your 
value proposition, the story you tell to 
differentiate your business

Contact information

Website, phone, and/or email

Location

You don’t need to include your physical 
address, but letting people know your 
city and state up front is a good idea

Most networks will walk you through adding these components when you create your profile, 
but resist the urge to hit “skip”—complete all the necessary steps to help establish your presence 
out of the gate.

Maintain an authentic voice
Your firm’s personality should shine in your social presence. There’s no need to develop a 
persona just for social that doesn’t sound like you. It should be a natural extension of the way you 
communicate with clients on a daily basis. 
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The changing  
social audience

Develop meaningful content
When faced with an empty stage where you feel you’re expected to 
share your most profound advice, you might feel flummoxed. Remember 
this: The information you offer each day is content. Here are a few ideas 
to get you started.

• Share company updates. Have you recently moved offices, 
welcomed a new Advisor, or gotten coverage in local media? Don’t 
forget to post it to your social networks. (Adding a picture or link 
makes content even stickier.)

• Comment on industry news. If you have a unique point of view 
or advice on current events in the market, create a social post that 
adds value to the conversation.

• Provide links to helpful resources. Share news stories, sites, or 
information your clients might find useful. And don’t always push 
your own content—offering credible third-party links can be just as 
valuable.

• Rely on your team. Brainstorm with your employees about what 
to say. Invite them to author guest posts.

• Look at trends. Do you find that new clients always ask the same 
five questions when they’re getting started with you? Create 
a quick video or post to answer them ahead of time. If there is 
information you can provide that may anticipate your audience’s 
needs, they could find value in what you post—and you could save 
time by providing that information up front. 

• Become a thought leader. Do you have specific knowledge, or do 
you work in a niche market? Leverage that for your social persona. 
You could become the “go-to” figure on multiple platforms for 
individuals looking for guidance in your specialty.
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69%

68%

53%

of adults in the U.S. 
are on Facebook.2

of online adults age 
50–64 use Facebook.2

of adults 65 and older 
own a smartphone.3

2 Pew Research Center, Social Media 
Usage in the U.S. in 2019.

3 Pew Research Center, Mobile Fact 
Sheet, June 12, 2019.
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Remember that social  
communication is two-way

Don’t feel like you’re not benefiting from social media just because you aren’t 
always posting or getting engagement from prospective clients. Being on 
social media can be a valuable way to get updates on your clients’ lives. Maybe 
they’ve recently had a baby, bought a new home, or experienced the death of a 
loved one—but haven’t thought to expressly share the news with you.

Keeping track of these milestones via social media allows you to offer timely congratulations or 
condolences—and down the road, these events may mean that your client’s financial planning needs 
could change.

And, remember it’s a conversation. People may add comments or questions to something you’ve 
posted—answer and engage! Drive them to your services, encourage them to connect in person, 
or simply say “thanks”—this might help you enhance your relationships through your social 
communication.

Learn from experimentation

You might not nail it immediately, and that’s okay. Use each platform’s provided 
analytics tools to zero in on posts that have performed well (indicated by 
engagement numbers, like how many people shared, liked, or commented on 
your content), and look for trends among them. You won’t be able to replicate 
success every time, but over time you might be able to figure out what 
resonates with your audiences—and post more content like it.
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A few social don’ts…

 
Don’t use canned content
There are plenty of vendors who offer prepackaged content you can quickly customize and post as 
your own. But that’s not your voice—or your point of view. By posting just for the sake of posting, 
you’re not offering your audience anything valuable, differentiating, or authentically you.

Don’t make yourself hard to find
Investing time and resources into creating great social profiles will be a lost cause if you don’t make it 
known that those profiles exist. Link to your social media pages from your website and include them 
in your email signature. And, include a link on those social profiles back to your site.

Don’t be on social just to check a box
Creating profiles and letting them lie fallow is a bad social strategy. If you’re serious about being on 
social media, you’ll need to spend some time curating and maintaining your presence on the sites 
you’ve chosen to use. Do it with a purpose, not just because you think it’s what you’re supposed to do.

Even if you don’t use social media personally, your clients—both 
today’s and tomorrow’s—probably do. Spend some time to build a 
presence on the sites they use to grow and maintain relationships. 
It could be a win for your clients, your brand, and your business.

https://www.finra.org
https://www.sipc.org

