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“O
ur crystal ball says…”



If only it were that easy! 
As financial marketers look to the coming year, most are 
wondering, “what’s next?” While no one can say for sure, 
our team of experts here at Denim Social are keeping a 
pulse on what’s new in digital marketing for financial
institutions. This guide will not only educate you on the
latest trends, but help you make the case for increased
investment in social selling and digital marketing strategies 
at your institution.

Surely every marketer has found frustration in the often 
slower-than-average pace of digital adoption and change
in the financial industry, but there can be benefits. Namely,
financial marketers can look to more forward industries 
(like consumer brands and tech), to see what’s catching on 
and evolving. Even if you’re not quite ready to dive-in, as 
new trends emerge, financial marketers can begin to lay
the groundwork with leaders for the future. 

Whether you’re in banking, mortgage, insurance or wealth 
management, we see a few key trends that every financial 
institution should begin preparing for.

But why change what’s working? 

If your institution hasn’t already come around to digital-
first marketing, let us put this gently – it’s time. In practice, 
this looks like moving marketing dollars from traditional 
media to social media centric digital strategies. Consumers 
in every age group are shifting to digital and it becomes 
more pronounced the younger the consumer. Younger 

generations are digital natives and their use of technology 
is rapidly increasing. In fact, about half of teens say they use 
the internet almost constantly, up from only about a quarter 
of teenagers who said the same less than 10 years ago. 

We get it, teens aren’t big revenue drivers for your institu-
tion… yet. Believe it or not, younger generation buyers now 
dominate the housing market, with Millennials representing 
43% of home buyers. Housing is only the tip of the iceberg 
with younger audiences too. A massive generational trans-
fer is underway as Baby Boomers age. Experts predict that 
$84 trillion will change hands in the next 25 years. 

All of this is to say, financial marketers need to be where 
their consumers are. Today, that means social media. Digital 
marketing and social media show no signs of slowing down, 
so financial institutions need to invest accordingly. 

As you consider your 2023 marketing plans, there are
five key trends the Denim Social team recommends keeping 
in mind.
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https://www.pewresearch.org/internet/2022/08/10/teens-social-media-and-technology-2022/
https://www.fa-mag.com/news/cerulli-anticipates--84t-wealth-transfer-over-quarter-century-66003.html


Growth of Short-Form Video
Content for Financial Services

Growth in short-form video is both changing what 
consumers watch and how they watch it. Even on other 
more traditional social media networks, attention spans are 
getting shorter. For example, short-form videos were just 
21% of YouTube views in Q2 2021, but jumped to a 
whopping 57% of views in Q2 2022. Social media users
are favoring videos in the 30 second to 1-minute range. 

Shorter attention spans mean that all marketers need to 
think about how they can make their content tighter and 
more snackable. 

Even if your institution isn’t ready to adopt TikTok, Denim 
Social can help you prepare for the future with platform 
features that allow you to post video and (coming soon!) 
tools to help resize content across networks. Our pre-
approved content libraries also house video, so as your 
team creates new content, it can be easily and compliantly 
distributed to social sellers. 

We get it, TikTok and short-form content can feel intimidat-
ing for regulated industries. Who’s got the time to figure out 
another social network and new way of creating content? 
The rise of short-form video doesn’t mean legacy channels 
or static content don’t work anymore. At Denim Social, 
we encourage financial institutions to keep doing what’s 
working in social media and look for ways to build on their 
strategies in the future. Short-form video and TikTok could 
be your next social media adventure, but don’t have to 
replace what you’re already doing.

This should come as no surprise to marketers-in-the-know, 
but TikTok is going wild. The addictive short-form video 
network is dominant and every social media network is 
trying to catch-up. From Instagram Reels to YouTube, all 
networks are prioritizing algorithm-driven, short-form video. 

The TikTok-ification of social media is important for a few 
reasons. First, it’s evolving what content consumers find 
interesting. We’re not saying that your team needs to learn 
the latest dance craze, but you should be thinking about 
how you can both educate and entertain with your content. 
Even financial content should be “edutainment” in today’s 
social media environment. 

Think no one’s interested? Think again: more than 
89% of TikTok users believe finance is an important 
topic and are actively trying to educate themselves, 
according to TikTok. 
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https://adage.com/article/datacenter/youtubes-short-form-video-growth-numbers/2426091
https://www.thedrum.com/news/2022/07/27/the-rise-edutainment-fintech-how-tiktok-accelerating-finance-literacy


The Rise of Financial Advice Influencers
Whether institutions like it or not, people are getting 
financial advice on social media. And it’s a trend that’s
unlikely to change – Generation Z are almost five times 
more likely to get financial advice from social media 
platforms than people aged 41 or over. While this may 
feel like a challenge for financial marketers, at Denim 
Social, we see it as a massive opportunity. 

In today’s social media landscape, influencers with no 
credibility are racking up likes and views sharing personal 
finance advice. Experts in banking, mortgage, insurance and 
wealth management have an opportunity to live up to their 
institutions’ missions by sharing well-informed knowledge 
on social media.

Social selling is just what it sounds like: using social
media to sell a product or service. Want to know more? 
Check out our latest guide. 

A social selling program can transform your qualified
experts into micro influencers within their local commu-
nities. Social selling leverages networks to build personal 
relationships, showcase thought leadership, engage with 
prospects, interact with existing customers, and ultimately 
build trust and rapport that will lead to sales.

By empowering your intermediaries, like loan officers and
financial advisors, to share on social media your institution 
can increase financial literacy and improve the lives (and 

As new financial advice influencers gain traction
online, it’s essential that financial institutions bring
their experts into the conversation. 

livelihoods) of customers and prospects alike with insights 
from qualified professionals. 

Social selling not only provides value to those who view 
your social content, it can build the reputation of your pro-
ducers. Almost 50% of investors say social media impacts 
whom they hire as a financial professional.

It may sound scary, but posting to social doesn’t have to be 
hard. Start by providing customized brand posts for your 
associates, add in industry content from there and then train 
them to create personalized, community content. Whether 
it’s a simple post or a selfie-style video, it doesn’t need to be 
fancy – it just needs to be authentic.

Your best asset for building business opportunities and
increasing financial literacy are your people. Social selling 
is a chance to build their influence, grow your brand, and 
educate your community.
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https://www.weforum.org/agenda/2022/08/finfluencer-gen-z-financial-advice/
https://www.weforum.org/agenda/2022/08/finfluencer-gen-z-financial-advice/
https://www.denimsocial.com/content/how-to-launch-a-social-selling-program-for-a-financial-institution
https://www.fa-mag.com/news/more-investors-are-vetting-their-financial-advisors-on-social-media-62762.html
https://www.fa-mag.com/news/more-investors-are-vetting-their-financial-advisors-on-social-media-62762.html


Increase in Personal Content and More 
Authenticity on Professional Channels

As more and more institutions adopt social selling strategies
that put their people front and center, we’re seeing an 
increase in personal content. User-generated content is
at the heart of a good social selling strategy because it is 
authentic. But with authenticity also comes risk for financial 
institutions. 

The pandemic can be credited for breaking down walls 
between the personal and professional in so many ways – 
and social media is no exception. As the lines between work 
and life blur, people are sharing more of themselves online. 
Even strictly professional social networks, like LinkedIn,
are offering tools to help people be more transparent. For 
example, users can now list career gaps like sabbaticals
or caregiving in their career histories. 

However, when a drive for more professional openness is 
combined with an increasingly polarized political dialogue, 
there is understandable concern for financial institutions.
In an environment where LinkedIn feels compelled to debut

a “no politics” button, marketing teams should be acutely 
aware that one misguided social media post from an associ-
ate can turn away prospects or draw the ire of regulators.

This risk certainly does not outweigh the social media re-
ward and the right tools can help ensure your team of social 
sellers avoid missteps. To start, Denim Social recommends 
all institutions take a fresh look at their social media policy 
both in the context of today’s social media environment and 
as they activate a social selling program. Our platform also 
allows for post reviews and approvals, ensuring posts are 
never made public without sign-off. Additional compliance 
tools, like keyword flags, can also ensure regulatory 
compliance. 

So while social sellers may be professionals first on their 
social media pages, they should still embrace personal, 
authentic content to build trust with followers. The right 
tools can keep your brand protected in the process.
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https://www.searchenginejournal.com/linkedin-adds-new-profile-features-to-address-career-gaps/402446/#close
https://www.linkedin.com/help/linkedin/answer/134715
https://www.denimsocial.com/content/social-media-compliance-check-up


Enhanced Marketing Automation Connections
As institutions build out bigger social selling programs 
that include both paid and organic strategies, scale is always 
a challenge. Smart marketers are looking to increase mar-
keting automations to help them effectively and efficiently 
manage digital marketing strategies. In fact, 63% of market-
ers plan to increase their marketing automation budgets. 

Digitization is meeting customer’s needs in areas ripe for 
automation, but it’s also replacing some of the more mundane
tasks that financial professionals have traditionally handled. 
Agents and advisors don’t need to sit at their desks to sign 
papers anymore, but they do need to promptly answer their 
social media direct messages. This is all part of meeting 
customers’ changing needs.

Similarly, for marketers, automation can reduce manual 
processes and make connections at a scale no human team 
could reasonably handle. When it comes to social media, 
we’re seeing technology create pathways at every step 
from social post to conversion. For instance, the Denim 
Social platform can help a social seller create a post with 
a call-to-action linking to a customized landing page that 
triggers CRM activity. These automations transform social 
media from a brand builder to a conversion machine. 

As more and more marketing automation technology comes 
online, financial marketers have the opportunity to create 
increasingly personalized strategies at a scale previously 
unimaginable.

Mortgage Pros: Did you know that Denim Social
integrates with Total Expert, Insellerate and SureFire? 
Connect with our team to learn more. 
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https://www.invespcro.com/blog/marketing-automation/
http://www.denimsocial.com/demo


Social Media as Search Engine
Social media has long been viewed as an excellent 
brand-building tool, but today, financial institutions need to 
consider the value of social profiles for search discoverability. 
Increasingly audiences – especially younger ones – are using 
social media as a search engine. Recent Google research 
shows that nearly 40% of Gen Z prefers using TikTok and 
Instagram for search over Google.

While this may be driven by younger users for now, our 
team at Denim Social sees this is a major shift in online 
behavior. It means that financial institutions must continually 
build on their social strategies so that they can be discover-
able and relevant in the future. Yes, this can seem daunting 
for smaller institutions competing with big budget brands, 
but it’s really just another opportunity to stand out and 
show audiences what makes your institution unique.

Social networks continue to show algorithmic preference for 
individuals vs. brands. This means institutions must begin 
adopting social selling strategies that put their associates 
front and center on social media. If you’re testing a strategy 
now, great, but make plans to continue expanding in the 
future. More of your people on social media will make your 
brand more discoverable. 

A shift to search-driven social behavior also elevates the 
importance of social media advertising. In the future, we see 
social media advertising being as (if not more) important 
than Google Ads to acquire new customers. It’s about meet-
ing people where they are – on social media. 

Tools, like those offered in the Denim Social platform, can 
help your institution launch and scale social selling programs 
that fully integrate both organic and paid, maximizing your 
brand’s reach, discoverability and relevance.

What will social media look like in 2025? 
It’s tough to say, but social networks continue to invest in 
the coming era of the Metaverse and web 3.0, meaning
that having a strong digital presence is going to be more 
essential than ever. This convergence of social media and 
real life is exciting for financial services industries as it offers 
an authentic extension of what industry pros already do 
best – build relationships.
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https://techcrunch.com/2022/07/12/google-exec-suggests-instagram-and-tiktok-are-eating-into-googles-core-products-search-and-maps/?guccounter=2


What Does Your Future Hold? 
The future of social media for financial institutions is bright 
and marketers who continue to advocate for increased 
social resources will reap the rewards. Whether you’re 
launching a social selling program or building your marketing 
automations, thinking long-term will help your team build 
toward a more connected and successful future.

Remember this: You don’t have to be ready to dive into the 
next big thing right now, but it’s important to stay current 
with the social media trends of today so that you don’t get 
left behind tomorrow. 

If you’re feeling overwhelmed, know that you 
don’t have to go it alone! Denim Social offers
tools and a team of experts who can help.

Request a demo today to learn more.
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https://www.denimsocial.com/demo


Denim Social is a Software As A Service (SaaS) provider that powers social
selling programs. Our platform helps brands empower their producers to compliantly
communicate, share, and sell on their social channels of choice. Denim Social partners
with forward-thinking marketing teams in regulated industries including banking, mortgage,
insurance and wealth management. Our social selling platform is used by corporate level 
admins and local producers to amplify brand messaging and power sales on social media.

Elevating the Way
People Connect and
Sell on Social Media

Book a Demo Streamlining Social
Selling for Annie Mac

How To Launch a 
Social Selling Program

for a Financial Institution

https://www.denimsocial.com/demo
https://www.denimsocial.com/content/a-case-study-streamlining-social-selling-at-scale-for-anniemac
https://www.denimsocial.com/content/a-case-study-streamlining-social-selling-at-scale-for-anniemac
https://www.denimsocial.com/content/how-to-launch-a-social-selling-program-for-a-financial-institution
https://www.denimsocial.com/content/how-to-launch-a-social-selling-program-for-a-financial-institution
https://www.denimsocial.com/content/how-to-launch-a-social-selling-program-for-a-financial-institution

