
Seriously Social: 
Actionable tips and case studies 

from leading advisers
In conjunction with the FS SMILEYS award 

May 2014



Case Study 1:
The power of video

But even putting SEO considerations aside, the use of video 
has many benefits, and can help drive improved client 
engagement, understanding and even improve operational 
efficiency.

One adviser who makes widespread use of video across her 
business is 2013 AFA Adviser of the Year, Jenny Brown. In 
fact she estimates she has probably produced around 300 
videos in a 12 month period.

And if that leads you to conclude that Jenny must have 
a multi-million dollar marketing budget, and lots of time 
on her hands, you are probably missing the point about 
just how easy, quick and inexpensive video production can 
actually be.

The power of video is undeniable, with research1 showing video content is up to 50 times more likely 
to end up on page one of a Google search than a text version of the same content.

1.  Source; Forbes Magazine, Get To Page One In Google And Showcase Your Brand
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Equipment needed to produce your own videos

Most laptops and desktop computers come with an in-
built webcam, meaning you can simply sit in front of your 
computer, press record, and away you go. 

Similarly most smartphones and tablets come equipped 
with impressive cameras (and microphones) these days, 
and in all likelihood your videos will be viewed on a mobile 
device also, meaning hollywood production values are 
neither necessary nor appreciated.

If you want to step up the quality, you can buy yourself 
a camera, either a dedicated video camera or – for more 
versatility – a digital SLR which allows you to take still 
photos plus also allows you to try different lenses for 
different situations.

Jenny bought a Sony camera for her business, spending 
$1,000 on the camera, three lenses and a tripod (essential 
for keeping the camera steady).

Other things to consider when you record include:

• 	Sound – choose a quiet environment; in—built
microphones are usually super sensitive and you don’t
want extra noise distracting viewers. Also try and
choose a smallish room to minimise echoes;

• 	Lighting – choose a room which is well lit. Experiment
with different positions and don’t be afraid to bring in
your own lamp. You can even buy lights and tripods on
ebay for around $60!

• 	Backdrop – your viewers will see what’s over your
shoulder, so make it plain, simple and professional. If
you do a lot of videos think about investing in a pull-up
media banner with your name and logo all over it (as
seen at media conferences).

• 	Autocue or visual prompts – if you have a lot of
information to remember think about writing some
bullets or even a simple script and have it visible in line
with the camera (so the viewers can’t see what you
are reading). There are also a variety of apps available
including the $15 teleprompt+ app for iPad which
allows you to roll the script through at your own pace
and even includes countdown clock.

Editing your video

Most laptops come with basic video editing software – for 
example iMovie – and you can even do some basic editing 
via YouTube once you have loaded your content up. But 
even if your computer doesn’t currently have an editing 
package, don’t worry, there is wide range of inexpensive 
options to choose from.

One of Jenny Brown’s favourites is Camtasia. Costing 
just $99, Camtasia offers basic editing ability, along 
with some very powerful extras including:

•  A powerful screen recorder to capture anything on
your screen; and

• 	The ability to produce interactive videos with clickable
links, tables of contents, search, and more;

• 	Inbuilt themes, animated backgrounds, graphics,
callouts, and more.

Loading your content up

The main platform advisers use to load video content is 
YouTube – owned by Google – which is the second largest 
search engine in the world.

Loading videos on YouTube is easy and free, and can even 
be done direct from your mobile device. You can set up 
your own channel which means all your content is in the 
one place, and YouTube can host even quite long videos 
these days (although its recommended you keep your 
content short, around 3 minutes or less is ideal to hold 
audience attention).

With YouTube you have a number of options to protect the 
privacy of your video, ranging from public (where anyone 
can search and view your content), to unlisted (where only 
those with a link can access) and private, where only those 
people you register can watch the content. This makes it 
possible to send personalised content to customers without 
the fear that it will be visible all over the internet!

An alternative service is Vimeo, a favourite with artists and 
filmmakers. Vimeo is less cluttered and doesn’t feature 
advertising but it only gets a tenth of the traffic, so is not as 
powerful as YouTube if your aim is to get your content to 
as many people as possible. Vimeo also offers a password 
protected option.

When it comes to producing videos you have 
a range of options at your disposal.



4

2:17 / 3:04

This video was part of a seven part series dealing with 
SMSF issues. It was outsourced to fiverr.com and the entire 
series cost around $200 to make!

Videos in action

Every Monday a member of her team sits in front of 
their webcam and fires off a three minute summary of 
investment market activity from the week before.

Jenny is an SMSF specialist and produces – using her own 
camera – videos on tax and other SMSF related topics.

Camtasia has been used to produce educational videos  - 
for example how does life insurance underwriting work? 
And what is a Fee Disclosure Statement is and how to 
read it.

She also produces a range of fun personalised videos 
(using external templates from services such as fiverr.com) 
for customer’s birthdays.

And she also uses professionals with her ‘flagship’ 
content, such as the ‘why’ video for each team member, 
and her welcome video which gets sent to every new JBS 

customer. And professional doesn’t exclude fun either; 
her latest investment is a professionally produced video 
all about the JBS ‘gang’ which helps give customers and 
prospects an insight into what makes Jenny and her team 
tick.

To check out Jenny’s video content, just Google 
‘JBS financial strategists’ and take a look!

For more case studies in video, see Zurich’s Social Media 
Case Study Collection, available from your Zurich BDM.

Jenny Brown – principal of JBS Financial Strategists and AFA Adviser of the Year – produces around 300 
videos a year and uses a wide range of platforms and production techniques.

SMSF Tax Return - Introduction

Find out more
Google: JBS
Financial Strategists
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0:21 / 1:01

The JBS team set up a footy tipping comp for clients and 
created a short video with instructions on how to enter, 
using Camtasia to capture screenshots.

The Monday markets video is recorded by a member of 
the JBS team every Monday using a webcam.

0:02 / 0:44

Monday Markets - 11th March 2014

JBS Financial Footy Tipping Competition 2014
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Case Study 2:
Creative blogging

In reality those advisers already using more ‘traditional’ 
channels such as newsletters, emails and opinion pieces 
already have the cornerstone of a blog in place.

A simple way of thinking about a blog is that it is an 
online place where you can publish or ‘post’ content. 
Ideally that content should establish your voice and your 
expertise. Ideally it should interweave factual content 
with your own personal views, because that’s really what 
people are interested in.

That content can be written, audio (such as podcasts) and 
audiovisual (such as video).

A well maintained and updated blog will:

1. Help you get found online

2.  Ensure you have a steady stream of content to share
through other social media channels (eg twitter,
LinkedIn)

3.  Give your followers content they can also share with
their followers (thus ‘amplifying the power of your
message’)

4.  Provide a platform to promote
yourself

5.  Forces you have clarity around
your position on a specific issue
(as it will be on show to the
world!)

A blog can be hosted on your own 
site, or through one 
of the many free specialist blogging 
platforms (such as Wordpress and 
blogger).

Many advisers are now making 
blogs a central part of their 
customer communication and 
search engine optimisation 
strategies. Creatively we see many 
different approaches to adviser 
blogs, and from the 2013 Smileys 
award we have selected three 
examples which represent three 
quite diverse approaches to content 
generation.

The Seinfeld approach – based on observations 
of everyday life

Naomi Rosenthal of Tudor InvestAssure hosts a blog 
on her own website, and often seeks inspiration from 
everyday life to flavour her regular posts. A brief look at 
some of her recent content included her observations 
from a rugby game she attended, which she was able to 
turn into a story about the rules of investing (including the 
importance of good defence, a diversified team, a game 
plan that everyone understands, and a long term view). 

She also turned her love of daffodils into a post about 
cancer awareness and a well known fable about the ant 
and the grasshopper which was related to the importance 
of advice and protecting against the ‘winter’.

Blogs – short for ‘web logs’ – are an important part of the social media ecosystem, yet they are 
often misunderstood and as a result underutilised.

Find out more
Google: Tudor
InvestAssure
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The interactive approach

SMSF expert Andrew Heaven of WealthPartners Financial 
Solutions already generates a lot of content through more 
traditional channels, regularly contributing to newspaper 
columns and tv shows about personal finance.

His blog is an integral part of the WealthPartners website 
and Andrew has a novel approach which not only helps 
ensure engagement with the clients, prospects and 
referral partners who read his blog but also ensures he is 
never short of ideas for content.

The secret? He actually makes the reader the star of the 
show by running his blog as a forum where he answers 
questions posed by readers. He even makes it easy for 
readers to pose these questions through an online form.

As well as providing inspiration for content, this 
mechanism allows him to reinforce his special area of 
expertise as he can select which questions he chooses to 
answer, and when and how.

Find out more
Google: WealthPartners
Financial Solutions
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The personal approach

One of his tricks is to take his iPad with him wherever he 
goes, including when he takes his children to swimming 
lessons. As well as allowing him to catch up on emails and 
read the odd book or article, he is also able to write and 
upload blog posts there and then!

Dave is also a keen cyclist and snowboarder and indeed 
his sporting exploits – and those of others – have proved 
fertile territory when he has been seeking inspiration. 
He has even been able to turn a negative into a positive, 
using a video about his own snowboarding injury (he 
broke his wrist which needed surgery) to reinforce the 
value of life insurance.

On a more serious note, a story David posted about a 
cyclist who suffered a major spinal cord injury – again 
reinforcing the value of life insurance – proved to be his 
most popular post in almost two years, and has even 
led to an invitation from a magazine targeting cycling 
executives to do a profile on him.

Like most advisers, Dave Rae of Beames and Associates in Canberra is very busy, and finding time to 
think of content ideas – let alone post them – can be very challenging.

Find out more
Google: Dave Rae
Smart Money Choices
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Case Study 3:
Documenting your approach to Social Media

Issues such as content generation, responding to posts, 
content scheduling, activity monitoring and compliance 
all require consideration and all can benefit from a 
documented set of guidelines, sometimes referred to as a 
social media policy.

A quick browse online will reveal a variety of suggestions 
around what such a policy should contain, and even 
templates you can use for your own business. Typically a 
policy would include guidance and protocols around:

1.  Overall policy – whether or not you are supportive of
staff using social media

2. Who is covered by policy and what platforms

3.  Rules around talking on behalf of the business and
identifying oneself

4. Designated spokespeople

5.  Protocols around responding to posts (eg turnaround
times)

6.  Content – what type of business content should be
share and what sort of personal content discouraged

7.  Specifics around individual platforms (when to use,
type of content etc)

8. Governance/signoff processes

9. How does it relate to the business strategy

10. Use of logos, copyright issues etc

11. Monitoring procedures and criteria

12. Recourse where Breaches policy is breached

13. Crisis management procedures

One adviser who has taken steps to formalise his business 
approach to social media is Dean Johnson, a partner 
in Hobart chartered accounting firm Wise Lord and 
Ferguson.

Building on the progress the firm has made in the use 
of social media, Dean oversaw the establishment of a 
social media committee, comprising some of the younger 
members of the business.

This group was responsible for:

• 	Implementation of an internal policy governing the
appropriate usage of social media across the firm

• 	Restructuring of the firm’s website to improve user
experience, average time on site and greater enquiry
rates

• 	Formalising and increasing access the broader staff
group had to social platforms

• 	Establishment of a regular posting schedule, and
allocation of content responsibilities to different
committee members. This schedule sees an allocated
topic per day:

 Monday – entrepreneurship

 Tuesday – accounting/finance

 Wednesday – technology and gadgets

 Thursday – real estate

 Friday – retail/Friday fun

•  Establishing and implementing engagement processes
to enable interaction with existing and prospective
clients via twitter and facebook

 Liking of online profiles of clients and prospects

  Adding share logos on stationery and office
signage

 Overseeing ongoing content production

 	Educating other staff members around social
media

Like any communications and business strategy, using social media effectively requires 
a systematic approach.

Another way it’s important to systematise 
your approach is in integrating your social 
media activity into your broader 
marketing, PR and business plans.

Find out more
Google: iGen Wealth
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Case Study 4:
The power of the hashtag 

From humble beginnings the # has actually become a very 
powerful tool to help engage your target audience and 
drive awareness of you and your business.

Originated by the creators of twitter in 2007 - as a way of 
creating groups – the # is now used across several social 
platforms including facebook and instagram.

By putting a # symbol in front of a keyword or phrases, 
your content becomes accessible to everyone with an 
interest in that topic (or conversation), regardless of 
whether they follow you or not. This can be useful for 
both permanent/recurring topics (eg #auspol = Australian 
politics, #ausbiz = Australian business) as well as breaking 
news items or one off events (eg #MBFWA = Mercedes 
Benz Fashion Week Australia or #superbowl). The AFL 
and NRL even publish hashtags for each weekly round of 
fixtures so you can follow a game via social media posts.

Hashtags appear as clickable links on posts; clicking on 
them takes you through to the entire ‘conversation’ 
featuring every post tagged with that hashtag.

Because the use of a hashtag makes your posts visible 
to anyone with the same interests, the right hashtag can 
greatly increase the reach of your social media posts to 
thousands of potential followers or customers.

Creating a hashtag

All you need is a keyword or phrase – ideally unique, 
memorable or both – preceded by the # symbol.

Don’t use spaces and keep it short, especially on twitter 
where you are limited to 140 characters.

You can use multiple hashtags but don’t overdo it (2 or 3 
maximum on twitter is considered the rule of thumb).

It doesn’t matter where in your post you put the hashtag. 
Some people use them at the end of a post, some at 
the beginning and some cleverly weave them into the 
content.

Three types of hashtags that can help your business:

1.  Content hashtags – relate to a specific product
or service offering you want to promote and which
people may be searching for (eg #financialadvice,
#estateplanning).

2.  Trending hashags – leverage the power of trending
conversations popular with thousands of people
– for example #eofy (end of financial year) is a
popular hashtag each year and is ideal to engage in 
conversations – and promote your services – relevant 
to that time of year. Similarly #xmas could be a great 
way to tag advice around debt management, credit 
card usage etc. 

3.  Brand hashtags – using your own specific hashtag
helps ensure no-one else ‘hi-jacks’ your conversation,
but has the downside of limiting the audience for
that conversation. Some brands incentivise people to
use their hashtags, for example by offering exclusive
content or chances to win prizes. An example of a
brand hashtag might include your company slogan or
philosophy, such as Jenny Brown’s (AFA Adviser of the
Year) trademarked slogan #createprotectenjoy.

Don’t use spaces and keep it short, 
especially on twitter where you are 
limited to 140 characters.

One of the most misunderstood – and even maligned – social media ‘devices’ is the hashtag (the # 
symbol, sometimes referred to as the ‘pound sign’).
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Hashtags in action

Tim Mackay, principal of Quantum Financial, 

uses social media to drive his positioning as 

an expert in SMSFs. To help make his content 

more visible to all social media users 

interested in SMSFs, Tim adds #SMSF to all 

his posts on this topic, instantly adding 

his content to the entire ongoing SMSF 

‘conversation’.

Find out more
Google: Quantum Financial
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Other resources in the Zurich social collection

1. Case studies from Smileys award winners
- Selection of case studies from finalists in the FS Smileys Awards 

for adviser excellence in social media.

2. Social Media Content guide
- a ‘how to’ guide on creating content

3. Social Media Spring Clean video
- Quick and easy tips to tidy up your social media presence.

And don’t forget our popular and CPD certified social media bootcamps.

Ask your Zurich BDM for more details.




