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Introduction 

•FS Club and Value Partners are developing a joint piece of research initiative on social media 

 

•The report would be 30-50 pages long with detailed content regarding the role that social 

media may play in the strategies of financial institutions 

 

•The report is currently a work in progress 

 

•This would be in the form of a report, which could be marketed at numerous events and/or 

through the FS Club Network 

- Looking for a sponsor to jointly take the research to market  
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Social media is an hot topic. It continues to gain momentum, banks are 
getting to grip with it but have yet to master it 
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Preliminary research indicates that financial institutions are 
generally using social media in one of six ways 
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But ability and demand constraints mean that the perceived 
benefits of social media involvement are largely unrealised 
in the context of serious constraints and threats 

Ability 

constraints 

• The regulations with which financial services have to comply makes experimental  initiatives in social media a 

potentially dangerous action to contemplate  

 

• A lack of resources in the current economic climate makes many firms unwilling to invest in a social media strategy, 

especially give the long term nature of any potential ROI – this ROI may also be difficult to prove categorically given 

the lack of hard revenue data attributable to social media initiatives 

 

• In addition, social media channels must be closely, and constantly, monitored to ensure the protection of customers 

and the maintenance of brand integrity. This may require additional employee training programmes and the prudent 

selection of third-party vendors 

• Most consumers are not interested in discussing financial issues, interests and practices in the public domain – 

challenging for financial service providers hoping to generate positive ‘buzz’ around their brand through a social 

media presence 

 

• According to a recent survey carried out by BT aimed at tracking consumer attitudes towards customer services and 

technology in retail banking, the vast majority of people do not consider engaging or sharing information with banks 

via social media channels a priority, mainly citing concerns around security 

 

Demand 

constraints 

Threats • Involvement in social media carries the security risk of personal details being made available in the public domain 

 

• There is also indirect risk in terms of reputation etc. since social media provides a platform on which financial 

institutions can be embarrassed, criticised and threatened   
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This topic is to be investigated To research and highlight the 
challenges and opportunities faced by financial services in social 
media, we have developed a white paper focussed on this topic 

The objective of this white paper will be to take a holistic view on the engagement of financial institutions with social 

media to date, and the opportunities and challenges such engagement present for the financial services industry 

Contents (draft) 
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