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We read every public post these firms made from 27
Jul to 25 Oct 2026 (90 days), 10,418 in all, and
checked each firm's pages, website and Google
listing in October 2026. Every firm has at least one
adviser on the ASIC register and a working website.
No firm is named.

PLATFORMS WE MEASURED n n . -

Il Under1in 4 posted

CA

Most didn't post



FOREWORD

A note from Allan

Here's why we built this. I've spent 13 years in this industry, and aimost every firm owner | talk to says the
same thing about social media. You post something you worked hard on, a few people like it, and you've
got no idea if it did anything.

So we stopped guessing and measured it. We checked 3,197 Australian advice firms, every
one with a current ASIC adviser and a working website. We looked at every public page of
theirs we could find, linked from their website or not, and every post on those pages in the
90 days to 25 October 2026. No firm is named.

The news is good. Most firms are quiet, so the bar is low. Posts about your people get far
more response than anything else. And most of what works costs nothing.

Have a read, pick 1 or 2 things, and give it a crack this month.

Allan Whatmore
Founder, Growth Studio Agency
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Words we use

This report uses a few social media words. Here is what each one means. Every number in the report uses these
meanings.

Firms we checked

The 3,197 Australian financial advice firms in this report. Each one has at least one
adviser on the ASIC register (the government's public list of licensed financial advisers)
and a working website.



Page

A firm's own account on Facebook, Instagram or LinkedIn. We count a page if the firm's
website links to it, or if we found it by searching and the page itself shows the firm's
web address or phone number.

Follower

A person who has chosen to see a page's posts when they open Facebook, Instagram
or LinkedIn.

Post

Anything a page puts up for people to see: a photo, a video or a written update.

Reactions

Likes and the other one-tap responses (such as love or wow) on a post. They are the
quickest public sign that people noticed a post. Comments and shares are counted
separately, and the report says so when it uses them.

Posted last month

Posted at least once in the 30 days to 25 Oct 2026. A firm that did is “active”. A firm that
didn't is “quiet”.

Typical

The one in the middle. Line every firm up from lowest to highest: the typical firm is the
one in the middle, so half are above it and half are below. One very big firm can't pull it
up the way it would pull up an average.

Post types

We sorted every post into a type. Team posts are about the firm's people, such as staff
photos and team news. Firm news covers milestones, awards and office news.
Education posts give tips or explain money topics. Sales posts make an offer or invite
people to book.

Google listing

The box with a business's map pin, opening hours and reviews that shows up when you
search for it on Google. Google calls it a Business Profile.



Licensee and self-licensed

Every financial adviser works under a financial services licence. The licensee is the
company that holds that licence. A self-licensed firm holds its own.

“8in10"

We round most shares to “X in 10" so they are easy to picture. The exact percentage sits
next to it once, in brackets: for example, 8 in 10 (82.3%).

Small group

A number based on fewer than 100 firms, pages or posts. Treat it as a rough guide.
Anything based on fewer than 30 is left out.

Same-page comparison

To be fair to small pages, many findings compare two kinds of post on the same page,
such as team posts against education posts. We take the typical post of each kind and
see which got more reactions. Some come out even, so “did better” and "“did worse"
don't add up to 100%.



WHEN THE DATA IS FROM

Posts: every public post from 27 Jul to 25 Oct 2026 (90 days).

“"Last month": the 30 days to 25 Oct 2026.

Followers, Google listings, and Facebook and Instagram ads: checked on 26 Oct 2026.
Firm websites: read 26 to 28 Oct 2026.

New Google reviews and Google ads: the 12 months to 26 Oct 2026.

YouTube uploads: the 90 days and the 12 months to 26 Oct 2026.

Advisers' own Linkedln posts: 10 Sep to 10 Oct 2026.

The ASIC register of advisers: as it stood on 10 Oct 2026.

Which pages each website links to: checked 14 to 28 Oct 2026.

Whether those Facebook links still open: checked 25 to 28 Oct 2026.

Each finding also gives its own dates, in the line under its picture.
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The report in 12 numbers

Most advice firms have a social media page. But about 2 in 3 of those firms hadn't posted on it in the last month.
The posts that get the most response are about the firm's people. So it doesn't take much to stand out.
WHO IS IN THE STUDY

We checked 3,197 Australian advice firms. Each one has at least one adviser on the ASIC
register and a working website. In this report we call them the firms we checked.

Two numbers come up a lot, and they count slightly different groups:

Fewer than 1in 4 posted last month (23.3%). This counts 3,107 firms: every firm we checked,
including firms with no page at all, except 90 firms whose pages wouldn't open, so we couldn't tell
if they posted.

About 2 in 3 hadn't posted in a month (65.7%). This counts only the 2,109 firms that have a page
we could open.

Every finding says which firms it counts.

How to read the pictures: [l Bronze = the side that does better, or the opportunity
Grey = the quieter side A logo shows which platform a number is about

Icons are rounded to whole icons. The exact number is written under each picture.

£ AGNin|
2in3
hadn't posted in a month

About 2 in 3 firms with a social media
page (65.7%) hadn't posted on it in the 30
days to 25 Oct 2026.

Counted: 2,109 firms we checked that have a Facebook,
Instagram or LinkedIn page we could open.

® 60 m
Under1in4

posted last month

Fewer than 1in 4 firms (23.3%) posted on
a Facebook, Instagram or LinkedIn page in
the 30 days to 25 Oct 2026.

Counted: 723 of 3,107 firms we checked. Firms with no
page count as not posting. 90 firms whose pages
wouldn't open are left out.



Facebook links go nowhere
About 1in 8 firms (12.3%) whose website
links to Facebook link to a page that didn't

open. It may be deleted, renamed or
blocked to the public.

Counted: 165 of the 1,341 firms whose website links to a
Facebook page. Links checked 25 to 28 Oct 2026.

6
170

followers on a typical Facebook page

Half of firm Facebook pages have fewer
followers than this. 8 in 10 have fewer than
500, so a small page is hormal.

Counted: 1,409 firms whose Facebook page showed a
follower count. Followers counted on 26 Oct 2026.

6O0Mm
9in10

pages: team posts did better

On 9 in 10 pages that posted both kinds
(89.4%), team posts got more reactions
than the same page's education or sales
posts. On 6.1% they got fewer. The rest
were even.

Counted: 396 pages of the firms we checked, posts from
27 Jul to 25 Oct 2026.

@
3in10
have no social page

Of these 964 firms, 874 have no social
page at all. The other 90 link only to
someone else's page, such as their
licensee's. (A different 90 from the firms
whose pages wouldn't open.)

Counted: 964 of the 3,197 firms we checked. Websites
checked 14 to 28 Oct 2026, then a search for pages they
don't link to.

' 1c)in
About half

of all reactions, from 1in 5 posts

Team posts and firm news were only
about 1in 5 of all posts. But they got about
half of all reactions (likes and similar taps).

Counted: 9,351 posts by the firms we checked, 27 Jul to
25 Oct 2026.

in|
15 vs 3

reactions on a typical LinkedIn post

A typical post on an adviser's own
LinkedIn profile gets about 15 reactions. A
typical post on a firm's Linkedln company
page gets 3.

Counted: posts by 314 advisers from the whole ASIC
register and 315 company pages of the firms we checked,
10 Sep to 10 Oct 2026.



6in100

were running ads

Only about 6 in 100 firms we could check
(5.7%) were running paid ads on
Facebook or Instagram.

Counted: 60 of the 1,055 firms whose website links to a
Facebook page that we could check for ads. Checked on
26 Oct 2026.

G
3

Google reviews on a typical listing

About 1in 4 listings show no reviews at all.
Fewer than 1in 10 have 50 or more.

Counted: 1,976 firms we checked whose Google listing we
could match to their website. Checked 26 Oct 2026.

@
1in8
websites let you book online

About 1in 8 firm websites (13.1%) have an
online booking tool we could find, where a
visitor picks a meeting time themselves.

Counted: 380 of 2,905 websites of the firms we checked.
Websites checked 26 to 28 Oct 2026.

G
14 vs 3

Google reviews: firms that post vs firms that
don't

A typical firm that posted last month has
14 Google reviews. A typical firm that
hadn't posted in 90 days has 3. Firms in
between are left out. The two go together;
we can't say one causes the other.

Counted: 504 firms that posted vs 838 that hadn't, among
firms we checked with a matched Google listing.

— Posting is rare, so steady posting stands out. More than half of firms with a page (57.5%)

hadn't posted on it in 90 days.

— Team posts and firm news get the most response. Together they were about 1in 5 posts,

but they got about half of all reactions.

— Small tricks don't matter much. Hashtags, emojis and the day of the week made little

difference to reactions.

— Small firms aren't at a disadvantage. For every 100 followers, one-adviser firms get about

as many reactions as firms with 2 to 5 advisers.

THE ADVISER MARKETING REPORT 2027 - DATA TO OCTOBER 2026
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CONTENTS

What's inside

The report has 12 chapters with the 35 strongest findings. The appendix at the end lists all 77. Each finding has a
headline, a picture, the exact number, what it means for your firm, and what to keep in mind. Tap any heading to
jump to it. Every chapter ends with a link back here.

The full appendix, with all 77 findings and every chart and table, is in the online version of this report.

01 The state of posting @ © M@ 7 ITEMS

Of the firms with a page we could open, about 2 in 3 hadn't posted on it in the last month.

1.1 About 2 in 3 firms with a page hadn't posted on it in the last month

1.2 Fewer than 1in 4 of the firms we checked posted on a page of their own last month
1.4 The typical firm that posts at all does it about 4 times a month

1.5 Firms with more advisers are more likely to have posted last month, on every platform
1.9 Firms whose typical adviser is newer to advice are more likely to post

1.10 Where a firm is based makes only a small difference to whether it posts

111 Firms with a practice manager are more likely to post

02 Pages that are gone or quiet @ © M o ¢ 3 ITEMS
About 1in 8 firm websites that link to Facebook link to a page that didn't open.
2.1 About 1in 8 firms that link to Facebook from their website link to a page that didn't open
2.2 About 6 in 10 firms with a Facebook or Instagram page have one that's quiet or gone

2.3 About 3 in 10 firms have no social page of their own that we could find

03 Followers and audience size @ © M 3 ITEMS
The typical firm's Facebook page has 170 followers. 8 in 10 have under 500.

3.1 The typical firm's Facebook page has 170 followers
3.2 8 in 10 firm Facebook and Instagram pages have fewer than 500 followers

3.5 A typical firm post gets 1to 3 reactions and no comments
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What content works @ © M 4 ITEMS

Team posts and firm news are 1in 5 posts but draw about half of all reactions.

4.2 Team posts and firm news are 1in 5 posts but get about half of all reactions
4.3 On 9 in 10 pages, team posts get more reactions than the same page's education or sales posts
4.4 Team posts get far more comments and shares than education posts

4.7 About 3 in 10 firm Instagram videos are viewed more times than the account has followers

LinkedIn: advisers vs company pages M 3 ITEMS

A typical adviser's own post got about 15 reactions. A company page post got 3.

5.2 A typical adviser's own LinkedIn post gets about 5 times the reactions of a company page post
5.3 About 7 in 10 adviser LinkedIn profiles are missing a photo, a banner or an About section

5.5 Advisers with a fuller LinkedIn profile are much more likely to post

Ads oo A 3 ITEMS

About 6 in 100 firms we could check for ads were running Facebook or Instagram ads.

6.1 Only about 6 in 100 firms with a Facebook page were running Facebook or Instagram ads
6.2 The bigger the firm, the more likely it runs ads

6.4 Firms whose typical adviser joined the adviser register more recently are 3 to 4 times as likely to
run ads

YouTube, TikTok and Instagram extras o ¢ © @ 3 ITEMS
Fewer than half of linked YouTube channels uploaded a video in the last 12 months, and
fewer than 1in 10 Instagram bio links go straight to a booking page.

7.1 About 1in 10 firms link a YouTube channel from their website, and fewer than half of those
channels uploaded a video in the last year

7.4 Most firm Instagram bio links go to the firm's website; fewer than 1in 10 go straight to a booking
page

7.5 Almost half of firm Instagram accounts that posted at least 5 times in 3 months had no Reels
among their latest posts

Websites and Google & G 5 ITEMS

About 1in 8 firm websites let visitors book a time online, and the typical firm's Google
listing has 3 reviews.

8.1 About 1in 8 firm websites let visitors book a meeting time online
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8.3 7 in 10 firm websites have a contact form. Only 1in 5 mention a free guide or download
8.6 About 7 in 10 firms we searched for have a Google listing that links to their website
8.7 The typical firm's Google listing has 3 reviews

8.12 Firms with a well-kept website are more likely to post on social media

The wider market G ¢ 2 ITEMS
9in 10 licensees have 10 or fewer advisers. On TikTok, almost all the views on money
posts go to accounts no firm we checked links to from its website.

9.19in 10 advice licensees have 10 or fewer advisers

9.3 On 417 TikTok posts about money, almost all the views went to accounts that none of the firms
we checked links to

What good looks like @ © m 2 ITEMS
Post steadily, at a pace you can keep, and make more of it about your people. Write a full

caption and check that the links on your website work.

10.1 On the pages that get the most reactions for their size, about 4 in 10 posts are about people. On
other pages, it is about 1in 10

10.2 10 steps any firm can take this month

Methods and limits 6 O @ G o ¢ 5 ITEMS
If we couldn't read a page, we left it out. We never counted it as quiet. No firm, person or
licensee is named.

111 Who is in the study 11.2 What we removed from the starting list, and why

11.3 When each piece of data was collected 11.4 How well the Al sorted posts into types

11.5 What we couldn't see, and other limits

About Growth Studio Agency

Growth Studio Agency is an Australian marketing agency that works only with financial
advice firms. The Adviser Marketing Report is our free look at how advice firms show up
online, built from public data.
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ﬁ Facebook @ Instagram m Linkedln

Of the 2,109 firms with a page we could
open, about 2 in 3 (65.7%) hadn't posted in
the 30 days to 25 Oct 2026.

The state of posting

Most advice firms have a Facebook, Instagram or LinkedIn page. Far fewer post on it.
If you post every week, you're already ahead of most firms.

THE SHORT VERSION

. Of the firms with a page, about 2 in 3 hadn't posted on it in the last month.

. Of all the firms we checked, fewer than 1in 4 posted on a page of their own last
month.

. The typical firm that posts at all does it about 4 times a month.

4 more in the appendix -

Do this: pick the one platform your clients use and post on it once a week for the next
month.



FINDING 1.2

Fewer than 1in 4 of the firms
we checked postedon a
page of their own last month

@ Websites ) Facebook  (O) Instagram

[ Linkedin

Firms we checked

3,197

90 left out: we couldn't read their pages
Firms we could check

3,107

No page we could find, or no post in 30 days
Posted in the last 30 days

723

723 of 3,107 firms: 23.3%, fewer than 1in 4

Of the 3,107 firms whose pages we could check,
counting firms with no page as not posting, fewer than
1in 4 (23.3%) posted on a page of their own in the 30
days to 25 Oct 2026.

723 of the 3,107 firms we could check (23.3%)
posted on a Facebook, Instagram or LinkedIn
page of their own in the 30 days to 25 Oct

2026. Firms with no page count as not posting.

That is why this share is lower than in finding
1.1, where about 1in 3 of the firms that have a
page posted.

WHAT THIS MEANS FOR YOUR
FIRM

Firms drop out at two points: they have no
page, or they have a page and don't post on it.
Have a page and post on it every month, and
you're ahead of more than 3 in 4 firms.

Keep in mind: The real share is at least this high. A firm that

FINDING 1.4

The typical firm that posts at all
does it about 4 times a month

@) Facebook (O] Instagram  [f}] Linkedin

Posted nothing  The typical firm The busiest
in 90 days that posts 1in 8 firms

MTWTFSS MTWTFSS MTWTFSS
[ e o o
[ e o o
[ e o o
[ e o o
e o
57.5% About 4 More than
of firms with a page posts a month twice a week

Of the 897 firms that posted at least once from 27 Jul to
25 Oct 2026, the typical firm posted about 4 times a
month.

Among the firms that posted at least once from
27 Jul to 25 Oct 2026, the typical firm posts
about 4 times a month across all its pages. A
post shared to two platforms counts once. Half
of these 897 firms post between about 1 and
10 times a month. If you also count the firms
that posted nothing, the typical firm posts zero
times a month.

WHAT THIS MEANS FOR YOUR
FIRM

4 posts a month, about one a week, puts you
level with a typical firm that posts. More than
twice a week puts you among the busiest 1in
8 firms.

Keep in mind: Our tool reads up to 10 recent posts on a
Facebook page, 12 on Instagram and 8 on LinkedIn (finding
11.5). 462 of the 897 firms that posted reached that limit
on a page, so for busy firms the number of posts is an
estimate. In the rows for each platform, a post shared to two
platforms counts once on each.

posts on a page we could not find counts here as not
posting. The 23.3% leaves out 90 firms whose pages we
couldn't read, which is why it is out of 3,107 firms, not
3,197.



FINDING 1.5

Firms with more advisers are more likely to have posted last month, on every platform

@) Facebook  (O) Instagram  [f§] Linkedin

Bronze phone = posted in last 30 days

1adviser

29.7%

2 to 5 advisers

38.8%

6+ advisers
small group: 97 firms

97.7%

Among firms with a page, about 4 in 10 firms with 2 to 5 advisers (38.8%) posted
in the 30 days to 25 Oct 2026. Among one-adviser firms it was about 3 in 10
(29.7%).

Firms with more advisers are more likely to post. Among firms with a page we could open, the share that
posted in the 30 days to 25 Oct 2026 was 29.7% for firms with one adviser (1,255 firms), 38.8% for
firms with 2 to 5 advisers (757 firms) and 57.7% for firms with 6 or more (97 firms, a small group).

WHAT THIS MEANS FOR YOUR FIRM

Bigger firms have more people to post about and more hands to help. A solo adviser can close the gap
with a simple routine: one post a week, planned in one sitting a month.

Keep in mind: We count only the advisers we could match to each firm, so some firms are bigger than shown. The groups with 6
or more advisers are under 100 firms each, so treat them as a rough guide.



FINDING 1.9

Firms whose typical adviser is newer
to advice are more likely to post

@) Facebook (O] Instagram  [f§] Linkedin

{PICAL ADVISER'S YEARS IN ADVICE

T 42.5%
o 32.5%
BROrs 26.2%
%gogeﬁa::qssor more 163%

Falls as years in advice rise

Bronze phone = posted in 30 days. 1 phone = 1in 10 firms.

Among firms whose typical adviser has been in advice
for under 5 years, 42.5% posted in the 30 days to 25
Oct 2026, against 16.3% of firms whose typical adviser
has 20 years or more.

Among firms whose typical adviser has under
5 years in advice, 42.5% posted in the 30 days
to 25 Oct 2026 (127 firms). Where the typical
adviser has 20 years or more, it was 16.3%
(1,309 firms). In between it steps down: 5to 9
years 32.5% (311 firms), 10 to 19 years 26.2%
(1,341 firms). Firms with at least one adviser
under 5 years in advice: 41.7% posted (477
firms), against 20% of firms with none (2,611
firms). Among one-adviser firms only,
comparing under 5 years with 20 years or
more: 39.1% (87 firms, a small group) against
14.8% (961 firms).

WHAT THIS MEANS FOR YOUR
FIRM

Firms with newer advisers tend to post more.
If someone in your team is comfortable on
camera or writing posts, give them the page,
whatever their years in advice.

Keep in mind: These go together. It doesn't show that
newer advisers cause more posting. Years in advice start
from each adviser's first year of giving advice, as listed on
the ASIC register on 10 Oct 2026. We use the firm's typical
(middle) adviser, so the years are approximate. About 1 in 7
register entries give dates that don't line up, so treat the
years as rough. Bigger firms post more, so we also checked

one-adviser firms on their own, and the pattern holds there.

FINDING 1.10

Where a firm is based makes only a
small difference to whether it posts

@) Facebook (O] Instagram  [f}] Linkedin

:GIONAL OR MAJOR CITY

egional o,
;1‘68 firms 25'6/0
Major cities o,
2,631 firms 22'9/0

At least as much

HOW WELL-OFF THE POSTCODE IS, 1 TO 10

Score1to 5 o,
514 firms 25'5/°
Score of 10 o
1,065 firms 19'5/0

A little less at the top

YEARS SINCE THE BUSINESS WAS REGISTERED

Under 5 years o,
325 firms 29'5/0
5 years or more o,
1,854 firms 23'7/0

A little more

Bronze phone = posted in 30 days. 1 phone = 1in 10 firms.

Of the firms in regional areas, 25.6% posted in the 30
days to 25 Oct 2026, against 22.9% of firms in major
cities.

Regional firms: 25.6% posted in the 30 days to
25 Oct 2026 (468 firms), against 22.9% in
major cities (2,631 firms). So regional firms
post at least as much. Firms in the best-off
postcodes (area wealth score 10): 19.5% (1,065
firms), against 25.5% in the lower half (scores
1to 5, 514 firms). Firms whose business was
registered in the last 5 years: 29.5% (325
firms), against 23.7% for older businesses
(1,854 firms). Among one-adviser firms only:
regional 19.9% (296 firms) against major cities
18.5% (1,698 firms); best-off postcodes 15.6%
(665 firms) against the lower half 19.6% (331
firms); newer businesses 26% (246 firms)
against older 18.6% (1,110 firms).




WHAT THIS MEANS FOR YOUR
FIRM

A regional town or a wealthy suburb doesn't
decide this. Firms that post do it wherever
they are, so your location is no reason to sit it
out.

Keep in mind: These go together; none of them shows a
cause. Each gap is small, too small to rely on. How well - off
a postcode is comes from the ABS area wealth score (called
SEIFA), which ranks postcodes from 1 to 10. The best-off
postcodes have a score of 10; the lower half have 1 to 5. A
firm's age is the date its business was registered, so a firm
that restructured looks younger than it is, and posting
doesn't steadily rise or fall as firms get older. We could date
2,248 of the 3,197 firms (70.3%). Of the 3,107 firms
whose pages we could check, the 2,179 we could date post
a little more (24.6% posted) than the 928 we could not date
(20.2%).



FINDING 1.11

Firms with a practice manager are more likely to post

[ Linkedin @) Facebook  (O) Instagram

RACTICE, OFFICE OR OPERATIONS MANAGER

rnas one 49.1%

212 firms

None found 337%

1,226 firms
Clearly more

MARKETING PERSON OR PRACTICE MANAGER

Has either 533%

257 firms

Neither found o
1,181 firms 32'2/0
Clearly more

Bronze phone = posted in 30 days. 1 phone = 1in 10 firms.

Among firms with 1to 20 advisers and a LinkedIn company page, 49.1% of those
with a practice, office or operations manager posted in the 30 days to 25 Oct
2026, against 33.7% of those without one.

Firms with a practice, office or operations manager on LinkedIn: 49.1% posted in the 30 days to 25 Oct
2026 (104 of 212 firms), against 33.7% of firms without one (413 of 1,226). Firms with a marketing
person or a practice manager: 53.3% (137 of 257), against 32.2% of firms with neither (380 of 1,181).
Comparing firms of the same size: among firms with 2 to 5 advisers, 50.5% with a manager posted (103
firms) against 39.2% without (482 firms). Among one-adviser firms, 41.3% (92 firms, a small group)
against 28.2% (680 firms). Side note, small group: firms with a marketing person on LinkedIn, 76.3% (71
of 93) against 33.2% (446 of 1,345).

WHAT THIS MEANS FOR YOUR FIRM

Posting tends to happen where someone owns it. If you have a practice manager, the page can sit with
them as part of the week.

Keep in mind: These go together. It doesn't show that staff cause posting. Staff at active firms may be more likely to list the firm
on their own LinkedIn, which would make the gap look bigger. Staff are people we could find on LinkedIn with a current job title at
the firm, so the real numbers are at least this high. This group only includes firms with 1 to 20 advisers and a LinkedIn company
page, so its shares are higher than in finding 1.2 and can't be compared with it.



FINDING 1.1 — HEADLINE FINDING

About 2 in 3 firms with a page hadn't posted on it in the last month

@) Facebook  (0) Instagram  [fj] Linkedin

=y

[]
65.7% Posted
hadn't posted in 30 days in the last 30 days

HADN'T POSTED, BY HOW FAR BACK WE LOOKED

30 days 65.7%
60 days 60%
90 days 57.5%

Out of the 2,109 firms with a page we could open

Of the 2,109 firms with a page we could open, about 2 in 3 (65.7%) hadn't posted
on any of their pages in the 30 days to 25 Oct 2026.

Of the 2,109 firms with a Facebook, Instagram or LinkedIn page we could open, 65.7% hadn't posted on
any of them in the last 30 days. 60% hadn't posted in the last 60 days, and 57.5% hadn't posted in the
whole 90 days (27 Jul to 25 Oct 2026). The share gets smaller as we look further back, because some
firms that were quiet last month did post a month or two earlier.

WHAT THIS MEANS FOR YOUR FIRM

If your page is quiet, you are in the majority, and it can be fixed in a month. If you post every week, you
are already ahead of most firms.

Keep in mind: We left out 90 firms whose pages we couldn't open: for 74 of them every page was gone, and for 16 the page
loaded empty. We did not count them as quiet. On LinkedIn we can't always tell a page that failed to load from a page with no
posts, so the true share may be a little lower. Pages we could not find are not counted.
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@) Facebook (O] Instagram  [fJ] Linkedin @@ YouTube  ¢J* TikTok

O/ VO
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<

Of the firm websites that link to a Facebook

page, about 1in 8 (12.3%) link to a page that

didn't open. In the picture, 1 of the 8 links is
broken.

Pages that are
gone or quiet

A firm's website is often the first place a new client looks. Many firms have no social
page we could find. Many others link to a page that no longer opens, or that hasn't
posted in months.

THE SHORT VERSION

. About 1in 8 firm websites that link to Facebook link to a page that didn't open.

. Of the firms with a Facebook or Instagram page, about 6 in 10 have one that's
quiet or gone.

. About 3 in 10 of the firms we checked have no social page of their own that we
could find.

3 more in the appendix >



Do this: open your website on your phone, tap every social icon, and fix or remove any

link that goes nowhere.

FINDING 2.2

About 6 in 10 firms with a
Facebook or Instagram page
have one that's quiet or gone

@) Facebook  (0) Instagram

a The firm's own pages
linked from the website or found by search

59.6% Active
quiet for 90 days or gone posted in the 90 days

Of the 1,652 firms with a Facebook or Instagram page
we checked, about 6 in 10 (59.6%) have one that hadn't
posted from 27 Jul to 25 Oct 2026, or that no longer
opened.

984 of the 1,652 firms with a Facebook or
Instagram page we checked (59.6%) have a
Facebook or Instagram page that had not
posted from 27 Jul to 25 Oct 2026, or that no
longer opened.

WHAT THIS MEANS FOR YOUR
FIRM

An empty page looks worse than no page.
Post on it again, or remove the link until you
do.

Keep in mind: We checked every quiet page a second time.

If a firm has one working page and one dead page on the
same platform, we did not count it here, so the real share
may be higher. By platform: 895 of the 1,565 firms whose
Facebook page we checked, and 284 of the 636 with an
Instagram account.

FINDING 2.3

About 3 in 10 firms have no social
page of their own that we could find

@ Websites ) Facebook  [(0O) Instagram

[ Linkedin

Own page None
have a page of their own none we could find

30.2%: no page of their own
about 3in 10 firms

Of all 3,197 firms we checked, about 3 in 10 (30.2%)
have no social page of their own that we could find.

964 of the 3,197 firms (30.2%) have no social
page of their own that we could find. Of those,
874 (27.3% of all firms) have no social page at
all. The other 90 (a different group from the 90
firms left out in finding 1.2) link only to
someone else's page, such as their licensee's.
If we count only pages linked from the firm's
website, 46.4% (1,485 firms) have none. 534
firms whose website doesn't link to any
Facebook, Instagram or LinkedIn page do have
one that we found by search. Some of those
534 already link a YouTube, TikTok or X
account, which counts as a page of their own,
s0 1,485 minus 534 is not exactly 964.

WHAT THIS MEANS FOR YOUR
FIRM

If you have a page, link it from your homepage
footer and your contact page. If your only link
is your licensee's page, a visitor never sees
your own team.

Keep in mind: A firm can own a page we could not find.
Some websites are built in a way that hides their links from
our tool. Self-licensed firms have a social page of their own
about as often as firms under a licensee: 73.9% against
70.4%.



FINDING 2.1 — HEADLINE FINDING

About 1in 8 firms that link to Facebook from
their website link to a page that didn't open

@) Facebook

© ¥,

Open 12.3%

link leads to a live page didn't open

Of the 1,341 firms whose website links to a Facebook page, about 1in 8 (12.3%)
link to a page that didn't open when we checked on 25 to 28 Oct 2026.

165 of the 1,341 firms whose website links to a Facebook page (12.3%, about 1in 8) link to a page that
didn't open for the public when we checked on 25 to 28 Oct 2026.

WHAT THIS MEANS FOR YOUR FIRM

Open your own website on your phone today and tap every social icon. It takes 2 minutes. A link that
goes nowhere is an easy fix.

Keep in mind: A page that didn't open may have been deleted, renamed, or hidden by an age or country limit. An earlier, separate
check also found that 125 of these 165 pages would not open.
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@) Facebook (O] Instagram  [fJ] Linkedin

Each bar is one firm's Facebook page: the

taller the bar, the more followers. Only 11 of

these 64 pages pass 500 followers. Across

all firm Facebook pages, 8 in 10 have fewer
than 500.

Followers and
audience size

A follower is a person who has chosen to see a page's posts. Most advice firm pages
have a few hundred followers. That is normal. A few hundred is enough when they
are local clients and the people who refer clients to you.

THE SHORT VERSION

. The typical firm's Facebook page has 170 followers. Half have fewer, half have
more.

. 8 in 10 firm Facebook and Instagram pages have fewer than 500 followers.

. A typical firm post gets 1to 3 reactions, such as likes, and no comments.

2 more in the appendix >



Do this: stop counting followers. Judge your page by what you post over 3 months, not

by how many followers it has.

FINDING 3.2

8in 10 firm Facebook and Instagram
pages have fewer than 500 followers

@) Facebook  (0) Instagram  [fj] Linkedin

@) Facebook pages

( J [ ] [ ] [ ] [ ] ( ] [ ] [ ]
a a a a a Y a a
L J
82.3% 2in10
under 500 500 or more
@ Instagram accounts
([ J [ ] [ ] [ ] [ ] [ J [ ] [ ]
a a a a a a a a
L J
82% 2in10
under 500 500 or more

Each person = 1in 10 pages.
LinkedIn company pages that posted: 56.4% under 500

Of the 1,409 firms whose Facebook page showed a
follower count, 8 in 10 (82.3%) have fewer than 500
followers (counted on 26 Oct 2026).

8in 10 firm Facebook pages (82.3%) and 8 in
10 firm Instagram accounts (82%) have fewer
than 500 followers. LinkedIn is different: a bit
over half of firm LinkedIn pages that posted
(56.4%) have fewer than 500.

WHAT THIS MEANS FOR YOUR
FIRM

If your page has 300 followers, you're in the
same place as most advice firms. Put your
effort into what you post, not into chasing
more followers.

Keep in mind: Follower counts include people who no
longer look at the page. A firm with 2 pages is counted
once, using the bigger page. Fewer than 1,000 followers: 9
in 10 Facebook pages (92.5%) and 9 in 10 Instagram
accounts (91.9%).

FINDING 3.5

A typical firm post gets 1t0 3
reactions and no comments

@) Facebook (O] Instagram  [f}] Linkedin

Facebook Instagram LinkedIn
0 © in
V1 v: (0J e3 (@
not shown

Heart = reactions on a typical post. Box = comments.

77.9% of Instagram posts had no comments
76.1% of LinkedIn page posts had none

The typical firm Facebook post gets 1 reaction, such as
a like (posts from 27 Jul to 25 Oct 2026).

Reactions on the typical post: 1 on Facebook, 3
on Instagram and 3 on LinkedIn. Half of posts
get between 0 and 3 reactions on Facebook,
between 1and 8 on Instagram, and between 0
and 10 on LinkedIn. Most posts get no
comments at all: about 8 in 10 Instagram posts
(77.9%) and Linkedln company page posts
(76.1%) had none.

WHAT THIS MEANS FOR YOUR
FIRM

If your posts get 2 or 3 likes, that's normal for
an advice firm. Judge your page over 3
months, not one post at a time.

Keep in mind: Big pages tend to get more reactions, and this
doesn't allow for that. We left out 230 LinkedIn reposts,
because their reactions belong to the person who first
posted them. Facebook is left out of the comments figure: it
hid the comment count on 9 in 10 posts (89.2%), so we
can't check how many had none.



FINDING 3.1 — HEADLINE FINDING

The typical firm's Facebook page has 170 followers

@) Facebook  (0) Instagram  [fj] Linkedin

| 0O
0000000000000 000OCOCGOCGOCOGOIOOS
©000000000000000000000000 170
000000000000000000000000FO°
0000000000000000000000O0COCC
000000000000000OCOCGOCGOGOOOOOS
00000000000000000000 fo”owers on

— the typical

Facebook page

1dot = 1 person,
same size in
every room.

(0) Instagram: 133 M Linkedin: 387
Typical account Typical page that posted

Of the 1,409 firms whose Facebook page showed a follower count, half have fewer
than 170 followers and half have more (counted on 26 Oct 2026).

Facebook: the typical firm page has 170 followers. Half of firm pages have between 71 and 373. About 1
in 10 has 800 or more.

Instagram: the typical firm account has 133 followers, and half have between 57 and 334. About 1in 10
has 844 or more.

LinkedIn: the typical firm page that posted has 387 followers, and half have between 152 and 930. About
Tin 10 has 2,511 or more.




WHAT THIS MEANS FOR YOUR FIRM

Don't compare your page with celebrities or big brands. 200 local followers who know your name is a
normal, useful audience for an advice firm.

Keep in mind: Follower counts include people who no longer look at the page. A firm with 2 Facebook pages is counted once,
using the bigger page. For LinkedIn, the 387 counts only the 459 company pages that posted from 27 Jul to 25 Oct 2026.
Across all 823 firm LinkedIn pages with a follower count, the typical page has 117 followers.

REAL EXAMPLE
A one-adviser firm in Victoria, on Facebook and Instagram.

What they do: Posted more than 20 times across Facebook and Instagram in the 90
days from 27 Jul to 25 Oct 2026, and gets a strong response for its size on both.

Their numbers: Each post gets about 28 reactions for every 1,000 followers. The
typical one-adviser firm gets about 4, so this firm gets more than 7 times as much.

Copy this: Pick the two platforms your clients use and keep both going every month. A
small page can still get a big response.

Shared for reference and ideas, not as the one right way. One of the firms we checked, not named. Public posts up to 25
Oct 2026.
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<

Team posts and firm news were 1in 5 of all
firm posts, but they got about half of all
reactions.

What content works

We sorted every post into a type. Team posts are about the firm's people. Firm news
covers milestones, awards and office news. Education posts give tips and explain
money topics. Sales posts make an offer or invite people to book. The posts that get
the most response are about the people in the firm. Education still has a place, but it
is not what people like, comment on or share most.

THE SHORT VERSION

. Team posts and firm news are 1in 5 posts but get about half of all reactions.

. On 9 in 10 pages, team posts get more reactions than the same page's education
or sales posts.

. Team posts get far more comments and shares than education posts.

9 more in the appendix >

Do this: plan one team post for every education post this month.



FINDING 4.3

On 9in 10 pages, team posts get
more reactions than the same
page's education or sales posts

@) Facebook  (0) Instagram  [f] Linkedin

TEAM POSTS EDUCATION OR SALES
89.4% 6.1%
. (o] ve .1/0
396 pages

team post won team post lost
FIRM NEWS POSTS EDUCATION OR SALES
79.9% 1.3%
o (o} Vs o (o}

398 pages

firm news won firm news lost

Tmark = 1in 100 pages. Bronze = won, grey = lost, pale = even.

On 9 in 10 of the 396 pages that posted both (89.4%),
team posts got more reactions than education or sales
posts (posts from 27 Jul to 25 Oct 2026).

Team posts got more reactions than education
or sales posts on the same page on 89.4% of
the 396 pages that posted both. They got
fewer on 6.1%. Firm news (milestones, awards,
new staff, office moves) got more reactions
than education or sales posts on 79.9% of the
398 pages that posted both, and fewer on
11.3%.

FINDING 4.4

Team posts get far more comments
and shares than education posts

[ Linkedin @) Facebook

b
m‘T A COMMENT - LINKEDIN

Team posts 59.2%

Education 131%
SHARED - FACEBOOK

Team posts 33%

Education 17.8%

1card = 1in 10 posts. Bubble = comment. Star = shared.

On LinkedIn company pages, 6 in 10 team posts
(59.2%) got at least one comment, against about 1in 8
education posts (13.1%), for posts from 27 Jul to 25 Oct
2026.

On LinkedIn company pages, 59.2% of team
posts got at least one comment, against 13.1%
of education posts. On Instagram, 39.6% of
team posts got a comment, against 17.4% of
education posts (313 and 1,070 posts). Shares
are a separate count. On Facebook, 33% of
team posts were shared at least once, against
17.8% of education posts (403 and 1,797
posts). On LinkedIn, 39.6% of team posts were
shared at least once, against 20.3% of
education posts (240 and 967 posts). Firm
news did best of all on LinkedIn: 55.2% of firm
news posts were shared at least once (317
posts). Comparing posts on the same page,
team posts were shared more often than
education posts: on Facebook, 26.4% against
12.1% (140 pages); on LinkedIn, 32.3% against
21.2% (99 pages, a small group).

WHAT THIS MEANS FOR YOUR
FIRM

When someone shares your post, their own
friends and contacts see it. Team posts get
shared more because the people in them, and
their families, pass them on.

Keep in mind: Big pages tend to get more comments and
shares, and this doesn't allow for that. Staff and their
families sharing team posts is likely part of this. Where
Facebook showed no share count, we counted zero shares.



WHAT THIS MEANS FOR YOUR
FIRM

This is the strongest pattern in the report.
Because we compared posts on the same
page, a big page can't explain the result. Plan
at least one team post for every education
post.

Keep in mind: This counts pages, not firms (a firm can have
2 or 3 pages). An Al tool sorted the posts by type; our 60 -
post accuracy check held only 5 team posts and 6 firm
news posts. On 207 of the 396 pages, the page had only
one team post. Client stories (better on 47.3% of 203
pages, worse on 30.5%) and opinion posts (41.9% against
28%, 186 pages) also did better more often than worse, but
by much less than team posts, and the Al's sorting of these
two types was barely tested, so we don't lean on them.
Sales posts also beat education posts on the same page
more often than they lost: Facebook 37.5% against 23.5%,
Instagram 37.2% against 34%, LinkedIn 41.1% against
27.4%. But most of the Al tool's sorting mistakes are
between sales and education posts, so treat that result with
care.



FINDING 4.7

About 3 in 10 firm Instagram videos are viewed
more times than the account has followers

(0) Instagram @) Facebook

(0) Instagram

30.9%
of videos passed
the follower count

233 views, typical video

) Facebook

- _____ 10.4%
of videos passed
the follower count

65 views, typical video
Each baris 1in 10 videos. Dashed line = follower count.

Of 660 Instagram videos posted by the firms we checked, 3 in 10 (30.9%) were
viewed more times than the account has followers (posts from 27 Jul to 25 Oct
2026).

30.9% of advice firms' Instagram videos were viewed more times than the account has followers. The
typical video was viewed about half as many times as the account has followers. On Facebook, 10.4% of
videos passed the follower count. Views on the typical video: 233 on Instagram, 65 on Facebook.

WHAT THIS MEANS FOR YOUR FIRM

Video is the one format where plays often outnumber the account's followers. A 30-second clip filmed
on a phone counts.

Keep in mind: A view is one play of the video, not one person: one person can watch twice. Instagram and Facebook also count
views differently.



FINDING 4.2 — HEADLINE FINDING

Team posts and firm news are 1in 5 posts but get about half of all reactions

@) Facebook  (0) Instagram  [fj] Linkedin

am posts and firm news

1in 5 posts about half the reactions
Education posts

—_
41% of posts 21.3% of reactions

Each card = 1in 10 posts. Each heart = 1in 10 reactions.

Of all the reactions on 9,351 firm posts, about half went to team posts and firm
news (posts from 27 Jul to 25 Oct 2026).

Team posts (about staff and people) were 10.2% of what firms posted, and got 27.1% of all reactions.
Firm news (milestones, awards, office news) was 10.5% of posts and got 24.3%. Together, about 1in 5
posts got about half of all reactions. Education posts were 41% of posts and got 21.3% of reactions.

WHAT THIS MEANS FOR YOUR FIRM

A photo of a team member's work anniversary, a new hire or an award is the post most likely to be
liked. You already have this material every week.

Keep in mind: These totals don't allow for page size, but finding 4.3 compares posts on the same page and shows the same
thing. With the most-liked 1 in 100 posts taken out, team posts still got 27.9% of reactions and firm news 25.6%. Likes from
staff and their families are likely part of this.



REAL EXAMPLE

A two-adviser firm in New South Wales, on Instagram.
What they do: Posts short videos on its Instagram account.

Their numbers: All 3 of its recent videos were viewed more times than the account has
followers. The typical one was viewed about 4 times as often as the account has
followers. Across all firms, about 3 in 10 Instagram videos (30.9%) pass the follower
count. Only 3 videos, so treat it as one example, not a rule.

Copy this: Film a short video on your phone and post it as a Reel (Instagram's short
video format). Instagram says it shows Reels to people who don't follow the account
yet.

Shared for reference and ideas, not as the one right way. One of the firms we checked, not named. Public posts up to 25
Oct 2026.
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ﬂn LinkedIn

A typical post on an adviser's own LinkedIn
profile got about 15 reactions (likes and
similar taps). A typical post on a firm's

company page got 3. That is about 5 times

as many.

LinkedIn: advisers
VS company pages

On LinkedIn, each person has their own profile, and a firm can also have a company
page. Both can post. The few advisers who post on their own profile get far more
reactions than their firm's company page does.

THE SHORT VERSION

. A typical post on an adviser's own profile got about 15 reactions. A typical
company page post got 3.

. About 7 in 10 adviser profiles are missing a photo, a banner or an About section.

. Advisers with a fuller profile post more often: 25% posted in a month, against
41% of the rest.

4 more in the appendix -



Do this: Get one adviser's LinkedIn profile complete this week (photo, banner and About
section). Then have them post under their own name once a fortnight.

HOW WE MATCHED Findings 5.3 to 5.7 use 1,119 adviser LinkedIn profiles that we could match

TR e to 782 of the firms we checked, through the firm's website address. We
only match an adviser to a firm through a website address on our list. 3,243
of the 5,637 advisers with a LinkedIn profile we found (from the whole
register, not only the firms we checked) had no such website on their
profile, so the matched advisers are not a random pick. We checked 30
matched profiles by hand: the current employer was the right firm for 26 of
30 (86.7%). Profiles checked on 26 Oct 2026.

FINDING 5.3 FINDING 5.5
About 7 in 10 adviser Linkedln Advisers with a fuller LinkedIn
profiles are missing a photo, profile are much more likely to post
a banner or an About section
[ Linkedin
[ Linkedin
4 or 5 of 5 basics 0 to 3 of 5 basics
—'e a profile photo 71.5%
—d—
have an About section 61.5%
]
have their own banner image 43.8% 25% posted 41% posted
I 128 advisers 991 advisers
1 person = 1in 100 advisers. Bronze = posted.
have a recommendation 17.4%
]
. 8.9% 25% of advisers with at least 4 of 5 profile basics
ha-vea Featured section = posted in the month to 10 Oct 2026, against 4.1% of

advisers with 3 or fewer.
10 ADVISER PROFILES

Advisers with fuller profiles tend to post more.

Of the 128 advisers with 4 or 5 of the 5 basics,

25% posted in the month to 10 Oct 2026. Of
have all three the 991 advisers with O to 3, 4.1% posted.

812 of 1,119
are missing a photo, banner or About

WHAT THIS MEANS FOR YOUR

812 of 1,119 adviser profiles we checked on 26 Oct FIRM

2026 were missing at least one of a photo, a banner Bef Gl re ti d10
(the wide image across the top) or an About section (a etore an adviser starts posting, spen

short written summary). minutes on their profile. Advisers with a full
profile are often the same ones who post.

Keep in mind: These go together; we can't say one causes
the other. A Featured section often shows recent posts, so
advisers who post are more likely to have one. Only 32
advisers in the 4 or 5 group posted, so the 25% rests on a
small number of people. We may have missed some posts
(see finding 5.4).



Of the 1,119 advisers we matched to the firms
we checked, 71.5% have a profile photo, 61.5%
an About section and 43.8% their own banner
image. Fewer have a recommendation written
by someone else (17.4%) or a Featured section
that pins chosen posts or links to the profile
(8.9%). 812 of the 1,119 are missing at least one
of a photo, a banner or an About section.

WHAT THIS MEANS FOR YOUR
FIRM

A photo, a banner and an About section take
about 10 minutes each to add. Most advisers
haven't done all three yet.

Keep in mind: 140 profiles could not be found or loaded, so
they are left out. Every banner we counted was an uploaded
image, so LinkedIn's plain default banner does not count.



FINDING 5.2 — HEADLINE FINDING

A typical adviser's own LinkedIn post gets about
5 times the reactions of a company page post

M Linkedin

>

15 3

adviser's own post company page post

Reactions on a typical LinkedIn post, 10 Sep to 10 Oct 2026

A typical post on an adviser’s own LinkedIn profile got about 15 reactions (likes
and similar taps), against 3 for a typical post on a firm's company page, 10 Sep to
10 Oct 2026.

For each adviser who posted, we took their typical post. Half of these advisers got more than 15
reactions on it (314 advisers, 526 posts). Done the same way for company pages, the typical page got 3
reactions a post (315 pages, 946 posts).

WHAT THIS MEANS FOR YOUR FIRM

If one adviser at your firm is willing to post on their own LinkedIn profile, it is likely to reach more
people than the company page alone. Keep the company page for team posts and firm news.

Keep in mind: These are different people and pages, and only ones that posted. We did not adjust for how many followers each
has. Most posts got no comments at all: 54.8% of adviser posts and 81.3% of company page posts.



REAL EXAMPLE

An adviser at a New South Wales firm with more than 10 advisers.

What they do: Posts their own thoughts on their own LinkedIn profile, about once a
fortnight. The profile is complete: photo, banner and About section.

Their numbers: Their typical post gets 19 reactions (likes and similar taps). For
comparison, the typical adviser who posts gets about 15, and the typical company
page post gets 3.

Copy this: Get one adviser to post on their own profile once a fortnight, after the
profile has a photo, banner and About section.

Shared for reference and ideas, not as the one right way. One of the firms we checked, not named. Public posts up to 25
Oct 2026.
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OQ Facebook ads 4§ Google Ads

J

Of the 1,055 firms whose Facebook page we
could check for ads, about 6 in 100 were
running Facebook or Instagram ads on 26

Oct 2026.

Ads

An ad is a post a firm pays for, so it shows to people who don't follow the page. Few
advice firms pay for ads on social media. Bigger firms are much more likely to run
ads, and firms that run ads also post a lot for free.

THE SHORT VERSION

. Only about 6 in 100 firms we could check for ads were running Facebook or
Instagram ads.

. The bigger the firm, the more likely it runs ads: about 1in 4 firms with 6 or more
advisers do.
. Firms whose typical adviser joined the ASIC register in 2015 or later are 3to 4

times as likely to run ads.

4 more in the appendix -

Do this: Pick one type of client and one area. Then test a small Facebook or Instagram



ad budget, the same amount each week, for one month.

FINDING 6.2

The bigger the firm, the
more likely it runs ads

0N Facebook ad library

1adviser 2 to 5 advisers 6+ advisers
624 firms 385 firms 46 firms, rough guide
(1] ]] SEEEEees SEEEEEEEEs
SEEEEEEEEs
[ [ 1]}
3.7% 6.8% about1in 4
run these ads run these ads run these ads

Each square is 1in 100 firms with a Facebook page.

About 1in 4 firms with 6 or more advisers were running
Facebook or Instagram ads on 26 Oct 2026, against
3.7% of one-adviser firms.

Of the firms we could check for ads, 3.7% of
one-adviser firms were running Facebook or

to 5 advisers (385 firms) and about 1in 4
(23.9%) of firms with 6 or more advisers (46
firms).

WHAT THIS MEANS FOR YOUR
FIRM

Bigger firms are more likely to use ads to fill

their calendar. A smaller firm can start with a
small budget, the same each week, aimed at
one suburb or one type of client.

Keep in mind: This is one day only. The group with 6 or

more advisers is only 46 firms, so read about 1 in 4 (23.9%)

as a rough figure.

Instagram ads (624 firms), 6.8% of firms with 2

FINDING 6.4

Firms whose typical adviser joined
the adviser register more recently
are 3 to 4 times as likely to run ads

0Q Facebook ad library

Typical adviser joined Typical adviser joined
2015 or later before 2005

10.8% run ads 31% run ads
259 firms 294 firms
Each square is 1in 100 firms.

10.8% of firms whose typical adviser joined the ASIC
register in 2015 or later were running ads on 26 Oct
2026, against 3.1% of firms whose typical adviser
joined before 2005.

Firms whose typical adviser joined the ASIC
register in 2015 or later were 3 to 4 times as
likely to be running ads (10.8%) as firms whose
typical adviser joined before 2005 (3.1%).

WHAT THIS MEANS FOR YOUR
FIRM

Firms whose advisers joined the register more
recently are more likely to use ads to build a
client base. Established firms already have a
reputation, and ads can show it to more
people.

Keep in mind: "Joined" means the year the firm's typical
adviser first appeared on the ASIC register (the government
list of licensed financial advisers). It is not the adviser's age,
and it is not the same as finding 1.9, which uses each
adviser's years giving advice.



HOW WE CHECKED ADS Findings 6.5 to 6.7 come from searching two public lists of running ads,
one from Facebook and one from Google, for the firms we checked, on 26
Oct 2026. 313 firms with a Facebook page we could open were not looked
up, mostly pages we found by search. One industry association running
ads was taken out of every ads figure; the 5.7% in finding 6.1 doesn't
change.

FINDING 6.1 — HEADLINE FINDING

Only about 6 in 100 firms with a Facebook
page were running Facebook or Instagram ads

0N Facebook ad library

)

4
5.7%

running Facebook or Instagram ads (60 of 1,055)
FIRMS THAT POSTED IN THE LAST 30 DAYS

—
1%

running ads

5.7% of the 1,055 firms whose Facebook page we could check for ads were
running Facebook or Instagram ads on 26 Oct 2026.

Only 5.7% of the firms we could check for ads (60 of 1,055) were running Facebook or Instagram ads on
the day we checked. Among firms that had posted on that Facebook page in the 30 days to 25 Oct
2026, it was 11% (49 of 447).

WHAT THIS MEANS FOR YOUR FIRM

Few advice firms pay for ads, so most of your local competitors aren't advertising. An ad can reach
people who don't follow you yet.

Keep in mind: This is one day only. Firms that advertise now and then may have been between ads that day. A second, full check
of Facebook's public list of running ads found 5.5% (finding 6.5). The two checks count slightly differently, and both come to
about 6 in 100.
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@ YouTube ¢ TikTok (O) Instagram @) Facebook

About 3 in 10 firm Instagram videos were
played more times than the account has

YouTube, TikTok and
Instagram extras

Few firms link a YouTube channel or a TikTok account from their website, and most of

those channels are small. On Instagram and Facebook, a few small settings make it
easier for a follower to book a meeting.

THE SHORT VERSION

. Of the firms that link a YouTube channel, fewer than half uploaded a video in the
last 12 months.

. Fewer than 1in 10 firm Instagram accounts have a bio link that goes straight to a
booking page.

. Almost half of firm Instagram accounts that posted at least 5 times in 3 months
had no Reels (short videos) among their latest posts (we looked at up to 12).

3 more in the appendix -



Do this: Point the link in your Instagram bio at a booking page. And either upload to your
YouTube channel or take its link off your website.

FINDING 7.4

Most firm Instagram bio links go
to the firm's website; fewer than 1
in 10 go straight to a booking page

(0) Instagram

62.8%
Website

24.5%

Page of several links

6.9%
Booking page

Other or no link: the rest

6.9% of firm Instagram accounts have a bio link that
goes straight to a booking page, checked on 26 Oct
2026.

Among firms with an Instagram account we
could open, the bio link mostly goes to the
firm's website (62.8%) or to a page that lists
several links (24.5%). Only 6.9% go straight to
a booking page (37 of 535).

WHAT THIS MEANS FOR YOUR
FIRM

The bio is the short text at the top of an
Instagram profile, and its link is the one place
on the profile people can click. Pointing it at a
booking page means a follower can book a
meeting in one tap.

Keep in mind: 40 linked accounts wouldn't open, so they
are left out. We worked out where each link goes from its
web address. Fewer than 30 accounts have no link at all, so
they are not shown on their own; they are inside the grey
"other or no link" part.

FINDING 7.5

Almost half of firm Instagram accounts
that posted at least 5 times in 3 months
had no Reels among their latest posts

(0) Instagram

46%
u of accounts with 5+ posts

had no Reels lately
131 of 285 accounts

A typical account: 8% of its latest posts are Reels,
about 1tile in 12. Bronze tile = a Reel.

Of the 285 firm Instagram accounts that posted at least
5 times from 27 Jul to 25 Oct 2026, 46% had no Reels
(short videos) among their latest posts (we looked at up
to 12).

Among the 285 firms with an Instagram
account we could open and 5 or more recent
posts, Reels made up 8% of the typical
account's latest posts. 46% of these accounts
(131) had none at all.

WHAT THIS MEANS FOR YOUR
FIRM

Reels are short videos on Instagram.
Instagram says it shows Reels to people who
don't follow you yet. We didn't measure that
ourselves, but a few Reels cost little to try.

Keep in mind: We looked at each account's latest posts
only, up to 12, from 27 Jul to 25 Oct 2026.



FINDING 7.1 — HEADLINE FINDING

About 1in 10 firms link a YouTube channel from their website, and
fewer than half of those channels uploaded a video in the last year

B YouTube

(—
9.8%

link a YouTube channel

THOSE CHANNELS: WHEN THEY LAST UPLOADED

44.7%

The rest
uploaded in the last year

nothing in a year

9.8% of the firms we checked (312 of 3,197) link a YouTube channel from their
website, checked on 26 Oct 2026.

9.8% of firms link a YouTube channel from their website (312 of 3,197). Of the 282 linked channels we

could open, 30.9% uploaded a video in the 90 days to 26 Oct 2026 (87) and 44.7% in the last 12 months
(126).

WHAT THIS MEANS FOR YOUR FIRM

A channel with no new video in a year makes the firm look inactive. Upload a video, or take the link off
your website.

Keep in mind: 10 channels we opened had no videos at all; they count as channels that did not upload. 10 linked channels didn't
exist or wouldn't open, so they are left out.
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@ Websites (5 Google

Of the 2,821 firms we searched for on
Google, 7 in 10 (70%) have a Google listing
that links to their website.

Websites and Google

People who see your posts usually check 2 places next: your website and your
Google listing (the box with your map, opening hours and reviews that shows up
when someone searches your name). Most firm websites can take a message. Few
let a visitor book a meeting time. Few Google listings are kept up to date.

THE SHORT VERSION

. About 1in 8 firm websites (13.1%) let visitors book a meeting time online.

. About 7 in 10 firms we searched for have a Google listing that links to their
website.

. The typical firm's Google listing has 3 reviews.

7 more in the appendix -



Do this: Add a way to book a meeting online to your website. Update the copyright year
at the bottom of your website. Ask your next 5 happy clients for a Google review (check
your licensee's policy first).

WEBSITES We read up to 5 pages of each of 2,905 firm websites, 26 to 28 Oct 2026.
292 more sites wouldn't load or blocked us, so they are left out. We read
the text of each page as it first arrives, before any extra features load, so
we may miss a few things: the real shares are at least what we show. Most
website findings look for words such as “book” or “testimonial”, so read
them as mentions, not proof.

FINDING 8.3

7 in 10 firm websites have a
contact form. Only 1in 5 mention
a free guide or download

@ Websites

GET IN TOUCH

Contact form 70%
STAY IN TOUCH OR BOOK

Subscribe or newsletter 47.2%
Invite to book a call 39.5%
Guide or download 19.5%
Online booking tool 131%
HELP VISITORS DECIDE

Mention testimonials 38.2%
Mention fees 36%
Quiz or calculator 22.6%
Show Google reviews 10.3%

1dot = 1in 10 of the 2,905 sites. Bronze = has it.

Of the 2,905 firm websites we could read, about 1in 5
(19.5%) mention a free guide or download (checked 26
to 28 Oct 2026).

Of the 2,905 websites we could read, 70%
have a contact form. 47.2% mention
subscribing or a newsletter. 38.2% mention
testimonials or reviews. 36% mention fees.
22.6% mention a quiz or calculator. Only 1in 5
(19.5%, 567 sites) mention a guide or
download. 10.3% (300 sites) mention or show
their Google reviews.




WHAT THIS MEANS FOR YOUR
FIRM

Most visitors aren't ready to book yet. A free
guide or a newsletter gives them a reason to
stay in touch. Showing the Google reviews
you already have costs nothing. Check your
licensee's policy on testimonials and reviews
first.

Keep in mind: We couldn’t open 292 of the websites (they
failed to load or blocked us), so they are left out. We read up
to 5 pages on each site, as each page first arrives. Tools
that only load after that can be missed, so the real shares
may be a little higher. Most rows are word searches, so they
are loose. "Google reviews" counts any site with those
words in its code. "Newsletter" counts any site with the
word "subscribe". Testimonials and fees count a mention
only.

GOOGLE We only count a Google listing when it links to the firm's own website: 1,976
firms. We dropped 157 listings that matched only on the firm's name and
state, because about half of the 25 we checked by hand were the wrong
business. Checked 26 Oct 2026.

FINDING 8.6

About 7 in 10 firms we searched
for have a Google listing
that links to their website

(5 Google

70%
have a listing linked to their site
1,976 of 2,821 firms. Grey pins: no listing we could match.

Of the 2,821 firms we searched for on Google, 7 in 10
(70%) have a Google listing that links to their website
(searched on 26 Oct 2026).

Of the 2,821 firms we searched for, 1,976
(70%) have a Google listing that links to their
website.



WHAT THIS MEANS FOR YOUR
FIRM

Your Google listing is what shows up, with a
map and reviews, when someone searches
your firm's name or "financial adviser near
me". Make sure it links to your website.

Keep in mind: The real share may be higher. For 688 firms
we found no listing that links to their website. Another 157
listings matched only on the firm's name, so we left them out
to be safe. A firm can have a listing that doesn't link to its
website.

FINDING 8.7

The typical firm's Google listing has 3 reviews

(5 Google
%* %k ok
2.8 8 9
%* %k %k -
* 3 reviews
the typical listing
* k k k K * Kk kK * Kk kK

OUT OF EVERY 10 LISTINGS

25.6% 40% 25.3%
none Tt0 9 10 to 49

9.2%
50+

Of the 1,976 firms with a Google listing that links to their website, the typical firm
has 3 reviews (counted on 26 Oct 2026).

Of the 1,976 firms whose Google listing links to their website, the typical firm has 3 reviews. About 2 in 3
(65.5%, 1,295 firms) have fewer than 10. About 1in 4 (25.6%, 505 firms) show no reviews at all. Only
9.2% (181 firms) have 50 or more.

WHAT THIS MEANS FOR YOUR FIRM

Most firms have only a handful of reviews, so a steady trickle of new ones is enough to stand out
locally. Check your licensee's policy on testimonials and reviews first.

Keep in mind: A listing that shows no review count is counted as zero reviews (all 505 of them also show no star rating). Counts
are as Google showed them on the day. “Typical” means the middle firm, not an average: half have more reviews, half have
fewer. The 1 to 9 and 10 to 49 groups are worked out from the other figures, not counted directly.



FINDING 8.12

Firms with a well-kept website are more likely to post on social media

@ Websites ) Facebook (O] Instagram  [f§] Linkedin

@ Hasit Doesn't have it

Reviews shown on the homepage
= 50.5%

211% without one

Blog post in the last 90 days

= 45.2%
17.5% latest over a year old

Online booking tool

. 40.7%
20.5% without one

Video on the website

. 34.4%
20.3% without

2025 or 2026 copyright year

G 29.8%
17.3% 2024 or older
Each bar: share that posted in the 30 days to 25 Oct 2026.

Half (50.5%) of the firms that show reviews on their homepage posted on social
media in the 30 days to 25 Oct 2026, against about 1in 5 (21.1%) of firms that
don't.

Share of firms that posted in the 30 days to 25 Oct 2026, with and without each website feature.
Reviews shown on the homepage: 50.5% of 194 firms, against 21.1% of 2,631 firms without. A blog post
in the last 90 days: 45.2% of 239 firms, against 17.5% of 252 firms whose latest blog post is over a year
old. An online booking tool: 40.7% of 371 firms, against 20.5% of 2,467 without. Video on the website:
34.4% of 575 firms, against 20.3% of 2,263 without. A 2025 or 2026 copyright year at the bottom of the
site: 29.8% of 1,067 firms, against 17.3% of 606 showing 2024 or older. (Finding 8.4 counts 2023 or
earlier as out of date. Here we split at 2025, so a 2024 year counts as older.) A newsletter sign-up:
28.3% of 1,334 firms, against 18.6% of 1,504 without, but most of that gap is because firms with a
newsletter sign-up are also more likely to have a social page at all.

WHAT THIS MEANS FOR YOUR FIRM

Firms that keep their website current tend to keep their social pages going too. When you update one,
check the other.

Keep in mind: These go together; we can't say one causes the other. We read each website as its pages first arrive, so the real

number of sites with each feature may be a little higher. Firms with no page count as not posting. The same gaps show up when
we look only at one-adviser firms (see the chart).



FINDING 8.1 — HEADLINE FINDING

About 1in 8 firm websites let visitors book a meeting time online

@ Websites

| I—

131%
book online (380 of 2,905 sites)

no booking tool found

Contact form 70%

Invite you to book
in words or a tool

39.5%

1 window or dot = 1in 10 sites.

Of the 2,905 firm websites we could read, 1in 8 (13.1%) had an online booking tool,
where a visitor picks a meeting time themselves (checked 26 to 28 Oct 2026).

Of the 2,905 firms whose website we could read, 380 (13.1%) have an online booking tool, such as
Calendly, where a visitor picks a time. 39.5% at least ask visitors to book a call, in words or with a tool.
70% have a contact form.

WHAT THIS MEANS FOR YOUR FIRM

Letting a possible client pick a meeting time on the spot saves emails back and forth. About 7 in 8 firm
websites we read showed no way to do this, so adding one helps you stand out.

Keep in mind: We couldn’t open 292 of the websites (they failed to load or blocked us), so they are left out. We read up to 5
pages on each site, as each page first arrives. Tools that only load after that can be missed, so the real shares may be a little
higher. 29 sites count as having a booking tool only because they use GoHighLevel, a marketing system whose code looks the
same for booking, forms and chat. Wix's own booking tool can't be seen this way.



REAL EXAMPLE

A firm with 3 advisers in Victoria.

What they do: They get a steady stream of new Google reviews, and the owner replies
to them.

Their numbers: More than 10 new Google reviews a month lately. The owner replied to
8 in 10 of the newest ones. For comparison, the typical firm with 5 to 29 reviews got
only 1or 2 new reviews in a whole year.

Copy this: Ask every happy client for a review at the end of a meeting, and reply to
each one. Check your licensee's policy on testimonials and reviews first.

Shared for reference and ideas, not as the one right way. One of the firms we checked, not named. Public data to 25 Oct
2026.
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(5 Google ¢+ TikTok

We looked at 417 TikTok posts about money.
Just 10 of them got 63% of all the views.

The wider market

Most advice businesses are small. Interest in "financial adviser" on Google is up on a
year ago. And on TikTok, the money posts that get watched mostly come from
accounts no firm we checked links to from its website.

THE SHORT VERSION

. 9in 10 licensees (the companies that hold an advice licence) have 10 or fewer
advisers.
. On TikTok, almost all the views on money posts go to accounts no firm we

checked links to from its website.

1more in the appendix -

Do this: Pick the one money question your clients ask most and answer it in a short
video this month.

FINDING 9.3 ROUGH GUIDE



On 417 TikTok posts about money, almost all the views
went to accounts that none of the firms we checked links to

o' TikTok

SMALL GROUP

5 s Over99%
b of views went to

[}

o

[ ]

. accounts no firm

. we checked links to
.

[ ]

Firms we checked

0000000000000000000000000
cecccccccccsccsccsscesces 0O few poststo show

417 TikTok posts on money and advice.
Just 10 posts got 63% of all views.

Of all the views on 417 TikTok posts about money (posted 28 Jul to 26 Oct 2026),
over 99 in 100 went to accounts that none of the firms we checked links to from its
website. Those accounts could be anyone: people making their own videos,
media, banks, funds or others.

A rough guide. We found 417 recent TikTok posts by searching money and advice topics and hashtags.
Over 99 in 100 of their views went to accounts that no firm we checked links to from its website. Just 10
of the 417 posts got 63% of all the views.

WHAT THIS MEANS FOR YOUR FIRM

On TikTok, the money posts that get watched come from accounts no firm we checked links to from its
website. A licensed adviser explaining things plainly has something to add.

Keep in mind: Some posts turned up in more than one search, so we counted each post once (482 search results became 417
posts). Fewer than 30 posts came from firms we checked, too few to show. The posts are not only from Australia, and TikTok's
search shows the posts it thinks fit best, not every post. We make no claim about whether any account holder is licensed.



FINDING 9.1 — HEADLINE FINDING

91in 10 advice licensees have 10 or fewer advisers

34.4% 54.8% 10.8%
1 adviser 2 to 10 advisers 1M+

1,694 of 1,899 licensees (89.2%)
have 10 or fewer advisers.

1 building = 1in 10 licensees.

A licensee is the company that holds the licence advisers work under. Of the 1,899
advice licensees on the ASIC register on 10 Oct 2026, 9in 10 (89.2%) have 10 or
fewer advisers.

1,694 of the 1,899 advice licensees (89.2%) have 10 or fewer advisers. 654 have just one adviser.

WHAT THIS MEANS FOR YOUR FIRM

Most licence holders are small businesses. Among the firms we checked, about 2 in 3 have just one
adviser we could link to them (2,071 of 3,197), so the firms near you are likely to be small too.

Keep in mind: This counts licence holders, not practices. One licensee can have several practices underit. The 2 to 10 and 11 or
more groups are worked out from the other 2 counts, not counted directly.
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@) Facebook (O] Instagram  [fJ§ Linkedin

10 steps any firm can take this month.

What good looks like,
and what to do next

Each step below comes from a finding in this report. They are patterns, not promises.
Pages that follow the posting steps (1to 4) also tend to get more reactions.

THE SHORT VERSION

. The best-performing pages post much more about their people.
. Post steadily, at a pace you can keep, and make more of it about your people.
. Write a full caption (the words under a post) and check that the links on your

website work.

Do this: Pick 2 of the 10 steps below and do them this month.

PLAN 10.2

10 steps any firm can take this month



v

-
—

02

03

SN 08.S

1. Show your people

2. Post steadily, at a pace you can keep
3. Try carousels and video

4. Write a full caption

5. Get one adviser posting on LinkedIn
6. Ask for Google reviews and reply

/. Skip hashtag and emoji tricks

8. Test retirement topics

9. One adviser? Same response

10. Check your website links

Post about your people and your firm at least
as often as you post tips and explainers.

Team posts and firm news were only 1in 5 of all posts, but they got about half of all reactions
(likes and similar taps).

Evidence: findings 4.2t0 4.4 >

Post steadily, at a pace you can keep.

Pages that post more often get more reactions in total, but about the same on each post,
sometimes fewer. So pick a pace you can keep up, and make more of it about your people.

Evidence: finding 412 >

On Instagram, try carousels (several photos in
one post) and video. On Facebook, try video.

On the same page, these posts got more reactions than single-photo posts more often than not.

Evidence: findings 4.6 and 4.7 >



04

05

06

07/

08

09

10

Write a full caption (the words under the photo or video).

If you want reactions, leave web links out of the caption. We can't see clicks, so a link may still
be worth it if you want website visits.

Evidence: finding 4.8 -

Get one adviser's LinkedIn profile complete, then get them posting.

Posts on an adviser's own LinkedIn get far more reactions than posts on a company page.
Advisers with at least 4 of the 5 profile basics (photo, banner, About section, Featured section, a
recommendation) were far more likely to post: 25%, against 4.1% of advisers with 3 or fewer.

Evidence: findings 5.2 and 5.5 -

Ask clients for Google reviews, and reply to each one.

The typical firm's Google listing has 3 reviews. About 3 in 10 firms with 5 or more reviews never
replied to their newest ones. Firms that post on social media also tend to have more reviews.
Check your licensee's policy on testimonials and reviews first.

Evidence: findings 8.7 to 8.11 »

Don't count on hashtags, emojis, the day you post or opening with a question.

None of them made much difference to reactions. Posts that opened with a question lost a little
more often than they won (34.3% against 31%).

Evidence: finding 4.10 -

Run 2 small tests: retirement topics, and Facebook afternoons.

Retirement posts did a little better than other education posts on the same page. On Facebook,
posts between 12pm and 5pm did a little better than the same page's morning posts.

Evidence: findings 4.9 and 4.11 -

If you're a one-adviser firm, you're not at a disadvantage.

One-adviser firms and firms with 2 to 5 advisers get about the same response for their size:
about 4 reactions a post for every 1,000 followers in both groups.

Evidence: finding 3.4 >

Check your website: the social media links, a way to
book online, and the year at the bottom of the page.

About 1in 8 Facebook links on firm websites didn't open a public page. Only about 1in 8 sites let
visitors book a time online. About 3 in 10 sites that show a copyright year show 2023 or earlier.

Evidence: findings 2.1, 8.1and 8.4 -

A note on firm size: bigger firms post more often. Among firms that post, the typical one-adviser firm posts 3.2 times a month, a
firm with 2 to 5 advisers 4.0 times, and a firm with 6 or more advisers 6.8 times (a small group). Bigger firms also post more



about their people. But for each follower, one-adviser firms and firms with 2 to 5 advisers get about the same response (finding
3.4).

FINDING 10.1 — HEADLINE FINDING

On the pages that get the most reactions for their size, about 4
in 10 posts are about people. On other pages, it is about 1in 10

(@) Facebook (O] Instagram [} Linkedin

Best 1in 4 pages The rest
most reactions per follower

r N

\ J

about4in10 about 1in10
posts about people posts about people
about 1in7 4t05in10
education posts education posts

Bronze = posts about the team, firm or clients. Dark = education.

On the best 1in 4 pages (the ones that get the most reactions for their number of
followers), about 4 in 10 posts were about people (40% to 41.7%, depending on
the platform) (posts from 27 Jul to 25 Oct 2026).

WHAT THIS MEANS FOR YOUR FIRM

Look at your last 10 posts. If fewer than 4 are about your team, your firm or your clients, swap some
education posts for posts about your people.

Keep in mind: We picked the best 1 in 4 pages by their reactions, so this describes what they do. It doesn't prove that posting
about people is the reason they do well.

On the typical page in the best 1in 4, 40% to 41.7% of posts were about people (the team, the firm or
clients), against 9.1% to 12.5% on other pages. Education posts were 12.5% to 16.7% of posts on the
best 1in 4 pages, against 41.7% to 50% on other pages. Each range runs from the lowest to the highest
of Facebook, Instagram and LinkedIn.
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SE%
SHSRS

We checked 3,197 firms and read 10,418 of
their posts.

Methods and limits

We used only public data. Every main number was worked out a second time,
separately, before it went in.

THE SHORT VERSION

. We checked 3,197 advice firms. Each has at least one adviser on the ASIC
register and a working website.

. If we couldn't read a page, we left it out. We never counted it as quiet.

. No firm, person or licensee is named.

Do this: before you quote a number from this report, check which firms it counts. The
line under each picture tells you.

METHOD 11.1

Who s in the study



How we got from a long list of websites to the firms and posts in this report

11 769 Where the list came from: our own list of advice
I firm websites, the ASIC register, the Financial
business websites on our starting list, with Advice Association Australia directory, other
duplicates removed adviser directories, Google Maps and website
lookups.
we removed 2,770 websites that weren't advice firms (see 11.2)
v
8 999 What we removed: banks, super funds, insurers,
I stockbrokers, mortgage brokers, licensee head
websites that looked like advice firms offices, accountants who don't give advice, junk

sites and unclear cases. Finding 11.2 gives the
number for each.

we removed 5,802 with no current adviser on the ASIC register that we could match, or a website that didn't work

y
3 197 Every finding counts these firms, or a group
I within them. The ASIC register lists 15,182
firms with at least one current adviser on the current advisers. For most of them (11,584), it
ASIC register and a working website: the firms names only their licensee, not the practice they
we checked work in. Even so, we could tie 5,790 advisers to

the firms we checked, through the email or web
address on their register entry. Firms with a page
we could find: Facebook 1,615, Instagram 636,
LinkedIn company page 1,445.

we read every public post from the last 90 days

v

10 418 9,717 of them were at least 3 days old, so they
I had time to collect reactions. We used those for

posts from 27 Jul to 25 Oct 2026 (90 days) every reactions number. They came from 1,468

pages run by 881 firms. That is 16 fewer than the
897 firms that posted at all (finding 1.4): those 16
had no post we could use for reactions, because
their posts were too new, were reposts, or
showed no count.

Firm list, website link checks and page search: October 2026. Posts: 27 Jul to 25 Oct 2026. Each finding says which of these
firms it counts.



METHOD 11.2

What we removed from the starting list, and why

Websites we removed because they weren't advice firms, by reason (humber of websites)

Unclear what the business does 1,034
Mortgage or finance broker 499
Other kind of business 378
Accountant, no advice 341
Junk or empty page 250
Large institution 84
S_hared web address, not the 54
firm

Stockbroker 42
Super fund or platform 40
Licensee or network office 23
Bank 16
Insurer 9

We removed 2,770 of the 11,769 websites on the starting list. Simple rules came first, then an Al check of every case that wasn't
clear. Finding 11.1 shows the next step, which removed 5,802 more.

A firm with current ASIC advisers was only removed if the Al check said it was a large institution or a licensee's office. We
checked 30 of the Al's decisions at random and agreed with 27. Of the 3 misses, 2 were firms with advice -sounding names
whose websites never loaded (they were left out, which keeps the count cautious), and 1 was an accounting firm counted as
giving advice. Firms marked “unclear” are also left out, for the same reason. To estimate how many advice practices there are in
Australia, we checked 60 random records by hand. 12 of 20 from our original list were real, current, separate practices, and so
were 15 of 40 newer records with no working website. That is why the market size is a range, not one number.



METHOD 11.3

When each piece of data was collected

When each piece of data was collected (2026, unless shown)

Google search trends (vs same

weeks of 2025)
26 Aprto 18 Oct

Google ads shown

10 Nov 2025 to 26 Oct 2026 (starts | EEEEEEEE

before this chart)

Posts we read
27 Jul to 25 Oct (90 days)

Adviser LinkedIn posts
10 Sep to 10 Oct

ASIC adviser list downloaded
10 Oct

Website link checks
14 to 28 Oct

Posts collected
25to 26 Oct

Firm websites read
26 to 28 Oct

Followers, ads, Google listings,

profiles, channels
26 Oct
1 May

A bar covers a period of time. A dot is a single day.

1 Jul

1 Sep

26 Oct



METHOD 11.4

How well the Al sorted posts into types

Our Al sorter
vs a second Al

Simple baseline: call
every post “education”

88.3%
53 of 60 agreed

40%
24 of 60

Each square is one of 60 test posts. Filled = agreed.

We tested the Al that sorted posts on 60 posts it hadn't seen. A second Al agreed with it on 53 of them.

An Al model read each post and sorted it into a type, such as education, sales posts, team posts or firm news. On a fresh test of
60 posts it hadn't seen, a second Al agreed with it 53 times (88.3%). That test was one Al checking another, not a person. Only 5
team posts and 6 firm news posts were in it. Sorting of LinkedIn posts, client stories and a firm's own views was barely tested, so
we never make a headline from them. Topics, such as super or retirement, were found by matching keywords, not by Al.

METHOD 11.5

What we couldn't see, and other limits

Reach, clicks and enquiries

We only see what anyone can see in public: reactions, comments, shares and video views. We
can't see how many people saw a post, clicked a link or got in touch.

Things that go together
Every finding shows what tends to go together. None of them proves that one thing causes
another.

Same-page comparisons

To compare fairly between big and small pages, we compared 2 kinds of post on the same
page. On each page we take the typical post of each kind and see which got more reactions.
Where we also match the post type, each post type on each page is one comparison. Some
comparisons were even, so “"got more" and “got fewer"” don't add up to 100%. The
percentages count pages, or comparisons where we say so. In most comparisons with a clear



result, one side is a single post. Newer posts have had less time to collect reactions, which
can tilt a comparison where one side is newer.

Staff and family

Likes and shares from a firm's own staff and family probably help explain why team posts and
firm news do so well.

Pages we couldn't read

If a page didn't open or came back empty, we left it out of every “did they post” number. We
never counted it as quiet. On LinkedIn we can't always tell a page that failed to load from a
quiet page, so LinkedIn “quiet” shares may be a little high. A Facebook page that “didn't open”
may be deleted, or limited to some ages or countries.

Pages we may have missed

We read each website's home, contact and about pages for links to its social pages. For the
firms on our first list we did this up to 4 times between 14 and 25 Oct 2026 and combined the
results. The 376 firms added later were read once, on 27 or 28 Oct. Then we searched for
pages the firm doesn't link to. A firm can still own a page we didn't find, so the real share of
firms with a page is at least what we show, and may be higher.

Pages we could find

Most findings count every page we could find, whether the firm's website links to it or not. For
firms whose website links to no page, we searched Google for the firm's name. We kept a
page only if the page itself shows the firm's web address, or its phone number is the firm's
business landline. That found a page for 534 of the 1,527 firms that link to none. We checked
40 of these matches by hand, at random, and 39 were right.

Pages that aren't the firm's own

If a linked page mostly carries posts that aren't from an advice business, such as a page
shared by a whole licensee, we leave it out.

The market size

There are roughly 5,000 to 7,000 advice practices in Australia. Nobody has an exact count,
because many firms trade under more than one name. The 3,197 firms we checked are an
exact count, not an estimate.

Busy pages

For each page we read up to 10 recent posts on Facebook, 12 on Instagram and 8 on LinkedIn.
If a page hit that limit, we worked out how often it posts from the dates of those posts.

Firm size

Firm size counts only the advisers we could link to a firm (5,790 of the 15,182 current
advisers). So a firm has at least as many advisers as we show.

Small groups and privacy



Any figure based on fewer than 30 firms, pages or posts is left out. Anything based on fewer
than 100 is marked “small group”: treat it as a rough guide. It is never a headline. No firm,
page, person or licensee is named or quoted, and no screenshots are published. The real
example boxes give only the state and the number of advisers.

Extra data for chapters 5to 9

In October 2026 we also collected: each firm's Google listing and reviews; advisers' LinkedIn
profile details; the text of up to 5 pages of each website; the Facebook and Instagram ads
running on the day; 12 months of Google ads; Instagram and Facebook profile details; the
YouTube channels and TikTok accounts that firm websites link to; and Google Trends and
TikTok search results. A separate reviewer checked every one of these findings before it went
in.

Google matching

We only use a Google listing when it links to the firm's own website. We dropped 157 listings
that matched only on name and state, because about half of them looked wrong when we
checked by hand.

Advisers linked to firms

In findings 5.3 to 5.7, we link an adviser's LinkedIn profile to a firm only through the firm's web
address. That gave 1,119 profiles we could read, at 782 firms. These advisers aren't a random
group, because 3,243 of the 5,637 advisers with a LinkedIn profile we found (from the whole
register) had no web address we could use. We checked 30 profiles by hand, at random: the
employer on the profile matched the firm in 26 of 30 (86.7%).

Firm age, experience, location and staff

Findings 1.9 to 1.11 and 8.12 use four extra facts. Firm age: the date the firm's company was set
up. We could date 70.3% of firms, and a restructure can make a firm look younger than it is.
Adviser experience: each adviser's years in advice, from the ASIC register. This is
approximate: of the 5,640 advisers at these firms whose register entry shows both dates,
13.8% list a first year of advice that is later than the year they first joined the register.

Location: the firm's postcode. Support staff: found by searching Linkedln company pages, for
1,438 firms with 1to 20 advisers and a company page. Findings 1.9, 1.10 and 8.12 count firms
with no page as not posting. Finding 1.11 counts only firms with a Linkedln company page.
They show what goes together, not what causes what.

What we couldn't read, in chapters 5to 9

Google listings, websites, channels, accounts and profiles we couldn't read are left out of
each count. They are never counted as zero. Each finding says how many were left out. Our
website checks read the text of each page before any extra features load, so a few things may
be missed: the real shares are at least what we show.

What we dropped

We left out some things we measured because they weren't reliable: themes in review text
(the keyword rules caught the wrong words), local top 3 Google rankings (the suburbs weren't



a random sample), Google questions and answers (every firm came back at zero, which looks
like a tool problem), website speed (no results came back), Instagram highlights and job ads
(too few firms), Google Trends for 2 other search terms (too unstable) and the age of web

addresses (only some show one). We also removed one industry association that runs ads
from the ads figures. The 5.7% in finding 6.1 doesn't change.
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About Growth Studio Agency



Growth Studio Agency is an Australian marketing agency that works only with financial advice firms. The Adviser
Marketing Report is our free look at how advice firms show up online, built from public data.

We build systems that bring new clients to established Australian financial planning
firms, set up to fit your licensee's own compliance rules. For one advice firm, that
meant 200+ meetings in 5 months. More at growthstudioagency.com

growthstudioagency.com - Growth Studio Agency is a trading name of Cannabay Pty Ltd, ABN 74 644 552 376. GSA does
not hold an Australian financial services licence (AFSL), and this report is not financial advice.
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https://growthstudioagency.com/

FOR ESTABLISHED AUSTRALIAN FINANCIAL ADVICE FIRMS

Turn attention into booked clients

This report is free. Growth Studio Agency builds client acquisition systems for established Australian financial
advice firms. You give the advice. We handle everything that brings clients to you.

The assessment is sixty minutes with Allan. We map where your clients actually
come from today, show you the system that fits a firm like yours, and put real
numbers on what it would return. You leave with the map and the numbers, whether
or not we work together.

Book a complimentary growth strategy assessment

Want to see how firms like these did it? We'll walk you through it on your assessment. No
firm is named.

No obligation, and we will tell you honestly if your firm is not a fit.


https://growthstudioagency.com/#book

