
1. Target Market
A target market is a group of people whose needs align with the advisor’s expertise, services, and 
business model. Defining that market shapes the practice’s message, prospecting activities, 
planning capabilities, and client experience.

Age and assets provide only part of the picture. A useful market definition also considers 
occupation, life stage, geography, financial complexity, decision-making needs, and expectations 
of an advisor.

The advisor should answer:
• Who benefits most from our approach?
• What financial concerns or decisions do these people share?
• What events cause them to seek advice?
• Where do they obtain information and whose judgment do they trust?
• What experience and resources do we need to serve them effectively?
• Can we provide the required services at a sustainable cost?

Reviewing existing client relationships can help identify a suitable market. Look for common 
characteristics among clients who benefit from the work, value the relationship, and fit the 
practice’s capabilities.

Practical output: A written ideal-client profile, supported by clear fit criteria and a description of the 
problems the practice can address.

2. Value Proposition
The value proposition explains why the advisor’s work matters to the intended client. It should 
connect the client’s concerns with the advisor’s capabilities, process, and ongoing support.

Statements such as “personalized service,” “trusted advice,” and “comprehensive planning” need 
explanation. Prospects should understand what those promises mean in practice.

A useful value proposition addresses:
• Audience: Whom the practice serves.
• Need: The concerns or decisions it helps address.
• Approach: How the advisor evaluates needs and develops recommendations.
• Deliverables: What clients receive.
• Ongoing value: How the relationship supports implementation and future decisions.

Use language that someone outside financial services can understand. Describe benefits in terms 
of clearer decisions, better organization, coordinated planning, and consistent follow-through. 
Avoid implying guaranteed investment or financial outcomes.

The proposition must also match delivery. If the practice emphasizes proactive planning, its service 
calendar, staffing, and communications should support that commitment.

Practical output: A concise positioning statement and a fuller explanation supported by specific 
services, process steps, and deliverables.

3. Positioning and Credibility
Positioning establishes how the practice is understood in its chosen market. Credibility gives people 
a solid basis to trust its claims.

Every public interaction contributes to that impression: the website, biographies, presentations, 
emails, events, office experience, and conversations with the team.

Credibility can be supported through:
• Relevant professional experience and accurately described credentials.
• Educational content that demonstrates understanding of client concerns.
• A clearly explained planning methodology.
• Illustrative deliverables that show the work performed.
• Transparent descriptions of services, fees, and responsibilities.
• Professional relationships that support coordinated client service.

Biographies should explain how experience benefits clients. Materials should maintain consistent 
titles, contact information, terminology, and visual standards.

Marketing also needs an established review process. Claims, examples, testimonials, endorsements, 
and performance information should follow applicable firm requirements before use.

Practical output: Consistent messaging and presentation standards, supported by verified 
information and an assigned review process.

4. Prospecting Funnels
A prospecting funnel describes how someone moves from first learning about the practice to 
evaluating whether to become a client.

Different sources may require different approaches. A client introduction begins with a different 
level of familiarity than a seminar attendee or website visitor. Each path should recognize that 
starting point.

Common prospecting channels include:
• Client introductions.
• Professional relationships.
• Educational events and seminars.
• Digital content and website inquiries.
• Workplace and community education.
• Ongoing contact with previously interested prospects.
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Executive Summary
Effective advisor marketing connects a defined audience to a relevant need, shows the advisor’s 
value, and creates a clear path to a client relationship. A complete marketing strategy rests on ten 
connected pillars:

1. Target Market: Define whom you serve best and understand their circumstances, 
priorities, financial concerns, and expectations.

2. Value Proposition: Explain why someone should choose your practice and how your 
capabilities address their needs.

3. Positioning and Credibility: Establish a consistent identity and demonstrate 
competency through relevant experience, useful education, and a clear planning 
approach.

4. Prospecting Funnels: Build repeatable paths through which people discover, evaluate, 
and engage with your practice.

5. Education and Engagement: Help prospects understand their concerns and the 
decisions ahead while building familiarity and trust.

6. Calls to Action and Qualification: Make the next step worthwhile and determine 
whether the prospect’s needs align with your services.

7. Follow-Up and Relationship Development: Maintain consistent, relevant 
communication with clear ownership and documented next steps.

8. Client Process and Deliverables: Explain how your practice works and define the 
tangible work clients receive.

9. Client Services and Experience: Establish clear expectations for the ongoing 
relationship and deliver consistently.

10. Measurement and Accountability: Evaluate which activities create qualified 
opportunities, appropriate client relationships, and sustainable growth.

Build accuracy, appropriate disclosures, and adherence to firm requirements into every pillar. 
Marketing commitments must reflect the practice’s actual capabilities, capacity, and services.

For each funnel, define the audience, message, initial offer, interest-capture method, follow-up 
sequence, qualification process, and responsible person.

The handoffs matter. An event can generate interest that is lost through delayed contact, unclear 
appointment purposes, or weak ownership. The funnel should account for those transitions.

Channel selection should reflect the advisor’s strengths, budget, market access, and ability to follow 
through. Establish a manageable number of repeatable activities before expanding.

Practical output: A documented path for each active prospecting channel, with responsibilities, 
timing, costs, and measurable stages.

5. Education and Engagement
Education helps prospects recognize relevant concerns, understand their choices, and prepare to 
ask better questions. It also gives the advisor a chance to show how the practice thinks.

Content should address the audience’s actual decisions. Its subject, depth, and format should match 
the market’s familiarity with the issue.

An effective educational piece should:
• Address a defined concern.
• Explain why it matters.
• Clarify key decisions or trade-offs.
• Identify information needed for a personal evaluation.
• Offer a relevant next step.

Useful formats include workshops, articles, videos, checklists, webinars, and brief email series. A 
single topic can be adapted across several formats while maintaining a consistent message.

Education should accurately distinguish general information from individualized recommendations. 
It should help people understand their circumstances without creating unnecessary fear or 
suggesting that one solution fits everyone.

Engagement also requires listening. Questions asked at events and in meetings can reveal gaps in 
understanding and guide future content.

Practical output: An editorial calendar connecting target-market concerns with educational topics, 
distribution channels, and appropriate next steps.

6. Calls to Action and Qualification
A call to action explains what someone can do next and why that step is worthwhile. It should fit the 
person’s level of interest and the nature of the concern.

An invitation to a meeting should explain:
• What the meeting will address.
• Who will participate.

• What preparation is needed.
• How much time to allow.
• What the prospect can expect to receive.
• Whether there is a cost or further commitment.

Qualification determines whether the practice can provide appropriate value. Relevant factors 
include financial needs, service expectations, timing, complexity, willingness to participate, and 
economic fit.

Questions should invite a useful conversation. For example: What prompted the inquiry? What 
decision is approaching? What would make the meeting worthwhile? What is missing from the 
current planning relationship?

People who are interested but not ready should have an appropriate follow-up option. Those whose 
needs fall outside the practice’s capabilities should receive a clear explanation.

Practical output: Specific calls to action, a consistent discovery framework, and documented criteria 
for proceeding.

7. Follow-Up and Relationship Development
Follow-up maintains continuity between initial interest and a considered decision. It should be 
timely, relevant, and respectful of the prospect’s preferences.

Each prospect should have a documented concern, a responsible team member, a current status, 
and a next action. The advisor should understand why an appointment was requested and reinforce 
its purpose.

A complete process includes:
• Responding to inquiries within an established service standard.
• Confirming appointments and preparation requirements.
• Reconnecting after cancellations or missed meetings.
• Providing agreed information after conversations.
• Maintaining relevant contact when the prospect is not ready.
• Respecting communication preferences and opt-outs.

Automation can support reminders and educational communication. Personal attention remains 
important when understanding concerns, answering questions, and establishing the relationship.

Follow-up should continue from what the prospect has already shared. Repeated generic requests to 
schedule can weaken the impression that the practice listens.

Practical output: A CRM-based follow-up process with defined stages, ownership, communication 
standards, and escalation when activity stalls.

8. Client Process and Deliverables
The client process explains how the advisor turns information into recommendations and action. 
Deliverables make that work tangible.

A clearly defined process typically includes discovery, information gathering, analysis, 
recommendations, implementation, and ongoing review.

Each stage should establish what the advisor does, what the client provides, how decisions are 
made, and what happens next.

Depending on the engagement, deliverables may include:
• A summary of goals, concerns, and financial circumstances.
• Retirement income or cash-flow analysis.
• Investment allocation and risk assessment.
• Identification of relevant planning gaps.
• A comparison of appropriate alternatives.
• A prioritized written action plan.
• Implementation responsibilities and target dates.
• Meeting summaries and progress reviews.

Clarify which deliverables belong to an introductory conversation, a separate planning engagement, 
or the ongoing relationship.

Reports should support understanding and decisions. Explain key assumptions, limitations, and 
what the findings mean. Where outside professionals are needed, define the coordination and each 
party’s responsibilities.

Practical output: A client-facing process guide and a defined set of deliverables for each 
engagement type.

9. Client Services and Experience
The ongoing client experience shows whether the practice delivers on its marketing promises.

Clients should understand what is included, how often the team will communicate, how to obtain 
assistance, and when their circumstances may require additional work.

Define expectations for:
• Scheduled reviews and planning updates.
• Account monitoring and reporting.
• Responses to questions and service requests.
• Coordination with other professionals.
• Changes in family, employment, health, or financial circumstances.
• Fees and any separately charged services.

Service levels may differ by engagement, provided the distinctions are clear and consistent with 
the agreement.

The experience also includes preparation, accuracy, accessibility, confidentiality, and completion 
of commitments. Assign ownership so clients know whom to contact and the team knows who 
is responsible.

Collect feedback periodically and use it to improve delivery. Capacity planning is essential: growth 
should be supported by sufficient people, systems, and time.

Practical output: A service calendar, documented service standards, assigned responsibilities, and 
a client feedback process.

10. Measurement and Accountability
Measurement shows whether marketing reaches the intended audience and builds sustainable 
client relationships.

Review the full path from activity to client delivery:

Area   Measures to consider

Marketing activity Campaigns, events, outreach, professional meetings, and content distribution

Prospect quality Target-market fit, relevant need, timing, and readiness

Engagement  Inquiries, registrations, attendance, and responses

Appointments  Scheduled, held, canceled, and missed meetings

Conversion  Appropriate engagements, implementation, and new relationships

Economics  Acquisition cost, advisor time, revenue, and service demands

Client experience Retention, feedback, service completion, and introductions

Use consistent definitions. A lead, qualified prospect, appointment, and new client should mean the 
same thing across the team.

Assign goals based on capacity and business economics. Review results by market and source to 
identify where the process succeeds or loses momentum.

Low conversion may reflect audience fit, messaging, follow-up, appointment quality, or the service 
proposition. Investigate the cause before increasing spending.

Practical output: A concise dashboard with named owners, a regular review schedule, and 
documented actions based on results.
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Marketing commitments must reflect the practice’s actual capabilities, capacity, and services.
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It should help people understand their circumstances without creating unnecessary fear or 
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• What preparation is needed.
• How much time to allow.
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Qualification determines whether the practice can provide appropriate value. Relevant factors 
include financial needs, service expectations, timing, complexity, willingness to participate, and 
economic fit.

Questions should invite a useful conversation. For example: What prompted the inquiry? What 
decision is approaching? What would make the meeting worthwhile? What is missing from the 
current planning relationship?

People who are interested but not ready should have an appropriate follow-up option. Those whose 
needs fall outside the practice’s capabilities should receive a clear explanation.
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for proceeding.
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8. Client Process and Deliverables
The client process explains how the advisor turns information into recommendations and action. 
Deliverables make that work tangible.

A clearly defined process typically includes discovery, information gathering, analysis, 
recommendations, implementation, and ongoing review.

Each stage should establish what the advisor does, what the client provides, how decisions are 
made, and what happens next.

Depending on the engagement, deliverables may include:
• A summary of goals, concerns, and financial circumstances.
• Retirement income or cash-flow analysis.
• Investment allocation and risk assessment.
• Identification of relevant planning gaps.
• A comparison of appropriate alternatives.
• A prioritized written action plan.
• Implementation responsibilities and target dates.
• Meeting summaries and progress reviews.

Clarify which deliverables belong to an introductory conversation, a separate planning engagement, 
or the ongoing relationship.

Reports should support understanding and decisions. Explain key assumptions, limitations, and 
what the findings mean. Where outside professionals are needed, define the coordination and each 
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Area   Measures to consider
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Engagement  Inquiries, registrations, attendance, and responses

Appointments  Scheduled, held, canceled, and missed meetings

Conversion  Appropriate engagements, implementation, and new relationships

Economics  Acquisition cost, advisor time, revenue, and service demands

Client experience Retention, feedback, service completion, and introductions
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Follow-up should continue from what the prospect has already shared. Repeated generic requests to 
schedule can weaken the impression that the practice listens.

Practical output: A CRM-based follow-up process with defined stages, ownership, communication 
standards, and escalation when activity stalls.

8. Client Process and Deliverables
The client process explains how the advisor turns information into recommendations and action. 
Deliverables make that work tangible.

A clearly defined process typically includes discovery, information gathering, analysis, 
recommendations, implementation, and ongoing review.

Each stage should establish what the advisor does, what the client provides, how decisions are 
made, and what happens next.

Depending on the engagement, deliverables may include:
• A summary of goals, concerns, and financial circumstances.
• Retirement income or cash-flow analysis.
• Investment allocation and risk assessment.
• Identification of relevant planning gaps.
• A comparison of appropriate alternatives.
• A prioritized written action plan.
• Implementation responsibilities and target dates.
• Meeting summaries and progress reviews.

Clarify which deliverables belong to an introductory conversation, a separate planning engagement, 
or the ongoing relationship.

Reports should support understanding and decisions. Explain key assumptions, limitations, and 
what the findings mean. Where outside professionals are needed, define the coordination and each 
party’s responsibilities.

Practical output: A client-facing process guide and a defined set of deliverables for each 
engagement type.

9. Client Services and Experience
The ongoing client experience shows whether the practice delivers on its marketing promises.

Clients should understand what is included, how often the team will communicate, how to obtain 
assistance, and when their circumstances may require additional work.

Define expectations for:
• Scheduled reviews and planning updates.
• Account monitoring and reporting.
• Responses to questions and service requests.
• Coordination with other professionals.
• Changes in family, employment, health, or financial circumstances.
• Fees and any separately charged services.

Service levels may differ by engagement, provided the distinctions are clear and consistent with 
the agreement.

The experience also includes preparation, accuracy, accessibility, confidentiality, and completion 
of commitments. Assign ownership so clients know whom to contact and the team knows who 
is responsible.

Collect feedback periodically and use it to improve delivery. Capacity planning is essential: growth 
should be supported by sufficient people, systems, and time.

Practical output: A service calendar, documented service standards, assigned responsibilities, and 
a client feedback process.

10. Measurement and Accountability
Measurement shows whether marketing reaches the intended audience and builds sustainable 
client relationships.

Review the full path from activity to client delivery:

Area   Measures to consider

Marketing activity Campaigns, events, outreach, professional meetings, and content distribution

Prospect quality Target-market fit, relevant need, timing, and readiness

Engagement  Inquiries, registrations, attendance, and responses

Appointments  Scheduled, held, canceled, and missed meetings

Conversion  Appropriate engagements, implementation, and new relationships

Economics  Acquisition cost, advisor time, revenue, and service demands

Client experience Retention, feedback, service completion, and introductions

Use consistent definitions. A lead, qualified prospect, appointment, and new client should mean the 
same thing across the team.

Assign goals based on capacity and business economics. Review results by market and source to 
identify where the process succeeds or loses momentum.

Low conversion may reflect audience fit, messaging, follow-up, appointment quality, or the service 
proposition. Investigate the cause before increasing spending.

Practical output: A concise dashboard with named owners, a regular review schedule, and 
documented actions based on results.



1. Target Market
A target market is a group of people whose needs align with the advisor’s expertise, services, and 
business model. Defining that market shapes the practice’s message, prospecting activities, 
planning capabilities, and client experience.

Age and assets provide only part of the picture. A useful market definition also considers 
occupation, life stage, geography, financial complexity, decision-making needs, and expectations 
of an advisor.

The advisor should answer:
• Who benefits most from our approach?
• What financial concerns or decisions do these people share?
• What events cause them to seek advice?
• Where do they obtain information and whose judgment do they trust?
• What experience and resources do we need to serve them effectively?
• Can we provide the required services at a sustainable cost?

Reviewing existing client relationships can help identify a suitable market. Look for common 
characteristics among clients who benefit from the work, value the relationship, and fit the 
practice’s capabilities.

Practical output: A written ideal-client profile, supported by clear fit criteria and a description of the 
problems the practice can address.

2. Value Proposition
The value proposition explains why the advisor’s work matters to the intended client. It should 
connect the client’s concerns with the advisor’s capabilities, process, and ongoing support.

Statements such as “personalized service,” “trusted advice,” and “comprehensive planning” need 
explanation. Prospects should understand what those promises mean in practice.

A useful value proposition addresses:
• Audience: Whom the practice serves.
• Need: The concerns or decisions it helps address.
• Approach: How the advisor evaluates needs and develops recommendations.
• Deliverables: What clients receive.
• Ongoing value: How the relationship supports implementation and future decisions.

Use language that someone outside financial services can understand. Describe benefits in terms 
of clearer decisions, better organization, coordinated planning, and consistent follow-through. 
Avoid implying guaranteed investment or financial outcomes.

The proposition must also match delivery. If the practice emphasizes proactive planning, its service 
calendar, staffing, and communications should support that commitment.

Practical output: A concise positioning statement and a fuller explanation supported by specific 
services, process steps, and deliverables.

3. Positioning and Credibility
Positioning establishes how the practice is understood in its chosen market. Credibility gives people 
a solid basis to trust its claims.

Every public interaction contributes to that impression: the website, biographies, presentations, 
emails, events, office experience, and conversations with the team.

Credibility can be supported through:
• Relevant professional experience and accurately described credentials.
• Educational content that demonstrates understanding of client concerns.
• A clearly explained planning methodology.
• Illustrative deliverables that show the work performed.
• Transparent descriptions of services, fees, and responsibilities.
• Professional relationships that support coordinated client service.

Biographies should explain how experience benefits clients. Materials should maintain consistent 
titles, contact information, terminology, and visual standards.

Marketing also needs an established review process. Claims, examples, testimonials, endorsements, 
and performance information should follow applicable firm requirements before use.

Practical output: Consistent messaging and presentation standards, supported by verified 
information and an assigned review process.

4. Prospecting Funnels
A prospecting funnel describes how someone moves from first learning about the practice to 
evaluating whether to become a client.

Different sources may require different approaches. A client introduction begins with a different 
level of familiarity than a seminar attendee or website visitor. Each path should recognize that 
starting point.

Common prospecting channels include:
• Client introductions.
• Professional relationships.
• Educational events and seminars.
• Digital content and website inquiries.
• Workplace and community education.
• Ongoing contact with previously interested prospects.

Executive Summary
Effective advisor marketing connects a defined audience to a relevant need, shows the advisor’s 
value, and creates a clear path to a client relationship. A complete marketing strategy rests on ten 
connected pillars:

1. Target Market: Define whom you serve best and understand their circumstances, 
priorities, financial concerns, and expectations.

2. Value Proposition: Explain why someone should choose your practice and how your 
capabilities address their needs.

3. Positioning and Credibility: Establish a consistent identity and demonstrate 
competency through relevant experience, useful education, and a clear planning 
approach.

4. Prospecting Funnels: Build repeatable paths through which people discover, evaluate, 
and engage with your practice.

5. Education and Engagement: Help prospects understand their concerns and the 
decisions ahead while building familiarity and trust.

6. Calls to Action and Qualification: Make the next step worthwhile and determine 
whether the prospect’s needs align with your services.

7. Follow-Up and Relationship Development: Maintain consistent, relevant 
communication with clear ownership and documented next steps.

8. Client Process and Deliverables: Explain how your practice works and define the 
tangible work clients receive.

9. Client Services and Experience: Establish clear expectations for the ongoing 
relationship and deliver consistently.

10. Measurement and Accountability: Evaluate which activities create qualified 
opportunities, appropriate client relationships, and sustainable growth.

Build accuracy, appropriate disclosures, and adherence to firm requirements into every pillar. 
Marketing commitments must reflect the practice’s actual capabilities, capacity, and services.
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For each funnel, define the audience, message, initial offer, interest-capture method, follow-up 
sequence, qualification process, and responsible person.

The handoffs matter. An event can generate interest that is lost through delayed contact, unclear 
appointment purposes, or weak ownership. The funnel should account for those transitions.

Channel selection should reflect the advisor’s strengths, budget, market access, and ability to follow 
through. Establish a manageable number of repeatable activities before expanding.

Practical output: A documented path for each active prospecting channel, with responsibilities, 
timing, costs, and measurable stages.

5. Education and Engagement
Education helps prospects recognize relevant concerns, understand their choices, and prepare to 
ask better questions. It also gives the advisor a chance to show how the practice thinks.

Content should address the audience’s actual decisions. Its subject, depth, and format should match 
the market’s familiarity with the issue.

An effective educational piece should:
• Address a defined concern.
• Explain why it matters.
• Clarify key decisions or trade-offs.
• Identify information needed for a personal evaluation.
• Offer a relevant next step.

Useful formats include workshops, articles, videos, checklists, webinars, and brief email series. A 
single topic can be adapted across several formats while maintaining a consistent message.

Education should accurately distinguish general information from individualized recommendations. 
It should help people understand their circumstances without creating unnecessary fear or 
suggesting that one solution fits everyone.

Engagement also requires listening. Questions asked at events and in meetings can reveal gaps in 
understanding and guide future content.

Practical output: An editorial calendar connecting target-market concerns with educational topics, 
distribution channels, and appropriate next steps.

6. Calls to Action and Qualification
A call to action explains what someone can do next and why that step is worthwhile. It should fit the 
person’s level of interest and the nature of the concern.

An invitation to a meeting should explain:
• What the meeting will address.
• Who will participate.

• What preparation is needed.
• How much time to allow.
• What the prospect can expect to receive.
• Whether there is a cost or further commitment.

Qualification determines whether the practice can provide appropriate value. Relevant factors 
include financial needs, service expectations, timing, complexity, willingness to participate, and 
economic fit.

Questions should invite a useful conversation. For example: What prompted the inquiry? What 
decision is approaching? What would make the meeting worthwhile? What is missing from the 
current planning relationship?

People who are interested but not ready should have an appropriate follow-up option. Those whose 
needs fall outside the practice’s capabilities should receive a clear explanation.

Practical output: Specific calls to action, a consistent discovery framework, and documented criteria 
for proceeding.

7. Follow-Up and Relationship Development
Follow-up maintains continuity between initial interest and a considered decision. It should be 
timely, relevant, and respectful of the prospect’s preferences.

Each prospect should have a documented concern, a responsible team member, a current status, 
and a next action. The advisor should understand why an appointment was requested and reinforce 
its purpose.

A complete process includes:
• Responding to inquiries within an established service standard.
• Confirming appointments and preparation requirements.
• Reconnecting after cancellations or missed meetings.
• Providing agreed information after conversations.
• Maintaining relevant contact when the prospect is not ready.
• Respecting communication preferences and opt-outs.

Automation can support reminders and educational communication. Personal attention remains 
important when understanding concerns, answering questions, and establishing the relationship.

Follow-up should continue from what the prospect has already shared. Repeated generic requests to 
schedule can weaken the impression that the practice listens.

Practical output: A CRM-based follow-up process with defined stages, ownership, communication 
standards, and escalation when activity stalls.

8. Client Process and Deliverables
The client process explains how the advisor turns information into recommendations and action. 
Deliverables make that work tangible.

A clearly defined process typically includes discovery, information gathering, analysis, 
recommendations, implementation, and ongoing review.

Each stage should establish what the advisor does, what the client provides, how decisions are 
made, and what happens next.

Depending on the engagement, deliverables may include:
• A summary of goals, concerns, and financial circumstances.
• Retirement income or cash-flow analysis.
• Investment allocation and risk assessment.
• Identification of relevant planning gaps.
• A comparison of appropriate alternatives.
• A prioritized written action plan.
• Implementation responsibilities and target dates.
• Meeting summaries and progress reviews.

Clarify which deliverables belong to an introductory conversation, a separate planning engagement, 
or the ongoing relationship.

Reports should support understanding and decisions. Explain key assumptions, limitations, and 
what the findings mean. Where outside professionals are needed, define the coordination and each 
party’s responsibilities.

Practical output: A client-facing process guide and a defined set of deliverables for each 
engagement type.

9. Client Services and Experience
The ongoing client experience shows whether the practice delivers on its marketing promises.

Clients should understand what is included, how often the team will communicate, how to obtain 
assistance, and when their circumstances may require additional work.

Define expectations for:
• Scheduled reviews and planning updates.
• Account monitoring and reporting.
• Responses to questions and service requests.
• Coordination with other professionals.
• Changes in family, employment, health, or financial circumstances.
• Fees and any separately charged services.

Service levels may differ by engagement, provided the distinctions are clear and consistent with 
the agreement.

The experience also includes preparation, accuracy, accessibility, confidentiality, and completion 
of commitments. Assign ownership so clients know whom to contact and the team knows who 
is responsible.

Collect feedback periodically and use it to improve delivery. Capacity planning is essential: growth 
should be supported by sufficient people, systems, and time.

Practical output: A service calendar, documented service standards, assigned responsibilities, and 
a client feedback process.

10. Measurement and Accountability
Measurement shows whether marketing reaches the intended audience and builds sustainable 
client relationships.

Review the full path from activity to client delivery:

Area   Measures to consider

Marketing activity Campaigns, events, outreach, professional meetings, and content distribution

Prospect quality Target-market fit, relevant need, timing, and readiness

Engagement  Inquiries, registrations, attendance, and responses

Appointments  Scheduled, held, canceled, and missed meetings

Conversion  Appropriate engagements, implementation, and new relationships

Economics  Acquisition cost, advisor time, revenue, and service demands

Client experience Retention, feedback, service completion, and introductions

Use consistent definitions. A lead, qualified prospect, appointment, and new client should mean the 
same thing across the team.

Assign goals based on capacity and business economics. Review results by market and source to 
identify where the process succeeds or loses momentum.

Low conversion may reflect audience fit, messaging, follow-up, appointment quality, or the service 
proposition. Investigate the cause before increasing spending.

Practical output: A concise dashboard with named owners, a regular review schedule, and 
documented actions based on results.



1. Target Market
A target market is a group of people whose needs align with the advisor’s expertise, services, and 
business model. Defining that market shapes the practice’s message, prospecting activities, 
planning capabilities, and client experience.

Age and assets provide only part of the picture. A useful market definition also considers 
occupation, life stage, geography, financial complexity, decision-making needs, and expectations 
of an advisor.

The advisor should answer:
• Who benefits most from our approach?
• What financial concerns or decisions do these people share?
• What events cause them to seek advice?
• Where do they obtain information and whose judgment do they trust?
• What experience and resources do we need to serve them effectively?
• Can we provide the required services at a sustainable cost?

Reviewing existing client relationships can help identify a suitable market. Look for common 
characteristics among clients who benefit from the work, value the relationship, and fit the 
practice’s capabilities.

Practical output: A written ideal-client profile, supported by clear fit criteria and a description of the 
problems the practice can address.

2. Value Proposition
The value proposition explains why the advisor’s work matters to the intended client. It should 
connect the client’s concerns with the advisor’s capabilities, process, and ongoing support.

Statements such as “personalized service,” “trusted advice,” and “comprehensive planning” need 
explanation. Prospects should understand what those promises mean in practice.

A useful value proposition addresses:
• Audience: Whom the practice serves.
• Need: The concerns or decisions it helps address.
• Approach: How the advisor evaluates needs and develops recommendations.
• Deliverables: What clients receive.
• Ongoing value: How the relationship supports implementation and future decisions.

Use language that someone outside financial services can understand. Describe benefits in terms 
of clearer decisions, better organization, coordinated planning, and consistent follow-through. 
Avoid implying guaranteed investment or financial outcomes.

The proposition must also match delivery. If the practice emphasizes proactive planning, its service 
calendar, staffing, and communications should support that commitment.

Practical output: A concise positioning statement and a fuller explanation supported by specific 
services, process steps, and deliverables.

3. Positioning and Credibility
Positioning establishes how the practice is understood in its chosen market. Credibility gives people 
a solid basis to trust its claims.

Every public interaction contributes to that impression: the website, biographies, presentations, 
emails, events, office experience, and conversations with the team.

Credibility can be supported through:
• Relevant professional experience and accurately described credentials.
• Educational content that demonstrates understanding of client concerns.
• A clearly explained planning methodology.
• Illustrative deliverables that show the work performed.
• Transparent descriptions of services, fees, and responsibilities.
• Professional relationships that support coordinated client service.

Biographies should explain how experience benefits clients. Materials should maintain consistent 
titles, contact information, terminology, and visual standards.

Marketing also needs an established review process. Claims, examples, testimonials, endorsements, 
and performance information should follow applicable firm requirements before use.

Practical output: Consistent messaging and presentation standards, supported by verified 
information and an assigned review process.

4. Prospecting Funnels
A prospecting funnel describes how someone moves from first learning about the practice to 
evaluating whether to become a client.

Different sources may require different approaches. A client introduction begins with a different 
level of familiarity than a seminar attendee or website visitor. Each path should recognize that 
starting point.

Common prospecting channels include:
• Client introductions.
• Professional relationships.
• Educational events and seminars.
• Digital content and website inquiries.
• Workplace and community education.
• Ongoing contact with previously interested prospects.

Executive Summary
Effective advisor marketing connects a defined audience to a relevant need, shows the advisor’s 
value, and creates a clear path to a client relationship. A complete marketing strategy rests on ten 
connected pillars:

1. Target Market: Define whom you serve best and understand their circumstances, 
priorities, financial concerns, and expectations.

2. Value Proposition: Explain why someone should choose your practice and how your 
capabilities address their needs.

3. Positioning and Credibility: Establish a consistent identity and demonstrate 
competency through relevant experience, useful education, and a clear planning 
approach.

4. Prospecting Funnels: Build repeatable paths through which people discover, evaluate, 
and engage with your practice.

5. Education and Engagement: Help prospects understand their concerns and the 
decisions ahead while building familiarity and trust.

6. Calls to Action and Qualification: Make the next step worthwhile and determine 
whether the prospect’s needs align with your services.

7. Follow-Up and Relationship Development: Maintain consistent, relevant 
communication with clear ownership and documented next steps.

8. Client Process and Deliverables: Explain how your practice works and define the 
tangible work clients receive.

9. Client Services and Experience: Establish clear expectations for the ongoing 
relationship and deliver consistently.

10. Measurement and Accountability: Evaluate which activities create qualified 
opportunities, appropriate client relationships, and sustainable growth.

Build accuracy, appropriate disclosures, and adherence to firm requirements into every pillar. 
Marketing commitments must reflect the practice’s actual capabilities, capacity, and services.
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For each funnel, define the audience, message, initial offer, interest-capture method, follow-up 
sequence, qualification process, and responsible person.

The handoffs matter. An event can generate interest that is lost through delayed contact, unclear 
appointment purposes, or weak ownership. The funnel should account for those transitions.

Channel selection should reflect the advisor’s strengths, budget, market access, and ability to follow 
through. Establish a manageable number of repeatable activities before expanding.

Practical output: A documented path for each active prospecting channel, with responsibilities, 
timing, costs, and measurable stages.

5. Education and Engagement
Education helps prospects recognize relevant concerns, understand their choices, and prepare to 
ask better questions. It also gives the advisor a chance to show how the practice thinks.

Content should address the audience’s actual decisions. Its subject, depth, and format should match 
the market’s familiarity with the issue.

An effective educational piece should:
• Address a defined concern.
• Explain why it matters.
• Clarify key decisions or trade-offs.
• Identify information needed for a personal evaluation.
• Offer a relevant next step.

Useful formats include workshops, articles, videos, checklists, webinars, and brief email series. A 
single topic can be adapted across several formats while maintaining a consistent message.

Education should accurately distinguish general information from individualized recommendations. 
It should help people understand their circumstances without creating unnecessary fear or 
suggesting that one solution fits everyone.

Engagement also requires listening. Questions asked at events and in meetings can reveal gaps in 
understanding and guide future content.

Practical output: An editorial calendar connecting target-market concerns with educational topics, 
distribution channels, and appropriate next steps.

6. Calls to Action and Qualification
A call to action explains what someone can do next and why that step is worthwhile. It should fit the 
person’s level of interest and the nature of the concern.

An invitation to a meeting should explain:
• What the meeting will address.
• Who will participate.

• What preparation is needed.
• How much time to allow.
• What the prospect can expect to receive.
• Whether there is a cost or further commitment.

Qualification determines whether the practice can provide appropriate value. Relevant factors 
include financial needs, service expectations, timing, complexity, willingness to participate, and 
economic fit.

Questions should invite a useful conversation. For example: What prompted the inquiry? What 
decision is approaching? What would make the meeting worthwhile? What is missing from the 
current planning relationship?

People who are interested but not ready should have an appropriate follow-up option. Those whose 
needs fall outside the practice’s capabilities should receive a clear explanation.

Practical output: Specific calls to action, a consistent discovery framework, and documented criteria 
for proceeding.

7. Follow-Up and Relationship Development
Follow-up maintains continuity between initial interest and a considered decision. It should be 
timely, relevant, and respectful of the prospect’s preferences.

Each prospect should have a documented concern, a responsible team member, a current status, 
and a next action. The advisor should understand why an appointment was requested and reinforce 
its purpose.

A complete process includes:
• Responding to inquiries within an established service standard.
• Confirming appointments and preparation requirements.
• Reconnecting after cancellations or missed meetings.
• Providing agreed information after conversations.
• Maintaining relevant contact when the prospect is not ready.
• Respecting communication preferences and opt-outs.

Automation can support reminders and educational communication. Personal attention remains 
important when understanding concerns, answering questions, and establishing the relationship.

Follow-up should continue from what the prospect has already shared. Repeated generic requests to 
schedule can weaken the impression that the practice listens.

Practical output: A CRM-based follow-up process with defined stages, ownership, communication 
standards, and escalation when activity stalls.

8. Client Process and Deliverables
The client process explains how the advisor turns information into recommendations and action. 
Deliverables make that work tangible.

A clearly defined process typically includes discovery, information gathering, analysis, 
recommendations, implementation, and ongoing review.

Each stage should establish what the advisor does, what the client provides, how decisions are 
made, and what happens next.

Depending on the engagement, deliverables may include:
• A summary of goals, concerns, and financial circumstances.
• Retirement income or cash-flow analysis.
• Investment allocation and risk assessment.
• Identification of relevant planning gaps.
• A comparison of appropriate alternatives.
• A prioritized written action plan.
• Implementation responsibilities and target dates.
• Meeting summaries and progress reviews.

Clarify which deliverables belong to an introductory conversation, a separate planning engagement, 
or the ongoing relationship.

Reports should support understanding and decisions. Explain key assumptions, limitations, and 
what the findings mean. Where outside professionals are needed, define the coordination and each 
party’s responsibilities.

Practical output: A client-facing process guide and a defined set of deliverables for each 
engagement type.

9. Client Services and Experience
The ongoing client experience shows whether the practice delivers on its marketing promises.

Clients should understand what is included, how often the team will communicate, how to obtain 
assistance, and when their circumstances may require additional work.

Define expectations for:
• Scheduled reviews and planning updates.
• Account monitoring and reporting.
• Responses to questions and service requests.
• Coordination with other professionals.
• Changes in family, employment, health, or financial circumstances.
• Fees and any separately charged services.

Service levels may differ by engagement, provided the distinctions are clear and consistent with 
the agreement.

The experience also includes preparation, accuracy, accessibility, confidentiality, and completion 
of commitments. Assign ownership so clients know whom to contact and the team knows who 
is responsible.

Collect feedback periodically and use it to improve delivery. Capacity planning is essential: growth 
should be supported by sufficient people, systems, and time.

Practical output: A service calendar, documented service standards, assigned responsibilities, and 
a client feedback process.

10. Measurement and Accountability
Measurement shows whether marketing reaches the intended audience and builds sustainable 
client relationships.

Review the full path from activity to client delivery:

Area   Measures to consider

Marketing activity Campaigns, events, outreach, professional meetings, and content distribution

Prospect quality Target-market fit, relevant need, timing, and readiness

Engagement  Inquiries, registrations, attendance, and responses

Appointments  Scheduled, held, canceled, and missed meetings

Conversion  Appropriate engagements, implementation, and new relationships

Economics  Acquisition cost, advisor time, revenue, and service demands

Client experience Retention, feedback, service completion, and introductions

Use consistent definitions. A lead, qualified prospect, appointment, and new client should mean the 
same thing across the team.

Assign goals based on capacity and business economics. Review results by market and source to 
identify where the process succeeds or loses momentum.

Low conversion may reflect audience fit, messaging, follow-up, appointment quality, or the service 
proposition. Investigate the cause before increasing spending.

Practical output: A concise dashboard with named owners, a regular review schedule, and 
documented actions based on results.



1. Target Market
A target market is a group of people whose needs align with the advisor’s expertise, services, and 
business model. Defining that market shapes the practice’s message, prospecting activities, 
planning capabilities, and client experience.

Age and assets provide only part of the picture. A useful market definition also considers 
occupation, life stage, geography, financial complexity, decision-making needs, and expectations 
of an advisor.

The advisor should answer:
• Who benefits most from our approach?
• What financial concerns or decisions do these people share?
• What events cause them to seek advice?
• Where do they obtain information and whose judgment do they trust?
• What experience and resources do we need to serve them effectively?
• Can we provide the required services at a sustainable cost?

Reviewing existing client relationships can help identify a suitable market. Look for common 
characteristics among clients who benefit from the work, value the relationship, and fit the 
practice’s capabilities.

Practical output: A written ideal-client profile, supported by clear fit criteria and a description of the 
problems the practice can address.

2. Value Proposition
The value proposition explains why the advisor’s work matters to the intended client. It should 
connect the client’s concerns with the advisor’s capabilities, process, and ongoing support.

Statements such as “personalized service,” “trusted advice,” and “comprehensive planning” need 
explanation. Prospects should understand what those promises mean in practice.

A useful value proposition addresses:
• Audience: Whom the practice serves.
• Need: The concerns or decisions it helps address.
• Approach: How the advisor evaluates needs and develops recommendations.
• Deliverables: What clients receive.
• Ongoing value: How the relationship supports implementation and future decisions.

Use language that someone outside financial services can understand. Describe benefits in terms 
of clearer decisions, better organization, coordinated planning, and consistent follow-through. 
Avoid implying guaranteed investment or financial outcomes.

The proposition must also match delivery. If the practice emphasizes proactive planning, its service 
calendar, staffing, and communications should support that commitment.

Practical output: A concise positioning statement and a fuller explanation supported by specific 
services, process steps, and deliverables.

3. Positioning and Credibility
Positioning establishes how the practice is understood in its chosen market. Credibility gives people 
a solid basis to trust its claims.

Every public interaction contributes to that impression: the website, biographies, presentations, 
emails, events, office experience, and conversations with the team.

Credibility can be supported through:
• Relevant professional experience and accurately described credentials.
• Educational content that demonstrates understanding of client concerns.
• A clearly explained planning methodology.
• Illustrative deliverables that show the work performed.
• Transparent descriptions of services, fees, and responsibilities.
• Professional relationships that support coordinated client service.

Biographies should explain how experience benefits clients. Materials should maintain consistent 
titles, contact information, terminology, and visual standards.

Marketing also needs an established review process. Claims, examples, testimonials, endorsements, 
and performance information should follow applicable firm requirements before use.

Practical output: Consistent messaging and presentation standards, supported by verified 
information and an assigned review process.

4. Prospecting Funnels
A prospecting funnel describes how someone moves from first learning about the practice to 
evaluating whether to become a client.

Different sources may require different approaches. A client introduction begins with a different 
level of familiarity than a seminar attendee or website visitor. Each path should recognize that 
starting point.

Common prospecting channels include:
• Client introductions.
• Professional relationships.
• Educational events and seminars.
• Digital content and website inquiries.
• Workplace and community education.
• Ongoing contact with previously interested prospects.

Executive Summary
Effective advisor marketing connects a defined audience to a relevant need, shows the advisor’s 
value, and creates a clear path to a client relationship. A complete marketing strategy rests on ten 
connected pillars:

1. Target Market: Define whom you serve best and understand their circumstances, 
priorities, financial concerns, and expectations.

2. Value Proposition: Explain why someone should choose your practice and how your 
capabilities address their needs.

3. Positioning and Credibility: Establish a consistent identity and demonstrate 
competency through relevant experience, useful education, and a clear planning 
approach.

4. Prospecting Funnels: Build repeatable paths through which people discover, evaluate, 
and engage with your practice.

5. Education and Engagement: Help prospects understand their concerns and the 
decisions ahead while building familiarity and trust.

6. Calls to Action and Qualification: Make the next step worthwhile and determine 
whether the prospect’s needs align with your services.

7. Follow-Up and Relationship Development: Maintain consistent, relevant 
communication with clear ownership and documented next steps.

8. Client Process and Deliverables: Explain how your practice works and define the 
tangible work clients receive.

9. Client Services and Experience: Establish clear expectations for the ongoing 
relationship and deliver consistently.

10. Measurement and Accountability: Evaluate which activities create qualified 
opportunities, appropriate client relationships, and sustainable growth.

Build accuracy, appropriate disclosures, and adherence to firm requirements into every pillar. 
Marketing commitments must reflect the practice’s actual capabilities, capacity, and services.
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For each funnel, define the audience, message, initial offer, interest-capture method, follow-up 
sequence, qualification process, and responsible person.

The handoffs matter. An event can generate interest that is lost through delayed contact, unclear 
appointment purposes, or weak ownership. The funnel should account for those transitions.

Channel selection should reflect the advisor’s strengths, budget, market access, and ability to follow 
through. Establish a manageable number of repeatable activities before expanding.

Practical output: A documented path for each active prospecting channel, with responsibilities, 
timing, costs, and measurable stages.

5. Education and Engagement
Education helps prospects recognize relevant concerns, understand their choices, and prepare to 
ask better questions. It also gives the advisor a chance to show how the practice thinks.

Content should address the audience’s actual decisions. Its subject, depth, and format should match 
the market’s familiarity with the issue.

An effective educational piece should:
• Address a defined concern.
• Explain why it matters.
• Clarify key decisions or trade-offs.
• Identify information needed for a personal evaluation.
• Offer a relevant next step.

Useful formats include workshops, articles, videos, checklists, webinars, and brief email series. A 
single topic can be adapted across several formats while maintaining a consistent message.

Education should accurately distinguish general information from individualized recommendations. 
It should help people understand their circumstances without creating unnecessary fear or 
suggesting that one solution fits everyone.

Engagement also requires listening. Questions asked at events and in meetings can reveal gaps in 
understanding and guide future content.

Practical output: An editorial calendar connecting target-market concerns with educational topics, 
distribution channels, and appropriate next steps.

6. Calls to Action and Qualification
A call to action explains what someone can do next and why that step is worthwhile. It should fit the 
person’s level of interest and the nature of the concern.

An invitation to a meeting should explain:
• What the meeting will address.
• Who will participate.

• What preparation is needed.
• How much time to allow.
• What the prospect can expect to receive.
• Whether there is a cost or further commitment.

Qualification determines whether the practice can provide appropriate value. Relevant factors 
include financial needs, service expectations, timing, complexity, willingness to participate, and 
economic fit.

Questions should invite a useful conversation. For example: What prompted the inquiry? What 
decision is approaching? What would make the meeting worthwhile? What is missing from the 
current planning relationship?

People who are interested but not ready should have an appropriate follow-up option. Those whose 
needs fall outside the practice’s capabilities should receive a clear explanation.

Practical output: Specific calls to action, a consistent discovery framework, and documented criteria 
for proceeding.

7. Follow-Up and Relationship Development
Follow-up maintains continuity between initial interest and a considered decision. It should be 
timely, relevant, and respectful of the prospect’s preferences.

Each prospect should have a documented concern, a responsible team member, a current status, 
and a next action. The advisor should understand why an appointment was requested and reinforce 
its purpose.

A complete process includes:
• Responding to inquiries within an established service standard.
• Confirming appointments and preparation requirements.
• Reconnecting after cancellations or missed meetings.
• Providing agreed information after conversations.
• Maintaining relevant contact when the prospect is not ready.
• Respecting communication preferences and opt-outs.

Automation can support reminders and educational communication. Personal attention remains 
important when understanding concerns, answering questions, and establishing the relationship.

Follow-up should continue from what the prospect has already shared. Repeated generic requests to 
schedule can weaken the impression that the practice listens.

Practical output: A CRM-based follow-up process with defined stages, ownership, communication 
standards, and escalation when activity stalls.

8. Client Process and Deliverables
The client process explains how the advisor turns information into recommendations and action. 
Deliverables make that work tangible.

A clearly defined process typically includes discovery, information gathering, analysis, 
recommendations, implementation, and ongoing review.

Each stage should establish what the advisor does, what the client provides, how decisions are 
made, and what happens next.

Depending on the engagement, deliverables may include:
• A summary of goals, concerns, and financial circumstances.
• Retirement income or cash-flow analysis.
• Investment allocation and risk assessment.
• Identification of relevant planning gaps.
• A comparison of appropriate alternatives.
• A prioritized written action plan.
• Implementation responsibilities and target dates.
• Meeting summaries and progress reviews.

Clarify which deliverables belong to an introductory conversation, a separate planning engagement, 
or the ongoing relationship.

Reports should support understanding and decisions. Explain key assumptions, limitations, and 
what the findings mean. Where outside professionals are needed, define the coordination and each 
party’s responsibilities.

Practical output: A client-facing process guide and a defined set of deliverables for each 
engagement type.

9. Client Services and Experience
The ongoing client experience shows whether the practice delivers on its marketing promises.

Clients should understand what is included, how often the team will communicate, how to obtain 
assistance, and when their circumstances may require additional work.

Define expectations for:
• Scheduled reviews and planning updates.
• Account monitoring and reporting.
• Responses to questions and service requests.
• Coordination with other professionals.
• Changes in family, employment, health, or financial circumstances.
• Fees and any separately charged services.

Service levels may differ by engagement, provided the distinctions are clear and consistent with 
the agreement.

The experience also includes preparation, accuracy, accessibility, confidentiality, and completion 
of commitments. Assign ownership so clients know whom to contact and the team knows who 
is responsible.

Collect feedback periodically and use it to improve delivery. Capacity planning is essential: growth 
should be supported by sufficient people, systems, and time.

Practical output: A service calendar, documented service standards, assigned responsibilities, and 
a client feedback process.

10. Measurement and Accountability
Measurement shows whether marketing reaches the intended audience and builds sustainable 
client relationships.

Review the full path from activity to client delivery:

Area   Measures to consider

Marketing activity Campaigns, events, outreach, professional meetings, and content distribution

Prospect quality Target-market fit, relevant need, timing, and readiness

Engagement  Inquiries, registrations, attendance, and responses

Appointments  Scheduled, held, canceled, and missed meetings

Conversion  Appropriate engagements, implementation, and new relationships

Economics  Acquisition cost, advisor time, revenue, and service demands

Client experience Retention, feedback, service completion, and introductions

Use consistent definitions. A lead, qualified prospect, appointment, and new client should mean the 
same thing across the team.

Assign goals based on capacity and business economics. Review results by market and source to 
identify where the process succeeds or loses momentum.

Low conversion may reflect audience fit, messaging, follow-up, appointment quality, or the service 
proposition. Investigate the cause before increasing spending.

Practical output: A concise dashboard with named owners, a regular review schedule, and 
documented actions based on results.



1. Target Market
A target market is a group of people whose needs align with the advisor’s expertise, services, and 
business model. Defining that market shapes the practice’s message, prospecting activities, 
planning capabilities, and client experience.

Age and assets provide only part of the picture. A useful market definition also considers 
occupation, life stage, geography, financial complexity, decision-making needs, and expectations 
of an advisor.

The advisor should answer:
• Who benefits most from our approach?
• What financial concerns or decisions do these people share?
• What events cause them to seek advice?
• Where do they obtain information and whose judgment do they trust?
• What experience and resources do we need to serve them effectively?
• Can we provide the required services at a sustainable cost?

Reviewing existing client relationships can help identify a suitable market. Look for common 
characteristics among clients who benefit from the work, value the relationship, and fit the 
practice’s capabilities.

Practical output: A written ideal-client profile, supported by clear fit criteria and a description of the 
problems the practice can address.

2. Value Proposition
The value proposition explains why the advisor’s work matters to the intended client. It should 
connect the client’s concerns with the advisor’s capabilities, process, and ongoing support.

Statements such as “personalized service,” “trusted advice,” and “comprehensive planning” need 
explanation. Prospects should understand what those promises mean in practice.

A useful value proposition addresses:
• Audience: Whom the practice serves.
• Need: The concerns or decisions it helps address.
• Approach: How the advisor evaluates needs and develops recommendations.
• Deliverables: What clients receive.
• Ongoing value: How the relationship supports implementation and future decisions.

Use language that someone outside financial services can understand. Describe benefits in terms 
of clearer decisions, better organization, coordinated planning, and consistent follow-through. 
Avoid implying guaranteed investment or financial outcomes.

The proposition must also match delivery. If the practice emphasizes proactive planning, its service 
calendar, staffing, and communications should support that commitment.

Practical output: A concise positioning statement and a fuller explanation supported by specific 
services, process steps, and deliverables.

3. Positioning and Credibility
Positioning establishes how the practice is understood in its chosen market. Credibility gives people 
a solid basis to trust its claims.

Every public interaction contributes to that impression: the website, biographies, presentations, 
emails, events, office experience, and conversations with the team.

Credibility can be supported through:
• Relevant professional experience and accurately described credentials.
• Educational content that demonstrates understanding of client concerns.
• A clearly explained planning methodology.
• Illustrative deliverables that show the work performed.
• Transparent descriptions of services, fees, and responsibilities.
• Professional relationships that support coordinated client service.

Biographies should explain how experience benefits clients. Materials should maintain consistent 
titles, contact information, terminology, and visual standards.

Marketing also needs an established review process. Claims, examples, testimonials, endorsements, 
and performance information should follow applicable firm requirements before use.

Practical output: Consistent messaging and presentation standards, supported by verified 
information and an assigned review process.

4. Prospecting Funnels
A prospecting funnel describes how someone moves from first learning about the practice to 
evaluating whether to become a client.

Different sources may require different approaches. A client introduction begins with a different 
level of familiarity than a seminar attendee or website visitor. Each path should recognize that 
starting point.

Common prospecting channels include:
• Client introductions.
• Professional relationships.
• Educational events and seminars.
• Digital content and website inquiries.
• Workplace and community education.
• Ongoing contact with previously interested prospects.

Executive Summary
Effective advisor marketing connects a defined audience to a relevant need, shows the advisor’s 
value, and creates a clear path to a client relationship. A complete marketing strategy rests on ten 
connected pillars:

1. Target Market: Define whom you serve best and understand their circumstances, 
priorities, financial concerns, and expectations.

2. Value Proposition: Explain why someone should choose your practice and how your 
capabilities address their needs.

3. Positioning and Credibility: Establish a consistent identity and demonstrate 
competency through relevant experience, useful education, and a clear planning 
approach.

4. Prospecting Funnels: Build repeatable paths through which people discover, evaluate, 
and engage with your practice.

5. Education and Engagement: Help prospects understand their concerns and the 
decisions ahead while building familiarity and trust.

6. Calls to Action and Qualification: Make the next step worthwhile and determine 
whether the prospect’s needs align with your services.

7. Follow-Up and Relationship Development: Maintain consistent, relevant 
communication with clear ownership and documented next steps.

8. Client Process and Deliverables: Explain how your practice works and define the 
tangible work clients receive.

9. Client Services and Experience: Establish clear expectations for the ongoing 
relationship and deliver consistently.

10. Measurement and Accountability: Evaluate which activities create qualified 
opportunities, appropriate client relationships, and sustainable growth.

Build accuracy, appropriate disclosures, and adherence to firm requirements into every pillar. 
Marketing commitments must reflect the practice’s actual capabilities, capacity, and services.

For each funnel, define the audience, message, initial offer, interest-capture method, follow-up 
sequence, qualification process, and responsible person.

The handoffs matter. An event can generate interest that is lost through delayed contact, unclear 
appointment purposes, or weak ownership. The funnel should account for those transitions.

Channel selection should reflect the advisor’s strengths, budget, market access, and ability to follow 
through. Establish a manageable number of repeatable activities before expanding.

Practical output: A documented path for each active prospecting channel, with responsibilities, 
timing, costs, and measurable stages.

5. Education and Engagement
Education helps prospects recognize relevant concerns, understand their choices, and prepare to 
ask better questions. It also gives the advisor a chance to show how the practice thinks.

Content should address the audience’s actual decisions. Its subject, depth, and format should match 
the market’s familiarity with the issue.

An effective educational piece should:
• Address a defined concern.
• Explain why it matters.
• Clarify key decisions or trade-offs.
• Identify information needed for a personal evaluation.
• Offer a relevant next step.

Useful formats include workshops, articles, videos, checklists, webinars, and brief email series. A 
single topic can be adapted across several formats while maintaining a consistent message.

Education should accurately distinguish general information from individualized recommendations. 
It should help people understand their circumstances without creating unnecessary fear or 
suggesting that one solution fits everyone.

Engagement also requires listening. Questions asked at events and in meetings can reveal gaps in 
understanding and guide future content.

Practical output: An editorial calendar connecting target-market concerns with educational topics, 
distribution channels, and appropriate next steps.

6. Calls to Action and Qualification
A call to action explains what someone can do next and why that step is worthwhile. It should fit the 
person’s level of interest and the nature of the concern.

An invitation to a meeting should explain:
• What the meeting will address.
• Who will participate.

• What preparation is needed.
• How much time to allow.
• What the prospect can expect to receive.
• Whether there is a cost or further commitment.

Qualification determines whether the practice can provide appropriate value. Relevant factors 
include financial needs, service expectations, timing, complexity, willingness to participate, and 
economic fit.

Questions should invite a useful conversation. For example: What prompted the inquiry? What 
decision is approaching? What would make the meeting worthwhile? What is missing from the 
current planning relationship?

People who are interested but not ready should have an appropriate follow-up option. Those whose 
needs fall outside the practice’s capabilities should receive a clear explanation.

Practical output: Specific calls to action, a consistent discovery framework, and documented criteria 
for proceeding.

7. Follow-Up and Relationship Development
Follow-up maintains continuity between initial interest and a considered decision. It should be 
timely, relevant, and respectful of the prospect’s preferences.

Each prospect should have a documented concern, a responsible team member, a current status, 
and a next action. The advisor should understand why an appointment was requested and reinforce 
its purpose.

A complete process includes:
• Responding to inquiries within an established service standard.
• Confirming appointments and preparation requirements.
• Reconnecting after cancellations or missed meetings.
• Providing agreed information after conversations.
• Maintaining relevant contact when the prospect is not ready.
• Respecting communication preferences and opt-outs.

Automation can support reminders and educational communication. Personal attention remains 
important when understanding concerns, answering questions, and establishing the relationship.

Follow-up should continue from what the prospect has already shared. Repeated generic requests to 
schedule can weaken the impression that the practice listens.

Practical output: A CRM-based follow-up process with defined stages, ownership, communication 
standards, and escalation when activity stalls.

8. Client Process and Deliverables
The client process explains how the advisor turns information into recommendations and action. 
Deliverables make that work tangible.

A clearly defined process typically includes discovery, information gathering, analysis, 
recommendations, implementation, and ongoing review.

Each stage should establish what the advisor does, what the client provides, how decisions are 
made, and what happens next.

Depending on the engagement, deliverables may include:
• A summary of goals, concerns, and financial circumstances.
• Retirement income or cash-flow analysis.
• Investment allocation and risk assessment.
• Identification of relevant planning gaps.
• A comparison of appropriate alternatives.
• A prioritized written action plan.
• Implementation responsibilities and target dates.
• Meeting summaries and progress reviews.

Clarify which deliverables belong to an introductory conversation, a separate planning engagement, 
or the ongoing relationship.

Reports should support understanding and decisions. Explain key assumptions, limitations, and 
what the findings mean. Where outside professionals are needed, define the coordination and each 
party’s responsibilities.

Practical output: A client-facing process guide and a defined set of deliverables for each 
engagement type.

9. Client Services and Experience
The ongoing client experience shows whether the practice delivers on its marketing promises.

Clients should understand what is included, how often the team will communicate, how to obtain 
assistance, and when their circumstances may require additional work.

Define expectations for:
• Scheduled reviews and planning updates.
• Account monitoring and reporting.
• Responses to questions and service requests.
• Coordination with other professionals.
• Changes in family, employment, health, or financial circumstances.
• Fees and any separately charged services.
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Service levels may differ by engagement, provided the distinctions are clear and consistent with 
the agreement.

The experience also includes preparation, accuracy, accessibility, confidentiality, and completion 
of commitments. Assign ownership so clients know whom to contact and the team knows who 
is responsible.

Collect feedback periodically and use it to improve delivery. Capacity planning is essential: growth 
should be supported by sufficient people, systems, and time.

Practical output: A service calendar, documented service standards, assigned responsibilities, and 
a client feedback process.

10. Measurement and Accountability
Measurement shows whether marketing reaches the intended audience and builds sustainable 
client relationships.

Review the full path from activity to client delivery:

Area   Measures to consider

Marketing activity Campaigns, events, outreach, professional meetings, and content distribution

Prospect quality Target-market fit, relevant need, timing, and readiness

Engagement  Inquiries, registrations, attendance, and responses

Appointments  Scheduled, held, canceled, and missed meetings

Conversion  Appropriate engagements, implementation, and new relationships

Economics  Acquisition cost, advisor time, revenue, and service demands

Client experience Retention, feedback, service completion, and introductions

Use consistent definitions. A lead, qualified prospect, appointment, and new client should mean the 
same thing across the team.

Assign goals based on capacity and business economics. Review results by market and source to 
identify where the process succeeds or loses momentum.

Low conversion may reflect audience fit, messaging, follow-up, appointment quality, or the service 
proposition. Investigate the cause before increasing spending.

Practical output: A concise dashboard with named owners, a regular review schedule, and 
documented actions based on results.


