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CHOOSING 
YOUR CHANNEL



Pathways for information 
or services to
• reach your audience
• Boost brand awareness
• spark engagement 
• Generate new prospects

What is a 
marketing 
CHANNEL?



• Don’t let your eyes be 
bigger than your 
stomach

• Do it in stages

• Pace yourself

• It’s not a race against 
the clock

SO MANY CHOICES



Yes, you do have 
something 

valuable to 
share!



MENTAL HURDLES

I don’t know what to create

It’s not going to be good

No one is paying attention

I’m going to look bad 

I can’t afford to invest $

““



If the lifetime client 
value = $60,000
20 years @ 30% margins 

What is a reasonable 
amount to invest in 
acquiring a client? 

Let’s do some math



MARKETING
CHANNELS



CHANNEL TYPES3 



Source: How Financial Planners Actually
Market Their Services, The Kitces Report, Volume 1, 2004. 

2024 Kitces Marketing Report 
Overview

TACTIC AVG 
SATISFACTION

REVENUE PER 
NEW CLIENT

AGG AVG 
CAC

AGG AVG 
EFFICIENCY

Referral Generation 6.7 5,000 3,877 1.6

Paid Solicitors 5.0 6,000 8,411 1.7

Lead Generation 
Platforms 5.0 4,000 2,289 0.7

Cold Prospecting 3.6 5,320 18,069 0.6

Events 4.5 7,000 27,424 0.4

Networking 4.2 5,000 16,726 0.7

Content Creation 4.1 6,500 14,691 0.5

Sponsorships/Paid 
Advertising 3.3 7,000 11,932 0.4

Search Engine 
Optimization 5.0 6,667 23,688 0.5

All Tactics Average 4.6 5,832 15,131 0.9



OUTREACH
CHANNELS

Tactic Rev/Client CAC

Postal mail $7,000

Advisor Listings $4,000 $634

Lead gen platforms 4,000

Cold Calling 3,750

Source: How Financial Planners Actually
Market Their Services, The Kitces Report, Volume 1, 2004. 



Outreach Key Trends

SUPPORTING TACTICS
SEO, SOCIAL MEDIA, NEWSLETTERS

• Used by ~80% of advisors
• Boost the effectiveness of other tactics, especially 

content generation (40%+ success boost)
• SEO is powerful for content creators

UNDER-APPRECIATED TACTICS
REFERRALS, ADVISOR LISTINGS

• Low-lying fruit, low cost of acquisition, low 
• Independently generated pipeline of leads 



PERSONAL
NETWORKING

Tactic Rev/Client CAC

Client 
referrals

$5,000 $4,272

COIs $5,000 $4,198

In-person 
networking

$5,000 $8,902

Source: How Financial Planners Actually
Market Their Services, The Kitces Report, Volume 1, 2004. 



Referral generation tactics

• 88% of advisors use client referrals
• 62% market through centers of influence (COIs)
• Both tactics rank in the top 3 for advisor satisfaction, 

success probability, and marketing efficiency

Client acquisition trends

• Nearly 2/3 of clients come via referrals, either from existing 
clients or trusted third parties (e.g., attorneys, accountants)

• Another 2/3 of the remaining clients come from educational 
or networking events

• Only about 10% of clients are acquired through all other 
marketing tactics combined, highlighting the limited reach 
of newer marketing approaches

Personal Networking Key Trends



DIGITAL
MARKETING

CONTENT CREATION

Tactic Rev/Client CAC

Blogging $6,500 $12,378

Videos $6,523 $16,526

Podcasts $5,000 $8,112

Writing for 3rd-party 
platforms

$6,500 $7,309

Source: How Financial Planners Actually
Market Their Services, The Kitces Report, Volume 1, 2004. 



Digital Marketing Key Trends

Content generation tactics

• High-growth practices often utilize content-generation 
tactics (e.g., blogs, videos, podcasts) to drive growth

• These practices are typically more efficient in marketing and 
maintain lower costs compared to others

Challenges & supporting tactics

• Many advisors face challenges in gaining traction with 
content due to a crowded media environment

• Content generation is more effective when combined with 
supporting tactics that enhance distribution and discovery



What is the easiest way for you to 
demonstrate your expertise?

AUDITORY
o Podcast
o Radio
o Live Stream

KINESTHETIC
o Webinars
o Seminars
o You Tube

VISUAL
o Blog
o Writing
o Content Creation

WRITTEN 
Do you like to write?

VIDEO 
Do you like to perform?

AUDIO 
Do you like to talk?



What 
compounds 
over time? 

STRIKING A BALANCE

What is 
easiest 
for you?



How do I curate my channels to 
create a consistent lead flow?

Demonstrate expertise
I see you. I hear you. I understand you.

Build audience
Consistently deliver value.

Make an offer
Make a clear and compelling offer.



MARKETING
CHANNELS



BUILDING YOUR M.A.P.
MARKETING ACTION PLAYBOOK

DEFINE
your goals

IDENTIFY 
your audience

CREATE
your plan

CHOOSE 
your channel 

SCHEDULE
your launch

1 2 3 4 5

MANAGE 
your plan

6

VISION FOR
SUCCESS

NICHE
IDEAL CLIENT

YOU 
ARE HERE

MAPPING
MKT PLAN

TAKING BACK 
YOUR TIME

ACTION & 
ACCOUNTABILITY



SEE ‘MARKETING ACTION PLAYBOOK FOR CHANNEL QUESTIONS & ACTIVITY LISTS



• The Power of Practice Management: Best 
Practices for Building a Better Advisory 
Business, Stephanie Bogan

• How Financial Planners Actually Market 
Their Services, M. Kitces

• My Top 5 Tips for Blogging Success as a 
Financial Advisor, M. Kitces

• The 1-Page Marketing Plan, A. Dib

• Creating Blog Content as a Financial 
Advisor – Coming Up with Content Ideas 
and Other Best Practices, M. Kitces

• Determine whether you lean 
more toward audio, visual or 
written communication

• Use your Marketing Action 
Playbook to define which 
channels best fit with your 
brand and niche

TAKE
ACTION

LEARN
MORE

ADAPT & 
APPLY

• Align your personal marketing,  
brand messaging & digital 
marketing to your channel
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