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GROWTH ENGINE..; %~

(DEFINED)

A steady pipeline ofhigh—

your growth goals.

quality clients with a 70% |}
conversion rate that meets

GROWTH ENGINE

O @ & ul ¥ & flc

25 Marketing Mindset

Differentiator

- |deal Client Avatar

MM arketing Action Plon s

Choose Your Channels

Marketing Funnel

Content Marketing
Websites that Work

Proven Prospect Process



Shows up Thinks Lacks time to Shows up, gets Grabs at ' Focused on Doubtful and

once, expects marketing is invest in busy, st?ps, everything, self, and uncertain,
results an expense marketing kagicé_syo can't say no it's obvious procrastinates



MARKETING MATH

$25M
$2M
$15M
$IMK
$500K
$300K
. ) $200K

$100K

SOK

$756kM

Lifetime Client Value - Premiums

S324K

$180,000

15/year

$144,000

20% refer 1in5
(‘12 referrals)

$576,000

If 12 refer 1in5
(48 referrals)

Lifetime client revenue:
S$324k-S756k in premiums

$180K
$160K
$140K
$120K
$100K
$80K
$60K
$40K
$20K

SOK

Lifetime Client Value

$200,000 revenue $120,000 |

$60,000

30% Margin

$100,000

50% Margin 60% Margin

Lifetime client revenue:
20 x S10,000 = $S200,000

(not including referrals)



MARKETING
MATH

Average advisor firms-spends
[OFZReiliE on marketing
Average firm has EzRelfeVilaRels

Organic growth rates dropped
from azmeesygover last 10 years

How Financial Planners Actually Market their Services, Kitces 2022

The average advisory firm spends
IESYCROREYERRE on marketing

Median Share of Revenue

7.00%

6.00%

5.00%

4.00%

3.00%

2.00%

1.00%

0.00%

The Most Efficient Financial Advisor Marketing Strategies And The True Cost To Acquire A Client, Kitces 2020

Fidelity Ria Benchmarking Study 2020

ADVISOR
MARKETING SPEND

Hard Dollars & Advisor Time by Practice Size

6.6%
4.8%
4.4%
4.0%
O,
8% 3.0%
2.3%

2.0% 2.0%

I I )
Stage 1 Stage 2 Stage 3 Stage 4 Stage 5
<S250k S250k-S499k  S500k-S749k  S750k-$1.49m S1.5m+

® Hard Dollars Cost of Advisor Time



A SIMPLE FORMULA
FOR SUCCESS

RIGHT RIGHT
MESSAGE PEOPLE

IDEAL
CLIENTS

Deliver a Sticky

Meet Them
\Where They Are

Relevant to Your
Target Client

Maoke a Clear &
Compelling Offer

Message



The Average
Aadvisor's Plan
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:) BUILDING YOUR M.A.P.
/) MARKETING ACTION PLAYBOOK

A A A A
DEFINE IDENTIFY CREATE SCHEDULE MANAGE
your goals your audience your plan your launch your plan
o ICH YOU o MAPPING o AKING BACK ACTION &
VISSLIEEEFSQR IDEANL CLIIEENT — ARE HERE MKT PLAN TYOUNR T?ME ACCOUNTABILITY



TARG

Define you

e

REgE RE &

within & years of
retirement

(‘

=Nl

SMALL-BUSINESS EXECUTIVE
OWNERS FAMILIES

Solopreneurs Female C-suites

iNn tech

% Watch the Nailing Your Niche LLesson



Two Reqguirements

1.
2.

Clear Client Avatar

Compelling CTAs

e;

Demographics
1.
2.
3.

Pain Points

Demographics

Age 50+
S1MM+ Investable Assets

Low Expenses, Zero Debt

Pain Points

Tsunami of RMD’s

Surviving Spouse
Lacks Expertise

Not Where Want Spend Time

Worried about Making Mistakes

Client Avatar

Demographics

Profession (e.g., Optometrist, SLP, Dentist)

Employer (e.g., Intel, Amazon, Qualcomm)

Employment Position (e.g., Senior Developer, C-Suite)
Compensation Type (e.g., W2, RSU’s, Contractor)
Marital/Dependent Status

Age or generation (e.g., Millennials, Gen X/Y)

Income

Tax Bill (e.g., paying $300,000+ in taxes per year)
Savings rate or amount (e.g., saving 70% of income, maxing out
retirement accounts)

Business owner (gross revenue, # of employees, Pre IPO)
Geographic Location

Pain Points

“Don’t know what we don’t know”

Make work optional

Organize and simplify finances

Mitigating taxes while working
Navigating/maximizing/understanding complex comp
SSS stuck in business (how to sell a fund retirement)
Career stagnant

Starting a business

Student loan debt

Cash flow challenges

Liquidity event, inheritance, death, divorce

NAILING YOUR NICHE / IDEAL CLIENT



B SEO strat
S— Sc:lessf[?n r?gly BchRi
I @ Media
WEBSITE
Webinar
Google Ads
YouTub b
YOUR (R Tk e
PROSPECT Cold calling
CHOOSE
YOUR l
| MARKETING Articles
Podcast CHANNELS | White pc:pe?’s

Radio

SOCIAL
MEDIA

L

X (Twitter)

LinkedIn CLIENT

Facebook REFERRALS

Instagram SPEAKING 1) Referral relationships
YouTube 'f“g Partnerships

Solicitor relationships

"All strategies work,
you just can't work all
strategies.” -stephanie Bogan

Conferences
Seminars
Workshops
Webinars

Case studies
Testimonials
Incentive programs

‘?’ See Choosing Your Growth Channel Lesson






MARKETING
ACTION
PLAYBOOK

MARKETING ACTION PLAYBOOK
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GETTING FAMILIAR: THE MARKETING WHEEL

T s ke whoed b, 3 By ey B bovok Aan v ek otig ke

MARKETING ACTION PLAYBOOK

PEREONAL MARKETING

DIGITAL MAR
CUETONS 7T

CALCULATE YOUR HEVEHUL Gap
il e e S

Ine-Page Marketing Plan (SAMPLE
Vs sample marketing plan provides

an example of
arketing plan. Simply edit columns o how to customize the worksheet to your

and titles as needed to reflect your plan

Record Q2 podcasts

Prep. Tax Time Troats
Launch web update

Record Q3 podcasts

BREAX WEEK




SHOW ME
YOUR BUDGET

How DMIE@IZIFAN is growth to you?
How much do you WAL to grow?
How much IE will you commit?

How much M@IN=E will you invest?

BUDGET

Define the resources you will invest when setting your marketing plan in motion.

Budget
People budget

CALCULATIONS: PLANNING FOR GROWTH

To effectively plan for growth, it's essential to understand the financial metrics that will guide
your marketing strategy. Here's how to calculate your revenue gop and determine the number
of new clients needed to meet your goals.

CALCULATE YOUR REVENUE GAP

This is the difference between your current revenue and your target revenue.

REVENUE GAP = TARGET REVENUE - CURRENT REVENUE

DETERMINE AVERAGE CLIENT SIZE

This is the average revenue generated per client.

AVERAGE CLIENT SIZE = CURRENT REVENUE / TOTAL CLIENTS

CALCULATE NEW CLIENT SIZE NEEDED

To achieve your revenue goals, you need to determine how many new clients you nesd to acquire,

NEW CLIENTS NEEDED = REVENUE GAP [/ AVERAGE CLIENT SIZE

Example Calculation
Total Clients: 100 clients

Target Revenue: 5500,000 Avaerage Client Size: $300,000 / 100 = $3,000
Current Revenue: S300,000 New Clients Needed: $200.000 / $3,000
Revenue Gop: $500,000 - $300.000 = $200,000 = &7 new clients
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DEFINE S.M.AR.T. GOALS
THAT ALIGN WITH YOUR VISION

BRING IN 10 CLIENTS YEAR
AT $10,000 AVG EACH

BUILD 5 COI RELATIONSHIPS
THAT REFER 3X PER YEAR

TRIPLE THE NUMBER OF
CLIENT REFERRALS

GENERATE 1 NEW LEAD
QUARTER FROM DIGITAL
STRATEGY

SET YOUR GOALS

KETING |
| MARAc:T\ON |

l\ BLAYBOOK |
: \

] V=

MARKETING ACTION PLAYBOOK

What's inside?

« Set cleor revenue targets and identify key performance indicators to measure your
marketing effectiveness

+ Learn how to accurately define and understand your target market to tailor your
messaging and outreach

« Discover innovative ways to connect with your audience, including digital platforms,

events, and content marketing

YRl Define your goals, audience & budget

GOALS

What is the goal of your marketing strategy?

New revenue R . New revenue/AUM reporting {(monthly)
New clients Pipeline reporting (monthly)
Avg. new client revenue : : Proctice benchmarking (quarterly)
New AUM i} Marketing meetings (weekly or monthly)
Client referrals/year Business reviews (quarterly)
COl referrals/year ey i Target client

AUDIENCE

places your audience may engage: profession, organizations, clubs, SEO, COls, networking, etc

BUDGET
Define the resources §

Days/month

CALCULATIONS: PLANNING FOR GROWTH

To effectively plan for growth, it's essential to understand the financial metrics that will guide
your marketing strategy. Here's how to coloulate your revenue gop and determine the number
of new clients needed to meet your goals

nis 15 Lhe difference Detwesn your curmant reavenue and your targel revenue.

REVENUE GAS TARGET REVENLE

DETERMINE AVERAGE CLIENT SIZE

This Is the average revenue generated per client

AVERAGE CLENT SIZE L CURRENT REVENLUE £ TOTAL CLENTS

CALCULATE NEW CLIENT SIZE NEEDED

To achieve your revenue goa's, you need o determine how many new clients you need o acquire.

MNEW CLIENTS NEEDED = REVENUE GAP / AVERAGE CLIENT SIZE

M
200,000 = &7 new clients

LIMITLESS



WHAT'S OLD S NEW AGAIN

TRADITIONAL MODERN

NETWORKING SOCIAL MEDIA

[T

WEBINAR

MEETINGS PHONE / VIDEO

PRINT PUBLICATIONS BLOGS / ONLINE PUBLICATIONS
DIRECT MAIL EMAIL

COLD CALLS SEARCH

PRINT ADVERTISING ONLINE ADVERTISING

GROUPS / ONLINE CONFERENCES




MARKETING ACTION PLAYBOOK

Q138 Select your marketing strategies & activities

Your marketing activities can be summarized to include three areas of the marketing wheel:
digital marketing, outreach and personal marketing. In each of these three areas, you have o
variety of activities you can pursue.

SEO strategy
Sales funnel

DIGITAL MARKETING

QUESTIONS TO CONSIDER

Website Webinar
YouTube

= What updates or optimizations can you Livestream

make to your website?
- How will you ensure it is user-friendly and
SEO-optimized?

Video

- What types of video content can you
create (ex: tutorials, testimonials)?

= How will you distribute this content (ex: Podcast
YouTube, social media)? Radio

Audio

= Will you create a podcast or audio
content? If so, what topics will you cover?
= How will you promote your audio content?

X (Twitter)
Social Media ot
2 . Instagram

- Which platforms will you focus on (ex: YouTube

Facebook, Instagram, LinkedIn)?
= What type of content will you share to
engage your audience?

CHOQOSE YOUR

ANNELS

DIGITAL MARKETING ACTIVITIES

Website

1 Find $-10 relevant keywords to use on your
____ website

\/ Open your website on a mobile device to
"7 ensure it looks good and functions well

| | Place a clear CTA button on your
homepage (ex: *Sign up now’)

} I._,.i?'crecte a google cnalytics occount and
" odd the tracking code to your website

! Set up/update your google business listing

Replace one piece of text on your site with
" arelevant imoge or infographic

. Review and refresh one outdated page or
" blog post on your site

Audio

; Start a podcast by picking o topic

" and recording your first episode with a
] smartphone or computer
Create @ "one-minute insight” series with
7 short, engaging oudio ciips

|3 Record on intro message about yoursalf
and your business for your wabsite or

__gsocicl media

|| Host a basic audio Q&A by recording

77 answers to common questions and shoring
them online

Share audio recommendations with
T brief segments on useful books, tools, or
resources

Produce a "tip of the doy" with daily or
~ weekly audio tips for your cudience

Video

| Create video testimonials by having clients
_ shore their experiences, then post them
| | Film a behind-the-scenes video to show

~ your day-to-doy work or event prep

| Host a live G@&A on Instogram or YouTube
to answer audience guestions in recl-time

| Record a tutoriol showing how to use your
product or service with easy steps

{ Do a "Meat the Teom” video to introduce

" your team in short, fun clips

Create a video series on one topic

i Share a success story by recording o video
“* case study on how you helped a client

fed

Social Media

i Choose 1-2 platforms that best fit your

' torget cudience, like Instagram or Linkedin
"I-"" Create or update profiles with consistent
" branding. including your logo and bio

| Write down 5 ideas that align with your
" brend ond cudience interests

| Create a maonthly content calendar and
Lt schedule ot least 2 pests per week on
each platform
| Dasign graphics using a teol ke Canva
Post regulorly by scheduling at least one
post per week on each chosen platform
! JE'\gnge with followers by responding to
3 commants and messages

i Join 1-2 industry-related groups on
Facebook or Linkedin




SAMPLE PLAYBOOK

@ ESTABLISH YOUR TARGET CLIENT

* Retirees in my area who worked with major local employer(s)
* Those who want secure retirement, family focus, time to live

WEBSITE

» Update, retirees ready to follow what sparks joy
» Clear space speaking to employer subspecialty

CONTENT MARKETING

« Social media campaigns (retirees/employer)
* Monthly Retirement Ready newsletter
+ Podcast: retirees (employer-plan special editions)

— g

R=A

%Q%ﬂ PASSION PROSPECTING

» Flying, Community, Company events

CENTERS OF INFLUENCE
* Local CPAs/Tax Preparers

* Local Estate Attorneys

* Major-employer HR Managers

@

N WORKSHOPS & WEBINARS
N 2x year: "5 retirement mistakes not to make with your
[employer name] retirement plan”

SEO strategy
Sales funnel BFUBS
Media
WEBSITE
Webinar
Google Ads
YouTube _i"\i_ gle/
h Lead gen services
Livestream ﬂ Paid solicitors
PROSPECT Cold calling
OUTREACH °
C HOOSE CONTENT l
YOUR =
MARKETING | Aréilcc::gz

Podcast
Radio

CHANNELS

Qa

SOCIAL
MEDIA

White papers

X (Twitter)

LinkedIn % CLIENT
Facebook REFERRALS
Instagram SPEAKING '.‘Q
YouTube 1 a

Conferences Case studies
Seminars Testimonials
Workshops Incentive programs

Webinars

l

Referral relationships
Partnerships
Solicitor relationships



REACH vs. IMPAC T




KEEP IT SIMPL

Set up

Inbound Marketing

Referral Networking

Establishing
Credibility

Building Awareness

Thought Leadership

- TO START

Write 2x/month on “retiring
into your practice”

website and blog

Join AIA

Create presentation on
"Retiring into your practice”

Attend Chapter Meetings

Deliver presentation to local

Find 1 guest blogger expert per month

Find AIA Volunteer committee to join

Deliver presentation to 2

chapter other AIA chapters

Pitch article about “Retiring
into your practice” to 2
trade publications

Pitch presentation for next
year's national conference

Find media partner to
distribute survey with plans
to publish in Q1 next year

Formulate Survey on semi-

retired architects




Ine-Page Marketing Plan SAMPLE

his sample marketing plan provides an exam
arketing plan Simply edit columns
00K
CTION PLAYB
MARKETING A

ple of how to customize t

aur vl d titles as needed t h
ect yo!

ing calenda?

@ Build your marketing

your 1-Page NS

Marketing w e
Plan

he worksheet to your
ur plan

Prep. Tax Time Treats
Launch web update

Wi

Jain AlA

Attend Chapter Mestings

Create presentation on Deliver presentation to local Deliver presentation to 2
*Retiring into your practice” chapter other AlA chapters

Pitch article about "Retiring
into your practice” to 2

COI moot w/(set)
Pitch presentation for next
trade publications

year's national conference

HOW WILL | REACH THE PEOPLE?

Formulate Survey on semi-
retired architects

Coffee Chat
Find media partner to

distribute survey with plans
to publish in Q1 next year

Holday Outin
{D OF YEAR REVIEW / NEXT YEAR PREP




F YOUWORK
THE PLAN,




simple secrets to
Successful Marketing

o Make a time commitment o Build your M.AP.
o Add to weekly schedule o Plan & set actions (w/team)
o Add to annual calendar o Put tracking in place

GROWTH

SYRUM

4

APPLY SMALL
CONCENTRATED AMOUNT L
LATHER, RINSE o Create Content Calendar o Make it ajob

REPEAT o Develop content o Put it on your schedule
o Update Prospect Process o Show up consistently




51 Websites that Work SUPPORTING LESSONS

«ll DEFINE FINANCIAL [ — e Clamin =

Mark & Jenn finally have a
tax—smarl retirement plan.

They started by gettling a
Free Retirement Assessment”

CREATING AN

T ANNUAL CONTENT |
NDAR

dCTlIce

7 Qureat Mistakes to Avold Whea
Hiring w Fimancial Adviser (FOF}

Q‘ALE

|
B

v~ HERO HEADLINE STRONG ’
v" TARGET MARKET CLEAR
v VALUE PROPOSITION

v" MAKES OFFER(S) . ~
v SAFE NEXT STEP .

Guide and R N
2UIde and Res S ‘

— .
% Marketing Funnel . ,.

Wimsey Fowcal fur High i Wiy
[rpm—

ENGAGEMEMNT
Mickdle|

Example 1

Tim MO ETRESE
S S OGRS

COMVERSICN
Pnttom|
Ry 0 F Cold Lirkedin Direct Messoges
= By
ENGAGEMENT
(Midde) r\

Harihy Eduzutiond Wikieo: cn
Giimis g Dymkezean Fowtn

= COMSE TENCY IS SRTIGAL ™

ENGAGEMENT CONVERSION
IMizialel IBottomr]

nple 3

Exar




Q.

LEARN MORE

10X Is Easier than 2X, Dan Sullivan

The T-Page Marketing Plan, Allan Dib
Fascinate: How to Make Your Brand
Impossible to Resist, Sally Hogshead
Blend Out: From Ordinary to Irresistible,
Robert Sofia

Marketing Rebellion: The Most Human
Company Wins, Mark Schaefer
Permission Marketing, Seth Godin

ADAPT & APPLY

Complete your Marketing Action
Playbook

Build your 1-Page Marketing Plan

Read the Annual Content Calendar
Guidebook, and set up your own content
calendar

TAKE ACTION

Create a system for managing your
marketing plan

Schedule the Annual Marketing
Calendar and block time in your
personal calendar

Commit and consistently implement
your marketing plan
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