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Top Strategic Goal: Marketing/Bus. Development

Source: 2020 Fidelity RIA Benchmarking Study.
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What’s Working Now?
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75% of top performing firms have a written strategic plan

Source: 2020 RIA Benchmarking Study from Charles Schwab

The Power of a Plan
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4 Fundamental Growth Questions

Who do you 
serve/ want 
to serve?

What do you 
provide?

Why should 
clients work with 
you & how you 
are different?

How do you 
effectively 
communicate?

1 2 3 4
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1.  Who Do You Serve/Want to Serve?

•What  are your client demographics?
•Psychographics?
•Niche/Special interest groups (e.g., dentists, executives)?

Who do you 
serve/ want 
to serve?

What do you 
provide?

Why should 
clients work with 
you & how you 
are different?

How do you 
effectively 
communicate?

1 2 3 4
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The Power of Focus
Increases Likelihood You Will Get Results You Want to Achieve
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What Does Your Ideal Client Think, Do, Feel When                   
Considering Whether to Work with You (or Not)?

• Is this someone who I can 
relate to?

• Does this Advisor have my 
(and my family’s best 
interests in mind?)

• How much will it cost?
• How far am I willing to travel 

for in-person meetings?
• Check out your website and social 

media presence
• Check out your physical location
• Check with others for a reference

• I feel overwhelmed by my 
financial situation

• I feel I need to get advice I 
can trust 

• But I feel stressed by how 
much time finding a new 
Advisor might take
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2. What Do You Provide?

• Are you selling product or building relationships?
• Is your offer right for those you serve/want to serve?

Who do you 
serve/ want 
to serve?

What do you 
provide?

Why should 
clients work with 
you & how you 
are different?

How do you 
effectively 
communicate?

1 2 3 4
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Financial Advisors More Focused on 
Selling Products than Helping Clients?

Source Spectrem Group 2015 
http://349ab54c3b58919c6638-ff70f51d4942f2bbd11ba0e41cfec577.r51.cf2.rackcdn.com/Fiduciary%20Whitepaper.pdf
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Educate Clients on How to Refer 
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3. Why Clients Work With You & How You are Different?

• What makes YOU compelling?
• What do your clients value about you?
• What is your mission/value?

Who do you 
serve/ want 
to serve?

What do you 
provide?

Why should 
clients work with 
you & how you 
are different?

How do you 
effectively 
communicate?

1 2 3 4
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Investors Think Advisors are All the Same

Source: Advisor Value Propositions: How Advisors Showcase Their Value to Investors—and What Investors Secretly Think, BNY Mellon Pershing, 2018

63%

37%

Agree Disagree

All financial advisors make 
the same promises, making 
it difficult to distinguish 
between them.
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And Trust Could Be a Lot Better

Source: Earning Investors’ Trust How the Desire for Information, Innovation, and Influence Is Shaping Client Relationships, CFA Institute, 2020
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What Sets You Apart from Other Advisors
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Barron’s Top 100 Advisors’ Websites

Source: Advisor Value Propositions: How Advisors Showcase Their Value to Investors—and What Investors Secretly Think, BNY Mellon Pershing, 201
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How You Are Different

Source: Envestnet Compendium of Industry Trends - April 2015
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The Value of Articulating Your Value
Advisors with a Mission/Value Proposition…

Source: DFA 2014 Benchmarking Survey

Higher asset growth 
over past two years

Lower 
client 

turnover

More 
clients

40% 30% 29%
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Firms with a documented ideal client persona & client value 
proposition attracted more new clients and assets in 2019

Source: 2020 RIA Benchmarking Study from Charles Schwab

And Know Who You Want to Help
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How You Describe Yourself is 
How Others Will Describe You

A  mission statement /value proposition succinctly describes:
• What you do 
• Who you do it for, and

• The value you provide

Tell me 
more

Earn the next conversation
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Principles for Great Mission Statements

• A great mission statement. . . 
• Has to reflect 

• who you are 
• what you do 
• who you serve
• outcomes you provide

• Is short and succinct 
• Uses everyday language
• Transparent (no secret sauce)
• Earns next conversation
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Additional Differentiation Resources

• How do you define your competitive advantage and decide 
where best to spend time and resources?
• What makes you different from the competition?
• What is your unique value?

Strategy Canvas & Positioning Workbook
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4. How Do You Effectively Communicate?

• Does everything you do and say reflect :
• Who you serve
• What you provide
• Your unique value/mission 

Who do you 
serve/ want 
to serve?

What do you 
provide?

Why should 
clients work with 
you & how you 
are different?

How do you 
effectively 
communicate?

1 2 3 4
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Every Expression Defines Who You Are
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Survey Says..

• 98% say a website is somewhat or very important when choosing and 
advisor

• 65% cited age, experience, and credentials as a top consideration when 
choosing an advisor.

• 64% said their ability to provide personalized advice was a top 
consideration.

• 68% said lack of clarity when it comes to fees, compliance and other 
issues would cause them to hesitate to reach out to an advisor.

• 56% said not having enough information to make a decision would 
cause them to hesitate to reach out.

• 52% said a lack of trust in financial advisors or institutions would cause 
them to hesitate to reach out.

Sourrce: 2020 eMoney Consumer Marketing Survey, September 2020
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Advisor Believe Communication is Critcial

Source: Natixis Investment Managers 2020 Global Survey of Financial Professional
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Since the Start of the Pandemic

• 28% of Investors feel more positive about their advisor
• 26% are now questioning who they’re with
• 8% are now unhappy with their advisor
• 38% do not report a change

Source: AssetMark’s American Financial Experience Survey, conducted online August 23-24, 2020.
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Two Wealth Management Firms

Firm A

Firm B
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Focused 
companies 
tend to be 
more 
profitable

You build 
loyalty & 
deeper 
relationships 
when your 
offering 
matches 
your ideal 
clients

People don’t 
buy what
you do. They 
buy why you 
do it

Your E2E 
experience 
needs to be 
cohesive 
and aligned 
to ideal 
clients and 
preferences 

Putting It All Together…

Who do you 
serve/ want 
to serve?

What do you 
provide?

Why should 
clients work with 
you & how you 
are different?

How do you 
effectively 
communicate?

1 2 3 4
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A Sample Plan for Growth

Goal 1: Bring on 10 New Ideal Clients
Date: December 31, 2021

Strategy A: Generate 5 leads a 
month from my website

Steps to Take: 
• Create two offers in rotation: 

Whitepaper & retirement 
checklist

• Add mission statement
• Add section on fees
• Rewrite content on services to 

make it more client friendly
• Create pages for my niches

Strategy B: Earn 2 Referrals a 
month from Clients

Steps to Take: 
• Identify 12 Clients I want to 

clone, schedule  1-on-1 sessions 
Educate all clients in annual 
reviews on services I provide

• Source 24 potential prospects 
via client LinkedIn connections

• Provide Volatility Checklist to 
all clients and suggest they 
share with friends/colleagues
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“Scrappy,” the Symmetry bull is a symbol of our firm’s belief in the long-term power of markets.

Thank You

Andrea Loin
Associate Director, Marketing

Email: aloin@symmetrypartners.com
Phone: 860.384.8140
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Symmetry Partners, LLC is an investment advisory firm registered with the Securities and Exchange Commission. The firm only transacts business in states where it is properly
registered, or exempted or excluded from registration requirements. Symmetry charges an investment management fee for its services. All Symmetry fees can be found in the
Symmetry ADV Part 2A located on the website at www.symmetrypartners.com. All data is from sources believed to be reliable but cannot be guaranteed or warranted. Any chart that
is presented in this presentation is for informational purposes only and should not be considered an all-inclusive formula for security selection. Different types of investments involve
varying degrees of risk, and there can be no assurance that the future performance of any specific investment, investment strategy, or product, or any non-investment related content,
made reference to directly or indirectly in this material will be profitable, or prove successful. As with any investment strategy, there is the possibility of profitability as well as loss.


