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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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Two Key Planning Tools
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The Strategy Canvas
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Strategy Canvas—3 Things in 1 Picture

1. Shows strategic profile of an industry by clearly depicting 
factors that affect competition 

2. Shows strategic profiles of the competitors 
— which factors “they” invest in

3. Displays your company’s strategic profile or value curve 
— showing how you invest in factors of competition
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Understanding the Canvas

• X Axis: Shows factors of 
competition for the 
industry

• Y Axis: Indicates 
competitors’ investment 
in a factor
• Low position means a 

company invests less, and 
thus offers less, in that 
factor



For Advisor Use Only. Not for Public Distribution.

Price Meals Lounges Hub
Connectivity

BagsSeating
Choices

Friendly
Service

Frequent
Departures

Factors of Competition

Southwest Airlines Strategic Profile 

Southwest Airlines. 2023

Southwest Airlines

Other Airlines

Car

In
ve

st
m

en
t

High

Low

10

9

8

7

6

5

4

3

2

1



Major Factors of Competition 
for Financial Advisors

For Advisor Use Only. Not for Public Distribution. The information provided is based on the condition that the advisor does not share or disseminate the information to the public or to any party not approved to 
have access to such information. The above information is property of Robert R. Albright, Ph. D., AIM Consulting Associates, LLC. 
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Financial Advisor Factors of Competition 

• Independence
• Cost (fees, etc.)
• Breadth of Services
• Investment Philosophy
• Client Experience
• Client Education 
• Advisor Education
• Business Process Effectiveness 

(e.g. systematic communications, web-based sales solutions, 
point of sale materials, account reporting, operations support)



ABC Wealth Strategic Profile – “Today”
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Invest & De-Invest: Key Questions

• How can you diminish your level of effort on factors not 
fundamental to your business?

• How can you elevate your level of investment in factors central 
to your business?

• What must be done to a “satisficing” level? 

The information provided is based on the condition that the advisor does not share or disseminate the information to the public or to any party not approved to have access to such information. The above information is property of Robert R. Albright, Ph. D., AIM Consulting 
Associates, LLC. 
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Essentials of a Good Strategy

1. Focus 
We believe every great strategy has focus –your profile should 
clearly show it. 
Perhaps concentrate on just three factors… 
If everything is important then nothing is important!

2. Divergence
Does your profile stand apart? If not, you may be acting 
reactively and trying to keep up with the competition 

3. Memorable
The Profile lends itself to a good “tag line” 

3 Complementary Qualities



ABC Wealth Strategic Profile – “To-Be”
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ABC Wealth Strategic Profile – “To-Be”
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Implications of the Strategy Canvas

• Price –  provides a great deal of service from both a college planning and financial planning standpoint.  
Financial planning fees and investment management fees are aligned with industry averages, however, 
the fee for college planning is lower than industry averages.   

• Scope of Services – Firm delivers a robust suite of services to the families they work with.  With the focus 
on college planning, some clients only see this part of the total value proposition  Advisor would like to 
break this mold and focus his messaging on the totality of the value he is able to offer.    

• Strategic Alliances – Firm has started creating strategic alliances with other firms in the college planning 
space.  These alliances provide revenue generating opportunities as well as scale and referrals.  Advisor 
should continue to foster and capitalize these relationships.  

• Client Experience / Personal Service – Personal care is paramount to the client experience created by 
Firm.  Much of the time spent on planning is performed behind the scenes, whereas the true advisory 
value shows through direct client engagement.  Firm should identify ways to automate the college 
planning process, like their financial planning process, to allow Advisor to divest from the non-client 
facing duties and focus on client facing activities.  

Areas of Focus
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The Strategy Canvas
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The Growth 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



For Advisor Use Only. Not for Public Distribution.



For Advisor Use Only. Not for Public Distribution.

The Power of Focus
You May See the Results You Want to Achieve

With >$1m to Invest

Tech Executives
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Value Props
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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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Are You Focused on Helping Clients?
Or are you focused on selling products?

Source: CEG Insights. https://www.ceginsights.com. 2023
(The Spectrum Group. 2015)
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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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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, 2021
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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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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)



A great mission statement. . . 
ü Has to reflect 

ý who you are 
ü what you do 
ý who you serve
ü outcomes you provide

ü Is short and succinct 
ü Uses everyday language
ü Transparent (no secret sauce)
ý Earns next conversation
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Value Props

A great mission statement. . . 
ü Has to reflect 

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

ü Is short and succinct 
ü Transparent (no secret sauce)
ü Uses every day language
ü Earns next conversation
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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

Your 
Business
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How Affluent Search for Financial Advisors

Source: Oeschli .com study of Investors with a minimum of $500K, 2019
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What the Data Tell Us…

• 98% say a website is somewhat/very important when choosing 
an advisor
• 68% said lack of clarity on fees, compliance and other issues 

would cause them to hesitate to contact advisor
• 65% cited age, experience, and credentials as a top consideration 

when choosing an advisor
• 56% said not having enough information to make a decision 

would cause them to hesitate to reach out

Affluent Investor Perspective on Advisor Websites

Source: 2020 eMoney Consumer Marketing Survey, September 2020
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Social Media’s Growing Impact  

• 50% of investors say social media impacts whom they hire as 
a financial professional 
• 20% of investors said that an Advisor’s social media was  the 

sole deciding factor in their decision-making process

Source: www.fa-mag.com/news/more-investors-are-vetting-their-financial-advisors-on-social-media-62762.html
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LinkedIn - Get Your Profile Right
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Get Your Profile Right
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Facebook

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

1/3 of  Investors looked at Advisor’s personal Facebook page

50% decided not to work with the Advisor as a result

But it gets worse…
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66% decided not to work with the Advisor as a result

Facebook

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

2/3 of  Investors under 40 looked at Advisor’s personal Facebook page
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Communication Frequency
Client Expectations

Source: SmartAsset Survey, March 2021 
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Communication Frequency
Client Reality

Source “How Can Advisors Better Communicate with Clients?” Y Charts 2022 

51.3% - Just Right

45.8% - Just Right 42.2% - Just Right
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How the HNW Like to Communicate

Source: PwC HNW Investor Survey 2022
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Ongoing Client Education
Also helps support new business efforts

Source: 2023 RIA Benchmarking Study from Charles Schwab

Median firm 
uses 5 tactics to 
educate clients
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Communications Strategy 

12
touch points

4
conversations

1
event 

invitation

1
meeting
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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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ABC Wealth Growth Plan

WHO do you serve/want to serve? 
Mass affluent, education-focused families. Also, possible niches in Executives and converting college planning clients. 

WHAT do you provide? 

College planning, comprehensive financial planning, excellent client services, and executive services 

WHY should clients work with you? How are you different?
We provide an excellent client experience with years of expertise and experience in planning. 

Goal 1 Goal 2 Goal 3 Goal 4

Convert 7 college 
planning clients

Spend 50% of time 
with clients

5 new college 
planning referrals 

& 5 new AUM 
referrals

Onboard 50 new 
college planning 
clients
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ABC Wealth Growth Plan

Goal 3: 5 new college planning referrals & 5 new AUM referrals

Strategy: 
Educating clients on all services offered beyond just education 
planning. 

Continue to nurture and grow strategic alliances 

Steps to Take
• Create a holistic messaging strategy, 

emphasizing that you provide 
“Comprehensive Financial Planning 
for Education-Focused Families”

• Ask 10 clients why they work with you 
– why they would refer you

• Create drip campaign to college 
planning clients reminding them of 
all services offered

• Update landing page and share with 
strategic alliances to use to refer 
potential clients

Target Completion Date: 6/1/2024
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Two Key Planning Tools
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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
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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.

This document does not constitute advice or a recommendation or offer to sell or a solicitation to deal in any security or financial product. It is provided for information purposes only 
and on the understanding that the recipient has sufficient knowledge and experience to be able to understand and make their own evaluation of the proposals and services described 
herein, any risks associated therewith and any related legal, tax, accounting or other material considerations. To the extent that the reader has any questions regarding the applicability 
of any specific issue discussed above to their specific portfolio or situation, prospective investors are encouraged to contact Symmetry or consult with the professional advisor of their 
choosing.

Certain information contained herein has been obtained from third party sources and such information has not been independently verified by Symmetry. No representation, 
warranty, or undertaking, expressed or implied, is given to the accuracy or completeness of such information by Symmetry or any other person. While such sources are believed to be 
reliable, Symmetry does not assume any responsibility for the accuracy or completeness of such information. Symmetry  does not undertake any obligation to update the information 
contained herein as of any future date.

Logos are protected trademarks of their respective owners and Symmetry disclaims any association with them and any rights associated with such trademarks.

Certain information contained herein constitutes “forward-looking statements,” which can be identified by the use of forward-looking terminology such as “may,” “will,” “should,” 
“expect,” “anticipate,” “project,” “estimate,” “intend,” “continue,” or “believe,” or the negatives thereof or other variations thereon or comparable terminology. Due to various risks and 
uncertainties, actual events, results or actual performance may differ materially from those reflected or contemplated in such forward-looking statements. Nothing contained herein 
may be relied upon as a guarantee, promise, assurance or a representation as to the future.


