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The Power of Y-O-U
• Multi-generational, family focused

• Subject matter experts within the team

• Your WHY

• Authority, expertise marketing

• All things to some people

• Strategic partners

• Stories, testimonials

• Communities

Presenter Notes
Presentation Notes
FPs and their teams are the most unique aspect of their team. These are ways they can highlight their human capital and create professional contrast
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All things to SOME people

62% of investors willing to 
pay more for customization* 

*Fidelity Investments study Wealth management in motion: Exploring levels of growth
**PWC High Net Worth Investor Survey
***McKinsey & Co The looming advisor shortage in US wealth management

89% of ultra-high-net-worth 
individuals prefer receiving value-
add services from a single source**

[80 percent of affluent households 
would rather pay for human advice vs. 
a customized digital advice service***
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What is driving HNW Clients to Choose a Primary Provider?

Sources: Cerulli Associates

2020 2023

Services and 
Experiences 28% 35%

Relationships 31% 32%

Investment 
Performance/
Fees

27% 16%

72%

59%

34%

43%

29%

82%

63%
56% 54%

37%

Charitable/
Philanthropic Planning

Family Counseling and
Planning

Bill Pay Foundation
Management

Concierge/Lifestyle
Services

2017 2023

Increased Offerings of Family Office Services (2017 vs 2023)



FOR INSTITUTIONAL USE ONLY. NOT FOR PUBLIC DISTRIBUTION.

“By 2030, American 
Women are expected

to influence over
$30 trillion.”*

“$72.6 trillion in assets 
expected to be 

transferred to heirs.”**

“Just 19% of
investors use their 
parents’ financial 
professional.”***

*McKinsey & Company
**Cerulli Associates U.S. High-Net-Worth and Ultra-High-Net-Worth Markets 2021
***Cerulli Associates. The Cerulli Edge–U.S. Retail Investor Edition, 4Q 2023 Issue

Holistic planning
Education

Relationship
Personalization

Behavioral coaching
Digital & tech
Values-driven

Alternative investments
Values and Valuables

Holistic, Customization
Fortify & Grow

Individual and Family
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WHY HOWWHATWHO
• People, relationships, trust 
• Expertise, authenticity 
• Profession, passion, mission
• Loved ones, family
• Values and goals
• Life events and transitions
• Priorities, needs, preferences
• Emotions, feelings, past experiences
• Short-term, long-term, legacy

• Collaboration, coaching, guiding
• Goals and values-based planning
• Client experience, communication
• Events and education
• In-person + virtual
• Retirement, tax, estate, philanthropic 

planning
• Wealth management and investing
• Human behavior and psychology 

Presenter Notes
Presentation Notes
“People don’t care how much you know, until they know how much you care.”– Theodore Roosevelt 

Too often, financial professionals and firms get the formula for modern value backwards. All we do and say should be rooted in WHY & WHO, then powered by WHAT and HOW. 

Our greatest differentiator is the human-to-human connection and relationships. We cannot be all things to all people and be differentiated. 

There’s a reason elite financial professionals lead with financial planning. Financial planning is founded on a client or household’s unique goals, values, priorities, preferences, worries, opportunities, obstacles and more. Deep discovery is required as life unfolds. If there’s market volatility or uncertainty triggering a clients’ emotions, we go back to their goals and values… are we still on track? What is really triggering this fear? How can we coach them through it? How can we be a resource for those most important to them?

This framework or formula is the root of everything in business development, practice management, communication, client experience, new client acquisition, marketing, etc.

(I run through other scenarios of how to use the framework, like discussing ESG)
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Information Under Management

• Generation
• Last, first name
• Preferred communication method
• Birthday
• Acquainted (Y/N)
• Relationship to client
• Family dynamic
• Life phase
• Occupation
• Geographic location

• Hobbies/interests
• Priorities
• Preferences
• Values
• Goals
• Biases
• Belief systems
• Needs
• Wants



FOR INSTITUTIONAL USE ONLY. NOT FOR PUBLIC DISTRIBUTION.

Process

Content

Channels

Curate

Consistency

Hook
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Content
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1:1 1:some 1:many

- Specific, small
- Hyper-personalized
- Top clients, 

prospects, COIs

- Targeted audience
- Have similar needs, 

preferences, priorities
- Shared experiences
- Niche market
- Feels personalized for 

the ideal recipient

- Wide reaching 
communication

- More about you 
than the recipient

- Least personalized

Who’s the Audience?
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• New year market outlook
• Tax planning
• February: Black history month
• Goal & habit setting
• Galentine’s Day
• International Women’s Day
• Spring break

Q1 Q2

Q3 Q4

• April: Financial literacy month
• Estate planning/doc spring cleaning
• Education for next gen/college grads
• Mother's Day/Father’s Day
• Pride month
• Market update

• Philanthropy focus
• Market update
• Pies at Thanksgiving
• Team holiday photo/EOY message
• Family meetings

• 4th of July
• Technology tool education
• Summer vacation
• Market update
• Back to school

Timely & Timeless
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Greatest Opportunities for Growth

Source:  2024 Bank of America Private Bank Study of Wealthy Americans 

Ages 21-43
Real estate investments

Crypto / digital assets

Private equity

Personal company / brand

Direct investment into companies

Companies focused on positive impact

Fixed income

Emerging market equities

Domestic equities

International equities

Tangible assets

Private debt

Ages 44+
Domestic equities

Real estate investments

Emerging market equities

International equities

Private equity

Direct investment into companies

Companies focused on positive impact

Fixed income

Tangible assets

Personal company / brand

Crypto / digital assets

Private debt
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Initiating Conversations

48%

44%

43%

40%

38%

37%

33%

32%

20%

28%

28%

25%

49%

36%

32%

34%

36%

34%

25%

28%

31%

11%

26%

31%

33%

31%

46%

Teaching child/ren or heirs financial skills

Facilitating discussions with family
members about the use of family wealth

Strategic philanthropy

Business succession planning

Planning for financial implications
of elder care (parents/in-laws)

Estate planning

Managing liquidity events
(inheritance, sale of business)

Tax planning

Investing in an inflationary environment

I initiate the conversation My advisor and I both initiate the conversation My advisor initiates the conversation

Source:  2024 Bank of America Private Bank Study of Wealthy Americans 
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• Graduating Higher Education

• Couples and Newlyweds

• First child/grandchild

• ESG

• Retiring 

• Selling a Business

• Business Owner/Operator

• Divorce/Widowed

• Legacy/estate planning

• Switching jobs

• Increasing Security Risks

• More life complexity

“Adulting 101” 

“Designing your Money Mindset Together”

“Does a 529 Plan Make Sense?”

“Aligning Impact with Investments”

“Putting Passion and Purpose into Retirement” 

“5 FAQs Ahead of a Liquidity Event”

“Separating your Personal and Professional Assets”

“Checklist for Women Suddenly Single”

“Legacy Love Letters”

“Should you Roll your Retirement Account?”

“Increase your Cyber Security”

“Why a Financial Planner and Holistic Management”

(Relevant) Transition Educational Content Channel
Video

1-pager

Webinar

Seminar

Blog

Newsletter

Website

Social Media

Clients + Their Networks

COIs

This example is for illustrative purposes only and is not a specific recommendation of First Trust Portfolios.

Presenter Notes
Presentation Notes
Ideas and channels for educational marketing based on attracting your “some”
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Financial professionals are reminded to check with their Compliance department for guidance on relevant regulatory restrictions and internal company policies.

Experiences Outside the Money

• “Open house” at the office - stop by for 
some BBQ (bring a guest!)

• Shredding party - bring documents to be 
shredded and grab a shredded pork 
sandwich and a drink

• Cooking class
• Wine tasting
• Sporting event
• Pups and patios - rent out a restaurant or 

brewery patio for clients to bring their 
furry friends (or a human friend) to grab a 
drink and hang out

• Nail salon
• Golf or golf lessons
• Concert

• Team member spotlight - interview each 
team member so clients can get to know 
them personally and professionally

• Video of the office and any changes you’ve 
made (new Keurig coffee machine?)

• Vacation gift - Mickey and Minnie Mouse 
ears for the whole family for their summer 
Disney trip

• Summer book/podcast club
• Wine tasting  or cooking class
• Small gifts (birthday, anniversary, graduation, 

new job, new puppy, etc.)

In-person Virtual 1:1

1:some

1:many

• Bring a guest
• Take a survey
• Send someone else
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Who’s Contributing?
Team

Individual

Clients

3rd parties, COIs
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Channels
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Content that Converts

• FAQs
• Checklists
• Stories
• Social proof
• Expertise 
• Personal
• Events
• Education

• Meaningful moments
• Pain-points
• Key words
• Headlines and hot topics
• Sans-jargon
• Authentic 
• Hobbies
• What lights them up?

High Tech, 
High Touch, Hybrid

Give 10X
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Preference for Financial Content

Source:  2024 Bank of America Private Bank Study of Wealthy Americans 

Online article

Newspaper

Television

Magazine

White paper

Online video

Podcasts

Social media

Radio

Ages 21-43 Ages 44+
38%

31%

36%

18%

19%

37%

25%

48%

13%

55%

35%

31%

21%

19%

15%

14%

6%

6%
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Curate
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“As you know, we work with clients 
from all walks of life, but we do have 
a particular expertise in working with 
women going through two of life’s 
biggest transitions. While this 
resource might not be relevant to 
you, we wanted all our valued 
clients to know the Checklist is here 
to empower anyone important to 
you feel organized and confident in 
potential gray areas. If anyone 
would like to speak with us directly, 
our contact information is there.”

Financial professionals are reminded to check with their Compliance department prior to engaging in any social media activity and for guidance on relevant regulatory restrictions and internal company policies.
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Client Personal Profile
• Loved Ones

• Pet’s Names & Types

• Coffee Order

• Charities, Philanthropies

• Hobbies, Interests

• Preferred Method of Communication

Presenter Notes
Presentation Notes
Personalization fosters deeper connections. 

When we’re engaging clients, prospects, COIs, clients’ loved ones, the more we can play them back to them, the deeper the relationship

However, we first must collect the data on the things that are important them beyond the investments and planning.

The Client Personal Profile is a tool to capture that data. 

Imagine the experience you’ll create when remember clients’ pets names, hobbies or greeting them with their preferred coffee order before a meeting.
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Influence Language
“Wow– we are thrilled at the excitement around the upcoming nine and wine event. Several 
of you have asked if you can bring a guest so we wanted to let everyone know that plus ones 
are welcome. We are limited on space and will try to accommodate as many of your guests as 
possible. Please RSVP by June 18.”

“Thank you for joining us on today’s webinar, if anyone would like to talk one on one, we’re 
happy to set up a 20 minute Ask Anything Session. During these sessions we can be a 
sounding board, second opinion, or help navigate feeling like you don’t know what you 
don’t know. Reach out to John at john@xyzplanning.com or click the link to our calendar.”



F O R  I N S T I T U T I O N A L  U S E  O N LY.  N O T  F O R  P U B L I C  D I S T R I B U T I O N .

The Family Phone Call

1. Elevating with the new 

SERVICE/RESOURCE

2. 10-minute introduction

3. Build relationships 

Presenter Notes
Presentation Notes
Versta Research conducted a national survey of 1,003 Gen Z (ages 16 to 21) and younger Millennials (ages 22 to 26) whose parents had an estimated net worth of at least $1 million. Sampling was stratified by age and gender and then weighted to ensure a sample that reflects the full U.S. population of children whose parents are millionaires. The survey was conducted between July 16 and August 3, 2018. Assuming no sample bias, the maximum margin of sampling error is ±3%.
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The Family Phone Call: Sample Script
[Client]

A handful of our clients have expressed concern that as their loved ones navigate life’s transitions, they may not be accessing expert or trusted resources necessary for 
developing good habits for stewarding wealth. 

As some of our most valued relationships, those important to you are important to us. We are here for them always, but especially in the current environment. 
Whether they work with a financial professional or not, clients’ loved ones leverage us as a sounding board, second opinion, for insight, education or when they feel 
like they don’t know what they don’t know.  

As part of your client experience, we’re excited to introduce the “Family Phone Call”. The handful we’ve done so far have been a hit!

This resource is a 10-minute call for you and your family – kids, grandkids, nieces, siblings, parents, in-laws, grandparents, or anyone you consider family.  

During the family call with everyone, we’ll have the opportunity to meet your loved ones and introduce ourselves so they know how we can help them one on one 
going forward.

Of course, all one-on-one conversations will be kept strictly confidential. Never will we discuss anything pertaining to you without your permission.  

The format is flexible and customizable to your needs as well.

If you would like to set up a call, simply reply to this email with:

- Dates and times everyone is available in the near future 
- Everyone’s email addresses and contact information so we can send out an invitation with an agenda and details

Please let us know if you have any questions. We look forward to meeting your family.   

This example is for illustrative purposes only and is not a specific recommendation of First Trust Portfolios.
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Consistency
High Tech, 
High Touch,
Hybrid
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Weekly:
• 1 LinkedIn post

• 3 LinkedIn likes/comments

• 5 new connections

• 1 newsletter

• 5 unique client communications

Monthly:
• Educational focus

• 1 webinar, 1x per week

• 3 virtual experiences for 3 top households

• Subject matter expert opportunity

• 1 new video (posted on website, LinkedIn, 
shared in newsletter) 

Quarterly:
• 1-to-many virtual experience

• Market update conference call

• Client advisory council

• 1 in-person seminar

Annually:
• Year-end engagement

• Family legacy letter

• Birthday & anniversary 

• Family phone call

Sample Process
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• Events

• Education

• Campaigns

• Meaningful touch-points
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Advisor Consulting Group | Areas of Focus

Chris Jeppesen
Senior Vice President, Chief of Advisor Consulting
Best practices for an efficient business focused on building long-term 
client  trust and loyalty

Kevin Bishopp
Vice President, Advisor Consulting Performance Coach
Performance coaching, providing unique insights to make and rapidly 
execute  high-quality decisions

Brian Gallary
Senior Vice President, Head of Strategy and Consulting
Business development with a special focus on prospecting, client 
referrals, and professional centers of influence

Robert Montella
Vice President, Advisor Consulting Performance Coach
Business development focused on helping professionals move upstream while 
creating a compelling brand and culture that attracts both clients and staff.

Jackie Wilke
Vice President, Advisor Consultant
Embracing innovative business development practices and 
processes driving  relevant, modern value and desired outcomes

Lewin M. Williams, SR., CSP
Vice President, National Speaker
Helping financial professionals consider new disciplines, focus on 
effective  metrics for success and more consistent client service 
standards

David Rutherford
Vice President, National Speaker and Performance Coach
Former Navy SEAL and CIA Contractor
Expert on team orientation, individual motivation, and elite 
performance within  extreme environments

A process to accelerate growth, by design. 
Build your business with true intention.

The information presented is not intended to constitute an investment recommendation for, or advice to, any specific person. By providing this information, First Trust is not undertaking to give advice in any fiduciary capacity within the meaning of ERISA, the Internal Revenue Code or any other regulatory 
framework. Financial professionals are responsible for evaluating investment risks independently and for exercising independent judgment in determining whether investments are appropriate for their clients.
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Insights & Innovations Blog

Sample Content Calendar

Client Personal Profile

Checklist for Widows, Divorcees

Checklist for Aging Relatives

The Progression of Modern Value

Presenter Notes
Presentation Notes
These are additional resources for financial professionals to explore with First Trust 
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2030 READY GUIDE

First Trust Advisor Consulting Group provides insights into ten 
critical strategies to help you get your business 2030-ready.
• Behavioral Finance & Coaching
• Capacity Building
• Magnetic Marketing
• Moving Up Market: Expanded Comprehensive &

Personalized Services
• New Decision Makers: Rising Generations & Women Investors
• People-First, Personalized Brands
• Process-Driven Efficiency
• Team Development
• Technology & AI Integration
• Wealth Transfer & Family Wealth Management

All examples within this document are for illustrative purposes only and not a specific recommendation of First Trust. Financial professionals are 
reminded to check with their Compliance department for guidance on relevant regulatory restrictions and internal company policies.
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