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Why
Marketing
Matters

10 key marketing tips, tools and tactics for financial professionals

Financial professionals work in a dynamic industry where new technology, tools and ideas thrive. But these exciting
opportunities also bring new challenges--with that dynamism comes a need for continued growth and education to stay
ahead of the curve.

Marketing is one area where hard work can produce career-changing results. A more sophisticated communication
strategy can help you reach the right people, build your brand, connect with your audience and deliver

exceptional services.

If you're ready to level up your marketing strategy, our team at Concorde outlined ten of the most impactful elements for

a successful marketing approach.
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Email marketing is a straightforward way to communicate with customers and
inform them about new products, discounts and services. Effective email
campaigns and automation allow you to build relationships with leads and clients
without scheduling a full calendar of meetings. Not only is email the most popular
way to receive updates from brands or companies (nearly 3 out of 4 millennials
prefer their business communications to come via email), but a remarkable 99% of
consumers check their email daily.

Despite this, a recent report by Litmus shared that in a survey of 2,000
professionals, 45% rated their email marketing efforts as poor or nonexistent. If
nothing else, that data indicates there's a lot of room for improvement.

Email marketing tactics

You'll need to get creative if you want an email marketing strategy that moves the
needle. A single email won't do much if it's not part of a larger ecosystem of
information and content. Email marketing initiatives may include:

Newsletters

While not typically used as a direct sales tool, newsletters are a great way to
motivate your clients to take action by checking out your latest blog post or visiting
your website. Newsletters can be as personal as you like and are an excellent
opportunity for clients to get to know you, your services, and your working style.

Workflow automation

Workflow automation can streamline what is usually a time-intensive process—
sending emails one by one and remembering to follow up could fill up your entire
workday. A “drip campaign” allows you to set up and automatically send a
sequence of messages to a recipient. Emails in that sequence are triggered based
on an event, like a recipient’s interaction.

https://www.nutshell. com/blog/email-marketing-statistics-2021/

For example, if a potential client fills out a form to learn about your services, it
should trigger an email. The first email in your drip campaign can automatically
deploy and give them the requested information. Their response (or nonresponse)
to that first email would then trigger the next step in your process and deliver a
follow-up message. If you notice someone frequently engages with your email
content, it should be a sign to jump in and schedule a call.

One-to-one emails

One-to-one emails allow for greater personalization and client-specific content.
Unlike mass emails to subscriber lists, one-to-one email marketing allows you to
use individual customer data to deliver relevant content. Subtle, personalized
variations in imagery or content improve engagement and help clients feel a
connection to your business.

Measuring your success

Throughout the email process, you heed to be able to evaluate what's working
(and what's not) to optimize your strategy. Most email marketing platforms have
metric dashboards that can tell you the open rate, engagement rate or
unsubscribe rate for every email you send. These metrics provide a critical
snapshot of your work, allowing you to make meaningful updates after each
campaign.



Organic
Social Media

Social media is here to stay

For financial professionals who want to maximize their outreach and
optimize communication, it's essential to tap into the social scene.
Just think: we know there are over 2.38 billion monthly Facebook
users, with billions more across other platforms.

A strong social media presence isn't just a way to enhance your
overarching marketing strategy; it's how you connect with a global
audience.

Social media basics

There's no silver bullet to success when it comes to social media,
but there are some helpful principles to live by:

Know what to share

Authentic and relevant content has the best chance of connecting
with people. Your social media is a perfect avenue to communicate
knowledge-sharing, new opportunities and recognition for people
and institutions doing great work in your industry.

Know where to share it

Before you start, make sure you understand the ins and outs of
Facebook, Twitter, Linkedln and YouTube. Each channel has a
unique purpose and audience—you can't send the same post to
every outlet and expect it to perform well. Because social media
constantly evolves, you'll want to follow a few blogs or publications
that share up-to-date information on platform changes.

https://www.statista.com/statistics/264810/number-of-monthly-active-facebook-users-worldwide/



Online networking is the digital equivalent of “old school” in-person
networking. By tapping into the power of LinkedIn, Facebook and Twitter, you
can expand your social and business networks without filling your calendar.
Powerful tools like LinkedIn Sales Navigator can even help you target and
connect with promising leads.

Much like traditional networking, there are protocols that every financial
professional should keep in mind. Familiarizing yourself with those unwritten
rules is a critical prerequisite to networking online:

Searching for prospects

Searching for and connecting with new prospects online is called “social
selling.” Social selling is primarily about building relationships—the sales
benefits come in the long term. In other words: it's appropriate to send a
congratulatory message when one of your connections gets a new job, but
don't jump in and try to make a direct sale.

In Mail + connection requests

LinkedIn's customized in-platform communications tool, InMail, is a great way
to connect to LinkedIn users. Whether your networking efforts are informal or
more systematic, using more powerful and sophisticated tools is a great way
to generate new leads. But remember, recipients may become annoyed if you
abuse this tool and spam messages to your network.



Here's a mistake we often see: financial professionals spend too
much time managing their company's brand and forget about
building their own. Your online presence can be an invaluable
asset to your business. Authenticity and relatability can help make
meaningful connections with potential leads, customers and
employers.

If you haven't put much thought into your personal brand yet,
here's some advice:

Map out your brand

Think about your favorite brand: What do they do? What is their
primary offering? What values do they believe in or advocate for
online? A company's brand is intentional—and yours should be no
different. Think about what you want to be known for and what
sets you apart from other financial professionals. Formalize your
thoughts and use that as your guide.

Hone your online voice

Just as you have a personality when you meet others IRL, having a
distinct and recognizable voice online is essential. Think about
your writing style, preferred discussion topics or how you want to
be perceived by clients. With the answers to those questions in
mind, decide what kind of “personality” you want to bring online.

gital Branding



Did you know you can tap into SEO and paid media as a financial professional?
These tools aren't just for large corporations anymore. But before you publish
your first ad, it's essential to understand the core differences between SEO,
earned media, and organic social media:

SEO

Search engine optimization (SEO) hinges on your knowledge of how search
algorithms work. When a user searches a term on Google, the algorithm scans
content across the internet and serves what it believes is the most relevant
content. Consequently, SEO is a strategy that makes your content “more
relevant” to the algorithm and increases your chances of user clicks. To get to the
top of the search results, write high-value content embedded with high-value
keywords on a credible website. The more specific your keywords, the higher
your chance of capturing the right audience. SEO is a long-term game, unlike
paid media which provides instant clicks. Now, you can pay to place your landing
page at the top of Google—but much like other paid media, there will be a
designation that indicates to the user the “spot” was paid for by your organization.

Earned Me di a

I n its most traditional sense, earned

me d

communi cate about a brand. When a storyl:i

journalist, blogger, or soci al medi a i
You can gain a |l ot of credibility with
that attention is never guaranteed. Re

Organic Soci al Medi a

Many are familiar with social media—it's one of the best ways to stay connected
to the people you care about. But social platforms are searchable (just like any
content on the internet) and can become a valuable piece to your marketing
puzzle. Create social accounts that you can use to publish thought leadership,
get in front of potential clients, or build your online presence. But remember,
much like the other forms of content mentioned here, organic social media
engagement is earned. It's a slow-burn strategy with a big pay-off, so don't give
up if things don't go according to plan immediately.
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CRM + Contact

Management
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Overall Marketing

Go al
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