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A $240M Niche

\WEALTH MANAGEMENT | Aprl2, 2013,921am ET

Article \ Stock Quotes Comments

Don't Lose Business to Virtual Advisers

% Email BPrinl nsa‘m -] l] u ﬁ m

By VERONICA DAGHER
NEW YORK-Financial adviser Stan Richelson hasn't met at least 400
more than half of all he has.

Rased in Blue Bell, Pa., Richelson runs a roughly $240 million bond-of
business with his wife, Hildy Lots of their clients started the relationsh
or emailing him after reading books and ai couple has publis!
many "haven't expressed an interest in meeting us," he

More and more advisers
their practices using app!

country.

mmissions Biq Pari of RIAS Business. T00

Source: WSJ, April 2013

distance--even the other side of the

Gelty Images.

The Richelsons may have discovered
More from Weaith Management the key to prospering as an adviser in
Tne Art of Naming & Mew Advisory irm this changing landscape: cultivaie a
Col Q.

niche, either in your type of client or

NEW YORK-Financial i
adviser Stan Richel '
more than half of all he has. sison hasn't met at least 40 of his clients—

Based in Blue B i
ell, Pa., Richelson runs a roughly $240 million bond-only investment
en

business with his wife, Hi
- , Hildy. Lots of their clients
M\ pusiness vt . started the relationshi i
g him after reading books and articles the couple has publisI:Z: yC‘;th?'lnmg
. ose,

many "h : i
y "haven't expressed an interest in meeting us," he says

r‘J don't require or even ENCuoumsss
\ ft :"’ to-face contact. The trend is likely to
L continue as technology makes it easier

for clients to work with an adviser ata

ADVISOR/CLIENT



Advisor/Client Marketing Program

Today's Agenda:

* The of Niching

e What's a

* Where Is My Niche? (Steps 1-8)

 What's Your ? (Steps 9-12)

* Creative (Steps 13-14)

* Become the Niche (Steps 15-22)
Your Niche (Steps 23-28)

e Getting the Out (Steps 29-39)

* You're g

-

R The “Pump It Up,
| MARKETING CAMPAI ”

No Excuses
Marketing

Praspecting Toolk

e Build Y

Uila Yo
I",‘g“ Pro:
Pre-Retirees V| Create your o

prospects in yi

Kick-Start your year with a 4-part
Marketing Boot Camp that focuses your
marketing and cements your credibility
with clients, prospects, and (0ls.

Prospecting

[~}

IR osesmouth)

» Build Yo
Commui
4 Master F

Your Master |
Building anc
Profitable R

3t Relationship s

2015 Key Fin%ncial

; Data Car

‘ thro
BUSINESS .
|

50+ Campaigns
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Recession Proofs Your Business

e You become THE expert

e Envelops you in a community of
warm prospects

e Delivers new clients in all markets
e |nsulates revenues

e Gives you an “in” with prospects
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Higher Production

Niche advisors reach the higher production levels
more frequently than their generalist counterparts

Production Level % of Niche % of Generalist %Difference
Advisors Advisors Niche vs.
Reaching Reaching Generalist
This Level This Level

$1 million plus 10.7 6.6 +62%

$800K-$1million 4.5 3.2 +41%

$500K-$800K 14.7 9.9 +48%

$300-$500 15.8 17.2 +-8%

$100K-300K 31.4 33.1 -5%

Less than $100K 22.9 30 -24%

Source: Horsesmouth Prospecting Survey, 2006
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More AUM

At the higher levels, Niche advisors more
frequently reach higher AUM levels than
their Generalist counterparts

Assets Under % of Niche % of Generalist %Difference

Management Advisors Advisors Niche vs.
Reaching Reaching Generalist
This Level This Level

$150 million or more 13.1 8.8 +49%

$100-$149 million 9.3 8.2 +13%

$50-$99 million 17.9 16.. +10%

$25-$49 million 21.3 21 +1%

Less than $25 million 38.5 457 -16%

Source: Horsesmouth Prospecting Survey, 2006
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Higher Profitability

100%
90% 85%
80%
70%
60%
50%
40%
30%
20%
10%

0%

Yes No
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“Prospecting Is Easier.” (74%)

“Pipeline is always filled.” (23%)

ADVISOR/CLIENT



Referrals Flow

100%
90%
80%
70%
60%
50%
40%
30%
20%
10%

0%

1%

No Fewer Same Up
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How Long Before You Get a Client?

Less Than 90 Days
24_8% 4-6 Months
ore Than 6 Months
19
I 1-2 years
0 10 ﬁ) 30 40 50 60 70 80 90 100
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More Fun!

3% ()

@

ADVISOR/CLIENT



How Do You Say "Niche?"

ADVISOR/CLIENT



What IS a Rich Niche?
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1. Narrowly Defined
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2. Shares a Culture

ADVISOR/CLIENT



3. Communicates With Each Other

ADVISOR/CLIENT



4. Affordable
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5. Opportunity rich
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6. Shared affinity
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7. Prospect rich

G G A R e TR R Spmege 0
i ""f":;: Taly }‘: (N ".& ~Ql,: ,;a
v v L)

-

g
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8. Uniquely yours

*/
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8 Attributes of a Rich Niche

v Narrowly defined v' Shared culture

v' Active communicators v' Affordably accessible
v’ Opportunity rich v Shared affinity
v Prospect rich v Uniquely yours

ADVISOR/CLIENT



@ Look for a Big Idea

e Economic issues & trends
e Demographic trends

e Technology trends

e Political & legal trends

e Social & cultural trends

e |dentify wealth creators

ADVISOR/CLIENT



Become a Local Expert

Be a local news hound (Topix.com, usnpl.com)
Read area blogs (Google)

Review Yahoo/Google/Bing Local

Search LinkedIn for local groups

Check out Yelp for reviews

Read local business journals
(bibliomaven.com/businessjournals.html)

Get on the newsletter list of local agencies, Chamber, city govt, etc.
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Identify the Wealth Creators

Companies
Sectors
Industries
People

ADVISOR/CLIENT
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Rank clients according to: \E

+

+ + + +

Mine Your Client List

y
Investable assets/net worth

\

Referral potential

Future liquidity events

Social connections

Personality

= Your best 25-50 clients

ADVISOR/CLIENT



@ Profile Top Clients

I Investable J % of Assets J J

Source of J J Type of J

“First, | thought it was a waste of time looking at my
book of business because | was sure | would know if |
had a built-in niche. | was so wrong. | am embarrassed

to say over 80% of my clients are government
employees (federal and state mostly) which is the
market | wanted to target. | was in shock.” — Tammy P.

52,000,000 5%
%7 000,000 10%

Family owned Insurance business cash money rmarkets moderate
private equity investor Taxable savings Bonds transactional consemvative
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Look for Common Themes

Investable % of Assets Primary Source of
Assets Under Mgmt 7| Age Lifestage ] Cccupation Industity | Hobby/Interest] Account
400,000 100 % =2 pr Tax Accountant TaxiThe Arns |Cyclingfsgquash [FAF Intro
00,000 100% 1 pr Tax Accountant Tax F/F intro
00,000 100 % 3 pr Symphony musicidins Travel/real estatd Referral
00,000 0% 43 pr Sales Aerospace WWoodworking Referral
400,000 100 % ] pr Psychiatrist Mental Health|sguash FfF intro
00,000 0% =] pr FPsychiatrist fental Health|Cycling Referral
50,000 100 % 7 r Professor -Engineg University Philosophydwrite[FAF intro
00,000 100%% ] r Professor -Econor] University Travelfwritingflec]FfF intro
4,000,000 5% 49 pr IT Executive Fnl Swvs Cars Refarral
000 000 0% 5 pr Insurance Exec Insurance Sardening F/F intro
00,000 100 % = r Heart Doctor Health Care Collect At F/F intro
S0.,000 100 %% 44 pr Graphic Design edia Running F/F intro
0o 000 100 %% 4 pr Fnl Analyst Energy Skiing/sailing WMialk-in
00,000 0% 7 pr JPT Analyst ~  |Public Transit|Travel Wy'alk-in
S0,000 100 %% 3 pr / Engineer Energy MMgmt |Home reno Refarral
00,000 10055 7 pr [ Engineer roject hanadHunting F/F intro
30,000 100 % A7 pr \ [Engineer VS oftware Skiing/Hockey |F/F intro
00,000 100 % 46 pr N\ |Engineer fanufacturing F/F intro
00,000 100% 1 pr "Sa.n_iultam‘-(}ﬂﬁ SlGovernment  |Home reno Fefaerral
00,000 100 % r53 pr Al Technician Lniversity Referral
ADVISOR/CLIENT




Map Your Social Connections

Current activities
Organizations
Background
Family
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Look for a Niche Champion

Some who .s you
Client or COI

Member of a niche
Well-connected
Refers other people to you

Willing to partner with you

ADVISOR/CLIENT



Review Product/Services/Needs

Financial Needs Analysis

Worksheet instructions:
1 List the financial needis of your clients across the top of the worksheet
You can change headings and use as many columns as you wish
2 List your top 25 clients in the “Top clients” column (replacing Client 1, Client 2, stc.)
3 Note the product or senvice you use to meet the financial needs of each client
4 Group the entres using the Sort command in Excel to find common themes

Top Need Need Need Need Need Need Need
clients 1 2 3 4 5 6 L
(Client 1
(Client 2
(Client 3

C Income Analys is E::Z::Q Product or Service Line Analysis

Client 6 N
o 5 Cliont 7 Worksheet )
° SOC'G Securulfy Clonts 1 List your top 25 clents in the “Top clisnts” column (replacing Client 1, Client 2, etc.)
— 2 List all the financial products or senvices the client uses next to the client's name.
(Client 9 You can change headings and use as many columns as you wish.

. . [Client 10 3 Group the entries using the Sort command in Excel to find common themes
C a mlng Client 11
(Client 12 Top |Product/ | Product/ | Product/ | Product/ | Product/ | Product/ | Product/
Y (Client 13 clients | Service | Service | Service | Service | Service | Service | Service
Strategies i
g Client 15 Client
Client 16 g o
H (Client 17 Clont
ension evaluation
Client 18 Glionce
* (Client 20 Client7
401(k) advice S
Client 72 Ciients
. Client 23 Client 10
Rollover guidance
(Client 25 g:::::g
4 Client 14
Spending plan
Client 16
o o Client 17
Client 18
* Portfolio testing
Client
Client
= B (Client
IClient
IClient
Client 25
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Analyze Revenues

Revenue Analysis

Worksheet instructions:

Retrieve vour gross revenues For the |ast 12 months.

Cal & List each product or service you provided to clients during last 12 months.

Cal B: Fill in the armount of revenues each product or service generated.

Col C: Caleulate the percentage of gross reverues mads by each product or service.

Col D & E: Estirnate the sales cucle [in days, wesks, or morths) for the product or service
and staff hours needed to maintain it

Cal F: Forecast the next 12 month's product or service sales,

Cal G: Mote the percentage change of vour estimate compared to the prior 12 maonth's
realized reverues.

LSRN

~m

8. Sort the spreadsheet to find these products or services Hiat contribUted the rnost to pour
bottarn line last year and those that ray be profitable next vear.
Gross product'service revenues for the period: +
3] ] (=] [} (3] 3] (6]
Productd BevenuedZ of Gros! Sales Staff hours Est. revenues %
Service 3 revenues| cycle l vice | next 12 months Change

ADVISOR/CLIENT
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Identify Your Values & Your Value

?
Who are you:
What do you offer?
? LiFE
Why do you do what you do- L\%‘%@ el
How do you do what you do? @\-\
Who do you do it for? FRIENDS)  (WISDOM)

What makes you different?
Why should people do business with you?
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‘SWOT’ Your Market

Strengths (Internal)
Competitive advantages
Unique selling points
Supporting resources
Reach/ Distribution/Awareness
Price/Value/Quality
Designations/Education

Weaknesses (Internal)
Competitive disadvantages
Lack of resources
Reputation/Vulnerabilities
Financials
Service issues

Opportunities (External)
Market developments
Competitor vulnerabilities
Demographics/Trends
COIs/Prospects
Usage
Product awareness
Price

Threats (External)
Market developments
Regulations
Competition/Competitive products
Usage
Demographics/Trends
Price
Sales cycle

ADVISOR/CLIENT




Zero In On a Niche

-2

B k|

.

1S1] JUal|
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9 Drill Down to Your Niche

Retirement Planning
Omaha Acme
Executives

Rollovers

The "Rollover Gal" for Omaha
Acme Executives

ADVISOR/CLIENT



@ Immerse Yourself in Your Niche

Values?
Growing?

-

Culture? | | Employee

. Annual Sales?
, . Competition?

ADVISOR/CLIENT



Look for Trigger Events

Layoffs

Early retirement
Life events
Higher taxes
Inheritance
Benefit events
Sale of business

ADVISOR/CLIENT



Compile List of Entry Points
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Read Niche Media

& e (=]
Be Edt yew Fgooes ook fep

Qu- O HEG P e @ 25 8- JH DB

B T p— e —— MEe : pdi-

The HPAlumnipedia... from the HP Alumni Association

n ml ] o
" Home Welcome 10 the HPAlumnipedia - 3 wiki site developed by membess of the HP Alumni Assccistion. The HPAA is an independent non-

st prafit valuntsr association of mare than 8,600 former Hewlstr-Packard smplayees. The HPAA is nat endorsed or supporad by the

Hewlett-Packard Company. Mora sbout the HPAA

The HPAlmnipedia site captures the collectad knowledge of HP Alumni Association membars sbout transition, career and ather issugs

A\
e ~ using pages wrtten by teams of HPAA members and comments selected from the HPA's online discussion forums. Mors about the
§ . ooyt contents HPAlUmipedia.
" \ T e Many pages on the HPAlumnipedia site are public. Cenain pages — with this IGICAMOT imembers oo~ a2 available only 1o HPAA
/ et = ook Gptlens mambers. Membars work togethar to develop and dit the prvats pages. Membs login -
Lol \ + Carear,iob Posts
- * etwarking .
Ry = Finsncs If you are leaving HP- As soun as you know that you are leaving, read the famaus “Collected Knowledge" section here — including the
o s . HP Way A checklist of what to do befora you lose access to HP interal systems_ When you are three monihs from your last day. click hera
\ANS = Aumni tews 1o join the HPAA B .
P “EACING PHYS - B (O RS ISINesSSa e o
anghancy 1 * How o edil a page akao. log in got a username SIS RS SSSICUTOr: SIS SO RO FURS—— RESSe—— —
© Eding cheatsneer || Please read Hom to 6t the HE# Ppe——
+ Ediing sandbox
* Listalpages
e Entry points into the HPAlumipedia sits
& Caber
+ Laaving HP: From Alsn Sierstei's famaus “Collected Knawledge” ste tod Mar/Apr 2015
+ Benefits: HP bansfis issuss.
A [ERjETEN = Career Using HPAA for networking, temporary and confract agencies. the companies imvohved in job hunting Delivering a legacy from
MA Soc'et Of C PAS tovima = Finance: Stock and aptions. product discounts, tax implications, EER issuss, unsmploymnt insurance. eneration to generation
* Wnatiinks here » Alumni Hews: The HPAN's email newsletter — HP Alumni News — is normally published every two weeks —— AT
* Relaied changes = HP Way: Our pages an the HP Way, HP history, and HP scquisitionsidivestitures. g s A e
MASocietyofCPAs = Ustosdfis M g g third-generation family members have been
_ . o . » Spedal pages. developing a governance system to help smooth the
10,500 member professional association for CPAs and accounting » Printaie version road to an eventual leadership transition.
professionals. =_Pesmanant hnk Questions? L
Boston, MA  http://www.mscpaonline org Mitzi Perdue’s w of her
& tough-yet-tender
husband
i & conversation vwith the widorw of Frank Perdue.
swhose new book presents her memories of the
Follow MA Society of CPAs Tweets busisleder o g PordosFas oo 3
povwerful bran
- — .
Full name - MA Society of CPAS ©l/ASoc elyoiCPAS 21 Jun Women add value as %> Buy This Issue
&8 $19.75
rpj CEO of Putnam Investments Addresses Regulated Investments dependent directors
Email ## i If your family business is looking to add independent | Add to Cart
Group (6/28) #constantcontact conta.cc/MIG1i6 e s
Expand includes highly qualified women as well as men.
Password
Have an account? Sign in o, MA Society of CPAs !
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@ Conduct 10 Information Interviews

e Your best clients in the niche
e Niche experts

e Niche leaders

e Centers of influence

e Well-connected prospects

ADVISOR/CLIENT
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Develop Interview Questions

Major niche trends?
Significant niche challenges?
Niche social networks?
Other niche advisors?

Niche competition?

Who else would you
recommend | talk to?

ADVISOR/CLIENT



@ Compile Pain Points

* Dentists: “Tied to the chair”
* Doctors: “Taking calls”
* Retirees: “Taxes; inflation”

* CPAs (divorce): “Opt-out spouse”

 Business owners: "Valuation"

 Airline pilots: “Mandatory retirement age”

ADVISOR/CLIENT



Choose Your Solution

How will you solve their problem?

What are the benefits/costs of
your solution?

Competing solutions?

Expertise

Possible objections?

ADVISOR/CLIENT



@ Develop Your Niche Marketing Plan

Marketing Objectives

« Budget

Engine,
310000115 howrz 3 week

Core Marketing Systems

Adtogate to sach re botoi, |
s
&
s
# o
Activity Timing & &
Bezt clientz ol por quarter x
Calls Al ather clients call por year =
o Lizt wuch menth = =
onthly Toucher Tamo x x x
[ ioati peciol Decazion & Thank gounotes ekl 5 B B
oy Daadlimes Poctcard Alartr x x x
hird Thar oy Lunches e x x x
Faoni tirament b Birthday Lunchar n accazion x X %
ryear X
COl Luncher g x
Feoforral langiage on ll markating materiiz Dngoing z =
Referral Information interiisws tatmanth 2 F F
Wabzits angaig x x g
Online Linkedin monthly updates trimo = z -
Campaign Calendar Daily Game Plan
Fehedule Prospacth n Gulve 2ol Wokfy uties otz
Jan February March ok Bicot licat colls
2015 Key Data ok Hok Lisk call
Portfalio rasiews
Spacial Occasion noter
[ May June Veekdy
TGI0 pary GOl R dtatle
Client Raprints
Online updates
Monthl P
duly August Y | A e
4th of July BED) Rl Workshop Information Intervien
2okl cvent
. 1y [E0llnches:
October N, b 8] b
Lact Chancs Chachlict Holiday Part 13 Procpacting Campaign
Yearly |M2001 Canpsigns
Portfolio reviews
Monthly Marketing Metrics |
Choves et tomonitor ” L @ S g S SR S S S G
Tew People Met, B | 1 [ 5
Prospect meetings 3| 8| ) 5 7
\website hits 12 28 #3 115 132
Peterals ieceived 2) 3 5
Revenues for month | esooa|_ero00|_rzooe|_tisooa] t6z000]
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To get in front of at least 3
qualified prospects weekly;

least 4 niche clients within

Set Sales & Marketing Goals

Sales Goal

open new accounts for at

the next six months.

Marketing Goal

To generate at least 10
qualified referrals over the
next six months from COls;

to develop a reputation as a
niche expert; to prospect via
one or more niche social
networks.
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Identify Your Ideal Niche Client

Demographics

Net Worth &

Assets

Needs &
Challenges

Values &
Motivations

Emotional
Connection

Social Connections
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@ Create a Niche Positioning Statement

"We provide tailored solutions to one of the most
vexing problems a small business owner faces: How to
find the right buyer for his business, dictate the terms,

keep control, keep the business in the family, pay no tax,
and create lifetime income.”

ADVISOR/CLIENT



@ Brand Your Niche With a Tagline

“Merging Finances, Blending Dreams”

“The Physician's Specialist!”

“Smart Decisions for North Shore Family Wealth”
“Personal Financial Coach”

“We get your kids through college.”

“Your Financial Engineer”

Busi me

your slogan here
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Choose Your Marketing Metrics

New COls Assn Private Weekly
People Met Meetings Events Growth of Referrals
Met Weekly Attended Held Prospecting Received
Weekly List
Week 1 1 0 1 0 10 0
Week 2 3 1 2 0 12 1
Week 3 2 2 1 1 9 2
Week 4 5 1 1 0 15 0
Week 5 4 3 2 0 6 3
Week 6 7 1 1 1 14 2
Week 7 6 2 1 2 12 4
Somemoen) ADVISOR/CLIENT



Build a 3-List Prospecting System

Contact list

Prospect list

Super
Prospect
List
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Compile a Niche Media List

A | B ] D E F G
1 [Media Contact List Example
2
3 |Media [Address Address 2 Contact Phone Email Notes
4 |ap 154 High Strest Boston, WA 02110-3001  |Mike Bezdek 517-357-3100
5 |ap 154 High Strest Boston, MA_02110-3001 _|Carolyn Thompson (rd517-357-8100
& _[Arington Advocate 3 Meriam Strest Lexington, MA 02420 Ms. Les Masterson
T _|Bangor Daly News Bangor, ME [Camoll Astbury [207-262-4230 casiburyibangordallynews.net
& _|Bangor Daly News Eefly Turcofie biurcotie @hangordalynews. net
9 |Sanker & Tradesman AQiala PIEOUNMis ! Qo SO
10 [Sanker & Tradesman 250 Summer Street  |Boston, MA 02210 Temancs Egan 517-428-5100 dioraiEihawaTangroup. com
11 |Sedfora Buletin 354 Roule 101 West | Begiond, NH 03110 6033140447 SUsaN Clan DmcmanonayoumeighboMooBNEwS.C
12 |Sedfora Joumnal PO Bax 1680 Milford, NH_ 03055 Wichasl Cievelarnd_ |sla57aa7a-3100 Thursday
13 [Seimont Citizen Joumal 3 North Merlam Streef |Lexington, MA 02173-5312 7E1-E74-7723
14 [Silenica Minuteman blliericafbenc.com
15 [Slacksione Valkey Trbune 5052345656
1 |Sosion Bushess Jouna 200 High Steet Boston, WA 02110 [Sean MeFadoen (ann|517-230-1000 gionnely EbEoumak.com | doel cal on ursdays
17 |Boston Globe North Weekly O Corporate Place  |Danvers, MA 01323 Jennifer Peter ; I
18 [Siobe Norh West Lexington. WA 02420 Dean Inowye 751-560-5502 Znguveaoigbea com M gots com
19 |Soston Globe Jim McCabs m:anlemote.mm
20 |Sesion Globe Carol E2agy 575251576 CO200y FQIODe cOM
21 |Boston Globe South Kim Tan FE1E26-1071 tEn@iche com Wark Fothier
22 |Soston Globe Chris Reldy 577-025-3078 crlsvibgobs com
23 [Soston Globe West Adam Sel asalifigiobe.com
24 |Soson Glbe 135 Momesay BIvd.___|Boston, WA 02125-3310__ [Wai Camall B
2% |Soson Glbe 155 Momesay BIvd___|Boston, WA 02125-3310__ [Faren Guman B
26 |Boston Globe 135 Momssay Blvd._|Boston, kA 02135-3310 |Tina Cassigy 517-525-2913 casshlyifgiobe.com
27 |Boston Heraid 1 Hersid Square Boston, WA 02118 Jerry Kronenoerg  [517-426-3000 617-613-6675
25 [Boston Homes 254 Second Avenue  |Nesdnam, MA 02294 Marilyn Jackson 617-262-0444
29 |Sesion Magazineg 300 Mazs. Ave. Boston, A 02115 [Craig Unger 617-262-3700 or 275-2000
30 |Soston Sunday Glode City Weekly P.C. BOX 2376 Boston, WA 02107-2379__[Wendy Fox
31 |Soston Sunday Glode MorhWest Week|442 Mamet Road Lexington, MA 02173-E312|Christopher Brooks |781-550-5500
32 |Soston Sunday Glode South Weekly  |1165 Washinglon Streef{Hanover, MA 02333 Michael Naugnion _ [7E1-226-1000
32 |Sosion Sunday Globe Soulh Vieekly 1165 Washingion Sreal| Hanover, WA 02333 Iren= Ciscal FE1E2E-1000
31 [Sosion Sunday Glooe Wesl Weekly |20 Sgeen Sireat Framingham, MA _D1701__[Elen Ciegg SOEE20-2200
35 50 Deoot Avenue Faimouth, WA [2540 300-286-7744
3% PO Bax 1450 Brockton, MA 02303 Mariyn Hancock 300-452-5552 MiNaneockd eteprsanews. com
37 |Buillgers Associabion of Greater Bogton |700 CONgress St Quincy. MA 02158 John BuckiEy ET7-T72-1300
E
25
40
H

Information provided here is for display purposes only and may not be accurate.
I I I
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Create a Niche COI List

Helps you break into your niche
Raises your visibility

Introduces you to niche members
Gives you the inside scoop

Refers new business to you
Becomes a marketing partner

J N
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@ Develop a Niche Referral Guide

e Positioning statement

e Narrative explanation of services
e Bullet-point list of services e /

e Graphic overview/illustration of process

e Brief bio of you and your team
e Articles/announcements/ releases
e Conversation openers

ADVISOR/CLIENT
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Choose a Marketing Deliverable

Educational workshops
Resource directories
White papers, e-books
Media interviews
Public speaking
Teaching classes
Writing blogs

Tweets, Pins & Updates

‘MM

L.

-

l
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Segment COls

Tier 1 COls

CPAs

Attorneys
Business brokers
Local bankers
Insurance agents
HR directors
Industry salesmen
Vendors

Tier 2 COls

Realtors

Executive recruiters
Association directors
Restaurateurs

Local journalists
Funeral directors
Wedding planners
Personal trainers

ADVISOR/CLIENT



@ Build a COl Communication Schedule

CPA & Attorneys Communication Schedule

Month

Jan

Feb

Apr
May

Jun

Jul
Aug
Sep
Oct

Nov

Communications

Investment Committee Meeting

Email article with note

Contact CPA for tax needs

CPA lunch/gift basket
"Thank God It's Over" open house
COI Roundtable

Portfolio review meeting

Email article with note
Invite to social event/lunch
Email article with note
Phone call/visit

Invite to educational workshop

Email article with note
COIl/Client Year End Meeting

Holiday Open House

Reports

4Q & Year End
Review

Send client's
financial summary

1Q Review

2Q Review

3Q Review

Tier
Tier 1 CPAs & Attnys
Tier 1 & 2 All

Tier 1 CPAs & Attnys

Tier 1 CPAs
Tier 1 & 2 CPAs
Tier1 & 2 All

Tier 1 & 2 CPAs
Tier 1 & 2 All

Tier 1 & 2 All
Tier 1 & 2 All
Tier 1 CPAs & Attnys
Tier 1 & 2 All

Tier 1 CPAs & Attnys
Tier 1 & 2 All
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Develop a COIl Niche Network

Realtor
/

ADVISOR/CLIENT



@ Develop Formal Social Networks

Pick 4 associations
Yo

+ Meet 6 people at each event ?

+ Dedicate 1 evening/mo to each

51 L) f
+ Actively communicate ‘t g ’t
L) f L)

= 144 prospects in 6 months
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Develop Informal Social Networks

Patronize local providers

Support high school sports i R
Join local golf club -- :
Go to area barber 3 “ G
Find company watering holes ¢ .;S:" 2t @
Lunch at local diner 't VB
Attend local charity events L. A1 o

Host social events
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@ Create Your First Marketing Campaign

 List of 50 niche prospects

 |solate a pain point and solution

« Choose a marketing deliverable

« Develop marketing message & materials
* Create campaign schedule

 Involve 1-3 niche champions/COls

* Follow up by phone & emails

o~
”‘f

L

~a
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The Niche Master
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3-Week Niche Jumpstart Program

May 28: Zero In On the
Perfect Niche

June 4: Develop Your
Niche Expertise
& Marketing Plan

June 11: Launch a Niche Resource Directory &
Market It on LinkedIn
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Rich Niche Prospecting Jumpstart

Program

3 live webinars
One-on-one coaching call
271-page Rich Niche Strategy Guide

Rich Niche Prospecting Toolkit with 25+
worksheets & checklists

The Niche Master Interviews
Personalized feedback & coaching
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50 Days

toLaunch
Your New
Target Market
Strateqy

Join Us!

1-Year Membership: $597

Your Price: $497

(Must enroll by May 25t)

First Webinar: May 28th
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Rich Niche

it Jumpstart Program

Your New
Target Market
Strategy

30 Days |

To learn more, visit:
www.horsesmouth.com/richniche
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