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Asset management companies have a powerful opportunity to harness the true power 
of modern digital marketing to create more personalized engagements with financial 
advisors. By capitalizing on critical marketing moments, they can build dynamic 
campaigns that deliver the right messages at the right place and time. Unfortunately, most 
marketing organizations in this space have yet to catch up to the industries in which such 
people-based approaches have gained traction. Despite facing significant challenges, 
asset management marketers must move forward with these modern marketing 
strategies. Financial advisors, who still represent the primary sales channel for most 
asset management companies, are immersed in digital media throughout every other 
aspect of their lives. So it stands to reason that early movers who seize this opportunity 
will use these highly traveled digital pathways to create personalized experiences—and in 
doing so, build their own competitive advantage.

Essential to this opportunity is data and the ability to leverage the data you have in new 
ways, while filling the gaps as needed. The mastery of data becomes the mastery of the 
experience.

Introduction

The imperative for dynamic, connected marketing
The past decade has introduced more change in the marketing and communications space than we’ve seen since the rise 
of the Internet itself. Now mature and ubiquitously adopted, social and mobile are the prevailing platforms for modern 
interaction. These digital experiences surround us, and advisors are impacted as much as anybody. The traditional 
campaign model of prefabricated messages fired on a predetermined schedule is inadequate. Asset management 
companies must provide exceptional, dynamic, personalized digital experiences in order to build sales, maintain profits, 
and meet the expectations of today’s digitally-empowered advisors.

For example, what happens when the advisor does something outside of the campaign calendar, such as call the 
wholesaler directly? Does the campaign now change or does it blindly continue on its pre-planned path? In today’s 
environment, the messaging must conform to a changing reality, not the other way around.
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These objectives should not seem fanciful or abstract, but instead, truly achievable and measurable. They don’t just form 
a vision, but an actionable path forward.

Are we falling behind?
Because asset management companies are historically product and sales driven, excuses abound as to why people-
based marketing cannot be achieved. Some may insist that the advisors/agents are set in their ways. Others may point 
to the generally risk-sensitive nature of the industry. Still others may blame compliance issues. Some of the common 
shortcomings and gaps within asset management marketing include:

• Struggling to create efficacy of advisor and end-customer interactions
• Using marketing as a substitute for interactions with the financial advisor
• Inadequate use of customer and advisor data
• Difficulty creating one voice for marketing and sales
• Trouble creating advisor-centric communications
• Not understanding the needs of the advisor intimately and demonstrating it
• Failure to use the channel and communication preferences of individual advisors (e.g., email, visit, phone call, 

search, etc.)

Merkle recently conducted an informal poll1 of asset management marketers to learn their perspectives on making 
meaningful changes to their marketing activities. Respondents were asked, “To what extent is your organization creating 
a holistic advisor experience?” As Figure 1 illustrates, not even one respondent claimed to be “excellent,” and only a 
quarter said “fairly well.” Three quarters claimed that their experiences were not dynamic, meaning that campaigns never 
responded to changes in advisors’ or customers’ behavior.

When asked, “How well does your organization understand and respond to advisor preferences?” nobody claimed to 
do it very well, and only 15 percent claimed to have “personalized” communications (Figure 2). One in four didn’t use 
advisor preferences at all. Surely we can do better.

• Make advisors feel that the asset management company really knows them
• Ensure a well-connected strategy across both sales and marketing
• Move marketing beyond campaigns, connecting content and context to provide powerful interactions that 

respond to real-world changes
• Enhance the entire sales funnel, from building awareness to building loyalty
• Use data to drive the advisor experience, dependent on interactions with both sales and marketing
• Create exceptional marketing experiences, enabled by data, analytics, technology, creative,  

and organizational support

Modern asset management marketing should aspire to:

http://merkleinc.com/
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  1 Poll conducted during an interactive webinar in February 2016 of 14 Asset Management marketing executives. Findings are anecdotal, not statistical.

Figure 1: To what extent is your organization creating a holistic advisor experience?

Excellent
Data drives the advisor experience, dependent 

on interactions with both sales and marketing

Fairly well
Dynamic experience across marketing channels, but 

the sales team is frequently ‘doing their own thing’

Coordinated, but not dynamic
Campaigns and products are coordinated, but 

the experience is mostly linear

Campaign oriented
Campaign has a coordinated look and feel

Not at all
Content is mostly disconnected

25%

44%

19%

13%

0%Figure 1: To what 
extent is your 
organization creating 
a holistic advisor 
experience?

Figure 2: How well does your organization understand and respond to advisor preferences?

Very well
The advisors we service feel that we really know them and 

we are well connected across both sales and marketing

Personalized
We understand the advisor and their preferences 

and we have some personalization

Somewhat
We collect some data and have a partial view through 

analytics, but it does not drive experience

Not at all
We use whatever means to deliver a message

15%

60%

25%

0%
Figure 2: How 
well does your 
organization 
understand and 
respond to advisor 
preferences?

While these findings are largely anecdotal, they do paint a worrisome picture of the current state of asset management 
marketing. Regardless of the historic reasons or the obstacles seen ahead, asset management marketers should treat these 
as mitigable and actionable. The first step in overcoming the roadblocks of change is to identify what they are. And, 
fortunately, there is a way forward to close these shortcomings.

A new approach: The dynamic, coordinated  

omni-channel experience
As stated earlier, the new environment is a dynamic, coordinated omni-channel experience, meaning that the right 
content is delivered in the right context, at the right time, and in the right place (or channel e.g., web, phone, app, social 
platform, email, etc.). One way to think about this is via the traditional sales funnel, where we envision the top of the 
funnel addressing many people generally, and as we move down the funnel, we speak more specifically to a smaller 
group of qualified prospects until they are so engaged that they convert into quantifiable sales.

The traditional asset management marketer has typically concentrated on the top of the funnel, providing one-size-fits-all 
marketing communications to a broad audience. In today’s environment, competitive advantage can be found by moving 
into the middle of the funnel, thereby helping advisors further engage with their clients in new ways. Moving into the 
mid-funnel, though, requires much more custom intelligence to inform what messages are matched to which clients and 
on which channel they are delivered. As illustrated in Figure 3, an advisor may interact with various channels as they 
become more engaged; for example, starting with a phone call, then receiving physical mail, then seeing a message on 
television, and so forth.
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Another view to consider is the three Cs of the addressable customer experience (see Figure 4): content, context, and 
connectivity. Examine the relationship between content (or messaging or information) and context (i.e., the situation, 
time, behavior, place, current needs, etc., of the specific interaction). Most asset management marketers have good 
stores of content, but typically it is either offered passively to advisors (perhaps in the form of a collateral library) or is 
delivered on fixed campaign schedules. The new art of marketing is discovering and capitalizing on “connectivity.” This 
means we deliver content in terms of context, connecting them via media and channels.

The ability to adroitly enter this 
level of engagement requires deep 
data assets and the skills to use 
them. Most asset management 
companies are simultaneously 
drowning in and lacking important 
data. The imperative here is to 
gain the expertise and tools to 
capitalize on the data that is owned 
and be able to smartly acquire or 
procure the data that is missing.

The amount of customer 
data available in our digital 
environment can be both 
overwhelming and empowering 

at the same time. For example, in many cases we should have detailed information about an advisor’s purchase history, 
demographics, lifetime value (LTV) in financial terms, and perhaps even personal life events (e.g., birth of a child, 
moved to a new job). We can acquire channel information, such as when they visited a website we own, used a social 
network, or made a call to our service center. We can also incorporate marketing and media information such as when 
they clicked through an email we sent, searched for information, or clicked on one of our display ads. The best practice is 
to use both first-party advisor data and third-party data in an integrated CRM database.
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Figure 3: New view: Advantage in the middle of the funnel
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Figure 4: The three Cs of the addressable customer experience
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• Does your strategy reflect the dynamic, 
coordinated omni-channel experience? 

• Do you have a solid and comprehensive 
plan to execute?

Critical enablers needed for success
In order to execute in the digital marketing 
environment, new operational competencies are 
required, which enable the marketing strategy. 
These assets, tools, and skills don’t necessarily 
have to reside in house, but a working knowledge 
of what they are is essential to getting the job done.

In Merkle’s informal poll, we asked asset 
management marketers, “What is your biggest 
obstacle to creating a holistic advisor experience?” 
A whopping 74 percent found data or technology to 
be a major hindrance. As mentioned earlier, data is 
critical to these endeavors and would naturally be a 
significant roadblock. Roughly a third believed all 
aspects were challenging.

The successful marketing environment requires a plan to acquire, use, and optimize different operational aspects. To 
assess your readiness, ask yourself these questions:

$

Strategy and planning

Technology

Organization

Budget / finance

Content

Data

• Do you have the systems in place 
to deliver dynamic, omni-channel 
experiences? 

• Can you analyze and capture data  
through your technology?

• Do you have organizational consensus on 
the marketing program? 

• Do you have executive sponsorship? 

• Do you have functioning advisor 
engagement governance in place? 

• Are you organized around advisor segments 
vs. product groups? 

• Do you have the skills you need?

• Are you able to create a business case 
that shows real ROI? 

• Is your budget aligned to your objectives 
and strategy?

• Is your content complete and relevant? 

• Is it ready to be used contextually in a 
dynamic and customized fashion?

• Are you leveraging the customer 
information that you have? 

• Are you acquiring the data you still need? 

• Do you have the skills and tools to 
capitalize on your data assets?

Figure 4: What is your biggest obstacle to creating a holistic advisor experience?

Data
We have some data, but it’s not connected to 

advisor engagement

Technology
Data enables experience creation, but our current CRM 

and/or campaign management technology does not suffice

All of the Above
This is really hard!

21%

Organization
Our marketing team sometimes operates in product or 

channel silos and collaborates poorly with the sales team

Budget
We don’t have the executive sponsorship to 

make needed investments

11%

16%

32%

21%

Figure 5: What is your biggest obstacle to creating a 
holistic advisor experience?
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One extremely valuable technique (and tool) is the advisor experience blueprint. In this approach, the data and the 
advisor experience vision must be married in a document that clearly lays out the ideal journey, but also enables the 
organization to react to the different paths advisors will take. This tool allows us to imagine the contextual, dynamic 
marketing possibilities as a customer goes through the acquisition funnel and different phases of engagement. We can  
then use this blueprint to assign specific market events and content to real-world interactions.

Conclusion and next conversation
Asset management companies are still behind the curve in their pursuit of state-of-the-art digital marketing and  
dynamic advisor experiences. The good news, though, is that very few companies have fully harnessed new marketing  
and emerged vastly ahead of every other competitor. This means the opportunity is ripe. The early movers today will 
capture this powerful competitive advantage and find their advisors – as well as their revenues – ready to blossom.  
Smart asset management marketers should be eager to start a comprehensive and energetic conversation about how they 
can realize the true power of marketing. Your advisors and your sales colleagues are expecting it. Give it to them and you 
all will thrive. 

How to get started on your journey 
Getting started can be difficult, especially with so many options and moving parts. Most of the first steps are about 
acquiring and synthesizing new information and figuring out how to build both the big picture view and the tactical view. 
It can be enormously helpful to seek external help in this process from a partner who has already taken this journey  
many times.

• Educating yourself on the new ‘state of the art’ of modern digital marketing
• Benchmarking what other industries are doing and how they are finding success
• Redefining the marketing vision and objectives with an understanding of the new environment
• Inventorying your data assets and data needs/gaps
• Creating a new marketing strategy based on the dynamic, coordinated omni-channel experience
• Mapping the ideal advisor experience and using this as your blueprint to make meaningful change

Some of the key first steps in your journey should include:

http://merkleinc.com/
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