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Accenture, 41
ACORN, 27-28
ad agency
role of, 63—65
selecting, 65
added-value differentiator, 34
advertising, 92
institutional, 66
marketing versus, 3
in practice, 175-176
advertising effectiveness, measuring,
71-73
advertising media, online
response and, 62
advice column, 179
advisers, noncommissioned, 8
age-based segmentation, 24
Allstate, 88
American Express, 37
articles, creating, 178179
at-risk clients, 150
awareness, building, 94

bad press, handling, 84
Bank of America, 39

local causes and, 91
behavioral economics, 7
blimp, value of, 89
blogging, 113-114

bad, 114

success tips, 113
Bogle, John, 9-10
book, using, 14-15
Booz & Company, 12, 56-57
bottom-up marketing, 126-130
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branch marketing, 125
brand building, 61
brand identity, creating, 37-44
brand image

borrowing, 4041

creating, 40

supporting, 4242
brand value, building, 94
brand, deferiding, 4344
branding, 153
breadcast, small print and, 14
budgct, public relations and, 82-84

Capital One, market segments and, 22
cause marketing, 89-91
cause sponsorship, 53
cause

choosing, 90-91

letting clients choose, 90
Charles Schwab & Co., 41
Claritas, Nielsen, 27-28
click-through, 101
client communication, 92
client publications, 151-152
cluster analysis, applying, 27
co-op programs, 72
commissioned sales, 8
communications, during a merger, 149
competitive analysis, 50
complimentary, 141
consumer tactics, institutional sales, 130
contact, maintaining, 150-152
contests, 92
control, loss of, 108
corporate entertainment, 92



Index

193

cosponsor, choosing, 141
cost of entry, 5
cost per qualified lead, 143—144
cost
financial services and, 9—10
revenue versus, 108—110
creative brief, 71
creative
creating effective, 65-71
what is good, 68, 70
creativity that sells, 69
CRM. See customer relationship
management
customer loyalty, 11
defined, 145
customer relationship management,
26, 155, 158
customer retention, 61, 146-147
customer-value segmentation,
28-29

customers, using to find more, 31

demographic segmentation, 23-24
differentiation, 33-36

direct marketing, techniques, 97-93
display advertising, 55

Drucker, Peter, 54

e-mail marketing, 98-100

goals of, 99-100

social media premium for, 103
e-mail newsletters, 112
E*TRADE, 21
employee morale, improving, 61
end action, 101
end user, direct to, 8
Esurance, 88
event sponsorship, 53
examples, market plans, 165-191
exclusivity, lack of, 5
expert, online positioning as, 83

familiarity, 61

Farmers Insurance, 88

field advertising, 72
financial marketing, successful, 13
financial services provider, selecting,
8-13
financial services
cost and, 9—10
image of, 77
first job, 26
flood insurance, 25
following up
seminars, 143

trade shows, 137—-139

General Motors, 26

geographic segmentaiion, 24-25
glant vampire squic; 58
giveaways, 92

goals, setting, 164

Goldmaz Sachs, 38

head'ine, making the most of, 67
nedge fund, starting, 5
high-net-worth sales, 128

implementation tactics, 51-54
inertia, 11
insider access, sponsorships
and, 92
institutional advertising, 66
institutional sales, 128—130
consumer tactics for, 130
interactive marketing, 53, 55
in practice, 181-184
intervention, pre-emptive,
149-150
investor psychology, 6-7

job, first, 26

legal considerations, 72

legal constraints, 13-15
life-cycle segmentation, 25-26
lifestyle segmentation, 27-28
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low-cost provider, advantages of
being, 9-10
loyalty program, 152-156

market plan checklist, 58
market plan
elements of, 48—58
examples, 165-191
in practice, 171-174
researching, 46-48
market research, 46-48
market segmentation, methods of,
23-29
market segments, identifying, 31-32
market share, maintaining, 61
market, segmenting, 164
marketing channels, social networks as,
119-121
marketing continuum, 158
marketing objectives, 50-51
marketing strategy, 19-20
marketing support throughout sales
cycle, 132-134
marketing tactics
choosing, 54
implementing, 51-54
marketing
advertising versus, 3
bottom-up, 126-130
relationship with saiss, 124-125
Schwab, 11
working with sales, 127, 132-134
markets, undifferentiated, 20-22
mass market, 20
mass production, 4
measurement of public relations,
84-86
measurement
limits of, 57
what, 58
measuring results
seminars, 143—144
trade shows, 139
media advertising, 53

media campaigns, planning, 79-82
media interviews, successful, 81-82
media relations, 79
media selection, 62—63
media, dealing with, 80, 82
membership package, 153
merger communications, 149
merger, selecting name, 39
Merrill Lynch, 39, 133
MetLife, 89
metrics, for success, 54—58
micro-blogging, 115-116
microsites, 114—115
mobile marketing, 104-105
money decisions, stickiness of, 10-13
money

psychology cf, &~7

saving, 165
MOSAIC, 27-28

name. selecting upon merger, 39

a¢gative comments, handling,
116-119

new business, 144

new customers, additional
assistance, 148

newcomers, onboarding, 147-148

newsletters, 152

noncommissioned advisers, 8

online communities, 116-119
online response, driving, 62
open rate, 101

opt-in rates, improving, 99

P$YCLE, 27-28
perishability, lack of, 4
personal selling, 53, 55
in practice, 185-187
personalization, 98
plan, building, 163-165
planning, seminars, 140
point of sale, 104
POS. See point of sale
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positioning statement, developing, 36
positioning strategy, 33—36
determining, 35-36
positioning, in practice, 168—171
presentation, seminars, 142143
print advertising, 63
PRIZM, 27-28
product segmentation, 26
product, sales force refuses to sell, 128
products
financial services as, 4
services versus, 2—6
profit, using research to drive, 47
profitability, increasing, 163
prospects, 20
psychographic clusters, segmentation
by, 26-29
psychology of money, 6-7
public relations, 53, 55, 92
budget and, 82-84
measurement of, 84—86
in practice, 176-179
tools of, 7778
publications, for clients, 151-152

QR. See quick response codes

qualitative market research, 47-48

quantitative market resedrch, 4647

quick response codes. 104--105
leveraging, 105

quotes, source of, 178

radio, 64

referral rewards, 153

referrals
asking for, 154-155
targeting for, 21

regulatory considerations, 72, 108

regulatory constraints, 13—15

relationship building, 95
methods, 147-152

relationship marketing, 53, 55
in practice, 189-191

relationships

building better, 163

third-party, 7-8
research, using to drive additional

profit, 47

response rates, improving, 100—103
response

defining, 101

factors affecting, 102-103
results, measuring, 139, 143-144, 165
retail, 8
return on investment, 12, 54, 101, 144
return on marketing investment, 56-57
return on objective, 95
return on sponsorship, 94
revenue, cost versus, 108—110
ROI. See return o investment
ROMILI. See revurn on marketing

investment

ROOQO. 3¢ return on objective
RQOS! See return on sponsorship

sales agents, commissioned, 8
sales avenues, 7—8
sales channels, 7-8, 123-124
sales cycle, marketing support, 132—134
sales distribution model, changes in,
130-131
sales force, refusal to sell product, 128
sales
high net worth, 128
institutional, 128—130
new, 95
relationship with marketing, 124-125
regulatory restrictions leading to, 120
third-party, 126-127
working with marketing, 127, 132-134
salespeople, commissioned, 8
Schwab, marketing, 11
search engine marketing, 107
search engine optimization, 78
press release, 78
SEC. See Securities and Exchange

Commission



196

Index

Securities and Exchange Commission, 38

segmentation, 19-20
segmentation checklist, 30
age-based, 24
customer-value, 28-29
demographic, 23-24
geographic, 24-25
life-cycle, 25-26
lifestyle, 27-28
in practice, 166-168
product, 26
psychographic, 26-29
selling, with creativity, 69
SEM. See search engine marketing
seminars, 55, 139—144
marketing, 141-142
in practice, 187-189
staffing, 142
SEO. See search engine optimization
separability, 4
separately managed accounts, 129
service, 6
service issues, profiting from, 150
services
financial services as, 4—6
products versus, 2—6
share buttons, 112
Sloan, Alfred, 26
small print, broadcast and. 14
Smartypig, 43—44

SMAEs. See separately managed accounts

SMO. See social media optimization
social media, 55, 108-110
e-mail marketing and, 103
effective engagement, 110-119
in practice, 184185
sharing knowledge across, 111
wirehouses and, 109
social media optimization, 78
social networking presence, building,
116-117
social networks
customer service and, 118
as marketing channels, 119-121
use by advisors, 117

South Trust Bank, 26

special events, 155

speed to market, 5

sponsorship program, activating,

91-94

sponsorships, 55
insider access and, 92
maximizing, 92-94
measuring effectiveness of, 94-95
in practice, 179-181
value of, 87-89

strategy, positioning, 33—36

success metrics, 54—58

SWOT analysis, 14, 48-50

tactics, prioritizing: 164-165
target segments
choosing, 21--22
finding, 29-32
tax seasc:, targeting for, 98
tearm, working as, 163
“eizvision, 82
rhird-party endorsement, 76
third-party influencers, reaching, 61
third-party relationships, 7-8
third-party sales, 126-127
Tiger Woods, 41
time, saving, 163
trade show clutter, breaking
through, 137
trade shows, 55, 135139
errors, 138
in practice, 187-189
Trustypig, 43—44
tweeting, 115-116

ultra wealthy, subsegmenting, 29

undifferentiated markets, end of, 20-22

Vanguard Funds, 9-10
visual, making the most of, 67

Wanamaker, John, 157
wealth evolution, stages of, 29
wealthy, subsegmenting, 29



