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It’s a (R)Evolution: 

The Modern Investor, Value, Growth
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WHY HOWWHATWHO
• People, relationships, trust 

• Expertise

• Time/Knowledge/Desire

• Obstacles, opportunities

• Events

• Ideal Client

• Discovery, personalization

• Goals and Values-based Planning

• Client experience, communication

• Resources, education, coaching

• In-person + virtual

• Alternatives, technology, tax
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Content

Channels

Consistency

Curate

Hook
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1:1 1:Some 1:Many
- Select clients, prospects, COIs 

(and their networks)

- Highly customized, personalized

- Intentional, proactive

- People & relationships

- Audience who has 

“something” in common 

(niche/communities)

- Education & Experiences

- Attract and repel 

- Broad visibility

- Scalable, 

automated

- About you, team

- Virtual, digital
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“60% of gen YZ investors feel more 
of a need for a financial advisor [due 
to the] market going down, inflation, 
and unstable global environment.”**

“…affluent female financial decision makers are 
likelier to have an adviser [and] are also more willing 
to pay a premium for in-person financial advice.

“…households in which the next 
generation is engaged generate 160% 
of the revenues and 270% of the 
profits of households without family 
engagement.”**

*McKinsey & Company
**Fidelity Investments 2022 Investor Insights Study

Families
Next 
Gen

Women

20%
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▪ Children
▪ Siblings
▪ Parents
▪ Charities,

philanthropies, causes
▪ Religious organizations
▪ Pets 

The Family Phone Call
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Defining W.E.A.L.T.H.

(W)ISDOM: (values, habits, practices)

(E)XCHANGES: (social, family, business, spiritual)

(A)FFLUENCE: (lifestyle, dollar amount, charitable contributions, security)

(L)EGACY: (foundations, businesses, values, traditions, memories, 

professional, personal, family)

(T)IME: (priorities, balance, obligations, passions, personal development) 

(H)EALTH: (physical, mental, emotional, spiritual)
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Client Personal Profile
• Loved Ones

• Pet’s Names & Types

• Coffee Order

• Charities, Philanthropies

• Hobbies, Interests

• Preferred Method of Communication
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Timeless vs. Timely

Channel

Highly relevant for your “some”

Establishes credibility, authority

Give, not an Ask

Education:
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WHY
WHO

HOW
WHAT

Over 70

Under 70

Niche 1

Niche 2

Advocates

Niche 3
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Insights & Innovations Blog
Sample Content Calendar
Seminar & Event Survey

Client Engagement
Videos

Event Ideas
Education Titles

Coaching/Consulting
More
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