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Welcome to our guide, Marketing: A Contact 
Sport. Skylight Financial Group has always 
been committed to building long-term, trusting 
relationships, and through this guide, we will 
share our strategies, tools, and experiences to 
give you that competitive edge to create lasting 
relationships and enhance your business.  

Relationship marketing is about relating and 
engaging at a personal level. This means getting 
to know your clients in an in-depth way and letting 
them get to know you. It’s about understanding 
what’s important to your clients in terms of their 
interests, goals, and aspirations. Nurturing and 
enduring relationships takes effort by both parties 
with a strong emphasis being placed on 
reciprocity and mutual engagement. What we 
are aiming for goes beyond a business 
relationship towards a close, personal relationship, 
the kind you would have with a good friend.  

Two key take-home messages from this guide 
are to differentiate yourself and to keep in close 
contact with your clients. First, differentiating 
yourself is key. In these competitive times, having 
a good level of competency isn’t enough to 
separate you from the crowd – you need to be 
distinctive and memorable. Second, we like to 
think of marketing as a contact sport in that you 
need to stay in contact with your clients on a 
regular basis and it needs to be personal, i.e., 
face-to-face, rather than only by email.  

We hope you enjoy this guide and take away 
many valuable learnings. Relationships, as you 
know, take time and effort to develop, so we 
see this as a long-term initiative that requires 
patience and a systematic approach. If you 
put forth the effort, your financial payback 
will be much greater in the long term. 
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Welcome

“We like to think 
of marketing as a 
contact sport.”

Paul Fox
Managing Partner

Skylight Financial Group
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What’s in this guide for experienced 
financial planners?
For the experienced financial planner reading this, 
you may be thinking there’s nothing in this for me 
and I’m already doing this anyway. You are right. 
It is likely you’ve been “doing this” all along. But 
what exactly is “this”? It’s been intuitive so far, now 
let’s make it purposeful. This guide will provide a 
better understanding of not only what to do, but 
why to do it.  

Stop and think about a client with whom you 
have a good relationship. Think about how this 
relationship developed. Is it easy to explain? For 
most, it’s not. Typically, you get responses like “we 
clicked,” “I go to the same gym,” or “he likes golf 
too.” While this is essentially true, it goes deeper 
than that. The relationship took time and 

attention. Good relationships don’t happen by 
accident. 

 The challenge for you, in reading this guide and 
implementing the “5 Step Process” discussed later, 
is to take a more systematic approach to 
Relationship Marketing. Many of your clients may 
initially be quite surprised by the change but, if 
done effectively, they will like it. For many other 
financial planners, it has changed the way they 
deal with clients. Later in the guide, we will share 
the experiences of a financial planner and show 
you the business opportunities this has opened 
up. The good news is that mastering the process 
should come naturally to you, as you already 
intuitively know what the process requires.  

“While a high level of competency is always 
valued in a financial planner, the ability to 
systematically form deep and meaningful 
relationships with our clients trumps 
competency 99    % of the time.” 

Dan Brennan
Retired Chief Marketing Officer

Skylight Financial Group

44
100
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What is Relationship Marketing?
Let’s start with some basic definitions of marketing. If you conduct a search you will find hundreds 
of definitions that reflect different perspectives, different branches of marketing, and how 
marketing is continually evolving. The first two definitions below are commonly cited and provide a 
comprehensive insight into the communications, product development, pricing, and strategic aspects 
to marketing such as targeting and segmenting. While these aspects are important and can’t be 
overlooked, the second two definitions particularly resonate with us as they emphasize building a 
personal relationship to the point that customers become your friends and advocates. This is 
commonly referred to as Relationship Marketing.

Marketing is the activity, set of institutions, and processes for creating, communicating, 
delivering, and exchanging offerings that have value for customers, clients, partners, 
and society at large. 

Marketing is the science and art of exploring, creating, and delivering value to satisfy 
the needs of a target market at a profit. Marketing identifies unfulfilled needs and 
desires. It defines, measures, and quantifies the size of the identified market and the 
profit potential. It pinpoints which segments the company is capable of serving best 
and it designs and promotes the appropriate products and services.

Marketing is an ongoing communications exchange with customers in a way 
that educates, informs and builds a relationship over time. The over time part is 
important because only over time can trust be created. With trust, a community 
builds organically around products and services and those customers become as 
excited about the products as you are – they become advocates, loyal evangelists, 
repeat customers, and often, friends. 

Marketing is creating irresistible experiences that connect with people personally and 
create the desire to share with others. 

AMA, American Marketing Association

Dr. Philip Kotler

Renee Blodgett – Chief Executive Officer/Founder, Magic Sauce Media 

Saul Colt – Head of Magic, Fresh Books
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Relationship Marketing vs. 
Prospecting
Relationship Marketing is about understanding your client, seeing where you can add value, and 
nurturing the relationship over time. From our own experiences, we know that relationships don’t form 
overnight, but build in stages and are characterized by trust, commitment, reciprocity, and shared 
values.

Marketing is quite distinct from Prospecting. Key differences have been summarized in the table 
below, as a quick refresher.

As an experienced financial planner, you will be involved in both Relationship Marketing and 
Prospecting. Although this guide focuses on Relationship Marketing, Prospecting will remain a vital 
way for you to sustain business. As you know, everyone (whether individuals or business) is a prospect 
when you first meet them. You may then decide to move a prospect into Relationship Marketing, 
where a focused marketing campaign for someone you are not already doing business with, may 
typically take 12-18 months before you see results. In the meantime, Prospecting is going to be very 
important to you to secure a constant stream of business.  

RELATIONSHIP MARKETING PROSPECTING

Focus on profitable client retention 

Multiple sales 

Client-centric, personalized approach 

High contact with client  

Long-term timescales

Transactional/driven by sales results 

Single sale  

Little client focus 

Low/moderate contact with clients 

Short-term timescales, focuses on the “here and now” 
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Differentiate yourself -
being different is the difference.
A key step in Relationship Marketing is to differentiate yourself. As clients increasingly get 
bombarded with messaging, there’s an increasing need to stand out from the crowd and gain 
their attention. By differentiating yourself, you answer the question as to “why” a client should 
choose you over another financial planner.

Consider this:
If you were to hear the name Charles Lindbergh, you would recognize it. 
Why? Because he made the first solo nonstop flight across the Atlantic 
Ocean.  

Now, if you were to hear the name Clarence Chamberlin, would you 
recognize it? 

Well, Clarence Chamberlin was the second man to fly solo across the 
Atlantic. 

What about the name Amelia Earhart?

Most people think Amelia Earhart was the second person to fly solo 
across the Atlantic, which in actuality, was not the case. But why do you 
recognize the name Amelia Earhart? Because she was the first female 
pilot to fly solo across the Atlantic. 

So, think about it. 

Why was Charles Lindbergh remembered? He was FIRST. 

And why was Amelia Earhart remembered? She was DIFFERENT.
 
Why was Clarence Chamberlin forgotten? He wasn’t the first and he 
wasn’t different.  

Let’s apply this to our market. Think about how we can own it. It’s more 
difficult to be the “first,” therefore; our focus will need to be on being 
“different.” 

Charles Lindbergh

Amelia Earhart

Clarence Chamberlin
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Determining the differentiator
“I give excellent service” is not a differentiator. 

Everyone is expected to give good service. Think deeply on this. It cannot be superficial if it is to be 
meaningful. Your entire marketing plan will use this as a foundation.   

Write below what makes you different from your competition.   
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The benefits of 
Relationship Marketing
Relationships that grow stronger over time lead to increased revenue and higher profits. More 
specifically, you can expect to see:  

Relational factors
Trust   |   Reciprocity   |   Alignment & Shared Values   |   Commitment

Payoff
- Higher level of willingness on client’s part to provide confidential information to you, which leads to
- Additional opportunities for business and greater diversity of product, which leads to 
- Client retention, which leads to 
- Increased recommendations.  

Did you know?
In the US, relationship strength has the greatest impact upon an individual’s willingness to 
recommend their primary financial institution to a friend or family member? There’s a 75% 
enhancement for those with high relationship strength as compared to low relationship strength.  

“Untapped Opportunities in the Financial Services” 
Study by Carlson Marketing & Peppers Rogers Group, 2007. 



Natural recommendations are recommendations that come to you without you having to ask 
for them. This is the highest and most productive form of recommendation because it comes 
from clients who are excited not about your products/services, but you, and want to share you 
with others. To better understand this concept, consider this example: an individual may suffer 
from a chronic back problem and having tried many forms of treatment, eventually finds a 
doctor who does remarkable back manipulation. After the treatment, the individual is 
feeling much better. He/she shares the massive improvement they are feeling with their friends/
colleagues, and a friend/colleague, who also suffers from a back problem, then asks for the 
name of the doctor, where they are located, etc. It dawns on the friend/colleague that they 
could also benefit from the treatment. As you can see, this type of recommendation results 
from a 3rd party story leading people to ask for a name. In your case, you may find that when 
you are speaking to your client, they mention that they have passed on your name to a friend/
colleague who may benefit from a relationship with you. You may respond by asking for their 
name and checking if it’s appropriate to reach out. This type of recommendation evolves 
naturally, is less oppositional, and results in the best pay off. The stronger your relationship 
with your client, the greater the likelihood of securing natural recommendations.  

Increased recommendations are the 
ultimate payoff 
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Planners dedicated to Relationship Marketing methods, as you will later see from the case study, 
will tell you that the most significant difference that they identify is an increase in the number and 
quality of recommendations. So, what is it about Relationship Marketing that results in this increase? 
To understand this, you need to appreciate that there are two types of recommendations: unnatural 
and natural.  

Unnatural recommendations are recommendations you ask for. This is the traditional way 
planners have been taught to ask a series of questions in the hope that the client will pass on 
some names. Typically, planners experience a certain degree of uneasiness with this approach 
as they feel they are putting the client on the spot. However, planners are taught to be 
persistent and if they are really skilled, the client will come up with some names. Often the 
reality is that clients do feel put on the spot and give typical responses like “I can’t think of 
anyone” or “nobody comes to mind.” Asking for recommendations can be an uphill struggle and 
while you may have some success, it is clear that the client/planner are not on the same page.  

Unnatural Recommendations

Natural Recommendations



The Relationship 
Spectrum



The Relationship Spectrum
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As previously discussed, relationships don’t form overnight, but take sustained effort and 
commitment. We like to think about relationship building as a journey made up of four defining 
stages, represented below in the relationship spectrum. The journey begins with awareness, moves 
to friendly, then to friends, culminating in being part of the story. It’s only a very select number 
of relationships that make it to the end of this journey.  

Awareness

Consider this:
Think about a relationship you have formed. Think about the journey this relationship has taken and 
try and relate it to these stages.  

Friendly

Friends

Part of the story



The Relationship Spectrum
A helpful way to think about relationship building is to use the analogy of courtship. The relationship 
may have typically progressed something like this: 

Awareness

Friendly

Friends

Part of the story
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Initially you just saw your partner at the café/bar/gym, and you know a bit about them 
from other people. You hadn’t had a conversation with them but had an awareness about 
who they were and what they did. There was something about them, which drew them to 
you, and you were interested in getting to know them.  

You were introduced and started to get to know each other better. 
You got along well but tended to spend time together as part of a 
group rather than on your own. You had a lot in common and clicked. 
You started to be seen as an “assumed couple” although not yet a 
“defined couple.” 

You started going out together more as a couple 
and less as part of a group. You got to know each 
other better at a deeper level. Your commitment 
and intimacy deepened, and you began to share 
your hopes, desires, fears, and aspirations.  

You now have reached the deepest 
level in a relationship and want to 
share your life together and make 
a commitment to each other.  



The Relationship Spectrum
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There are two key points to bear in mind to avoid breakdown of the relationship. 

First, imagine this. You meet a person who interests you romantically at a social event on a 
Thursday and decide you want to get to know them better. You chat a bit and then part ways after 
exchanging phone numbers. You receive a phone call on Sunday from this person. They tell you that 
they haven’t eaten, haven’t slept, and haven’t stopped thinking about you since the moment you met. 
You are obviously creeped out and think the person is crazy. But think about it: hasn’t everybody 
been taught to do this after a networking event? Three days after meeting, asking for an 
appointment?

Second, imagine if the person wasn’t crazy, took the right steps to building a relationship, and then 
all of a sudden went radio silent. How do you think you would receive that?

Both parties must move at an appropriate speed and have consistent communication to build a 
strong relationship.

Consider this:
Think about the relationships you already have and where they sit on the spectrum. You may find a 
high number of relationships in the beginning stages, but as you go through the spectrum, see that 
number dwindle.

The “part of the story” stage should be reserved for your strongest relationships, and you may only 
have 1-3 that fit. 

The same will be true in your business life. 



Key takeaways
Below you will find a summary of key takeaways thus far.
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1. Adopting a systematic approach to building deep, meaningful, and personal relationships will help
   you capture more value from your clients.

2. Differentiating yourself from the competition is key. 

3. Your clients will find the Relationship Marketing approach refreshing and it will set you apart.

4. Reciprocity and mutual engagement are the basis of a strong relationship.

5. Relationship building is like a journey which progresses through 4 key stages: awareness, friendly,
    friends, and part of the story. 

6. Relationships are unlikely to progress unless you stay in regular contact.



The Process



Introduction to the process
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In theory, Relationship Marketing may seem quite 
simple but it’s really important to go beyond the 
rhetoric so that relationship building becomes part 
of your mindset. Just about every organization 
claims to put relationships center stage. The truth 
is that getting it right isn’t easy and there’s no 
quick win. Experience tells you that it takes effort, 
commitment, and vision over a sustained period 
and that there’s a real art to getting it right.  
 
We can all agree that it’s most likely that you are 
already intuitively forming relationships. Through 
the “5 Step Process,” we are going to move you 
from what you are doing intuitively to adopt a 
systematic and conscious approach to building 
relationships. However, before we delve into this 
process, we need to consider where Relationship 
Marketing fits in and where we need to 
concentrate our efforts. Clearly, not every customer 
warrants the considerable time and energy 
required to form a lasting relationship. In fact, 
you wouldn’t have enough time in the day, so you 
need to be very focused and decide where best to 
channel your efforts. Prioritizing who your focused 
Relationship Marketing activity will be directed 
towards will be based on factors such as how well 
you get along with a client, their sphere of 
influence, and their business potential. Some 
clients may move quickly to a focused marketing 
campaign where you can identify a real 
opportunity for building a relationship and 
securing additional business and recommendations. 
The diagrams in the following pages will explain 
the thought process you will go through to decide 
when a focused Relationship Marketing campaign 
is fitting.  

MINDSET

THOUGHTS

ACTIONS

BELIEFS

RESULTS



Definitions
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Before we delve into the diagrams, take a moment to understand the definitions of some key terms 
that will be used:

Market Focus Group
A group composed of existing clients only 

*You will dedicate most of your time and energy to enhancing relationships with these clients and will 
focus on having a high level of engagement. The goal is to build a group of 30-40 clients that fit this 
definition. You are likely to start with less, but the goal over time is to build to this manageable number.

Market Development Group
A group composed of existing clients only who are in the earlier stages of the relationship spectrum who 
did not meet the criteria to become part of the market focus group (criteria to be discussed later)

*You will dedicate time and energy to building a relationship with this group, however, the level of 
engagement and your efforts to make them feel special will be less than those in the Market Focus 
Group 

Customer/Preferred Prospect Development Group 
A group composed of customers (different than clients) or your best prospects in which you can see 
potential to move into the Market Development Group  

*This is often based on instinct, as you begin to view them as more than just prospects and feel it makes 
sense to move them along. Your level of engagement and the degree of personalization with customers 
or prospects in this group is more limited than those identified as active marketing relationships but are 
seen as having strong potential. 

Prospect Group
A group composed of people who own a product that you provide, with whom you have no 
relationship or may have inherited from someone no longer in the business, and have no reason to 
believe that investing time, energy, and treasure will cause them to become clients in the future

Prospect
A person who has not purchased anything from you, and who you know very little about, but has the 
potential to become a client

Customer
A person who has purchased a product but with whom you have not developed a personal relationship

Client
A person who has purchased a product and with whom you either have or are developing a strong 
personal relationship
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Scenario 1:
Appointment secured & sale made

Following the initial contact, the prospect agrees to an appointment. 
The appointment takes place and leads to a sale. 
You will then determine if they are designated as a customer or a client.*  

- The customer will become part of the Customer/Preferred Prospect Development Group.
- The client will either move into the Market Development Group or Market Focus Group.

*The 5 Step Process, discussed later, will provide guidance on the criteria to help you make this decision.

Prospect

1.
2.
3.

Initial contact

Secured appointment

Sale

Customer Client

Customer/Preferred 
Prospect Development 

Group

Market 
Development Group Market Focus Group



Customer/Preferred 
Prospect Development 

Group

Scenario 2:
Appointment secured but no sale
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The prospect agrees to an appointment but no sale is made. 
You decide whether they should go into the Prospect Group or the Customer/Preferred Prospect 
Development Group.*

*The 5 Step Process, discussed later, will provide guidance on the criteria to help you make this decision.  

1.
2.

Prospect

Initial contact

Secured appointment

No sale

Prospect Group

Market 
Development Group
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Scenario 3:
No appointment secured

The prospect does not agree to an appointment. 
You decide whether they should go into the Prospect Group or the Customer/Preferred Prospect 
Development Group. If you feel there is a potential to develop a strong relationship over time, 
they will go to the Customer/Preferred Prospect Development Group.

Prospect

1.
2.

Initial contact

No, not now

Customer/Preferred 
Prospect Development 

Group

Prospect Group

Market 
Development Group



Decision Tree
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Prospect

Initial contact

Secured appointment No appointment

Prospect group

Customer/Preferred Prospect 
Development Group

Market Development Group

Market Focus Group

Sale No sale

Customer Client



The 5 Step Process
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We are now going to explore the 5 Step Process 
which will provide you with a more systematic 
approach to Relationship Marketing. Don’t forget 
that this approach is for clients who you view as 
elite and special and who will be treated differently 
and preferentially over your other clients, 
customers, and prospects.  

THOUGHTS

Step 1:

Determine your 
differentiator



Figuring out your differentiator isn’t always easy and may take a 
few times to get it right. Often when this exercise is done with a 
group of salespeople, typical responses are ‘I’m different because 
I care about people,” or “I’m different because I have a really 
good level of knowledge”. While they may genuinely care about 
people or have good knowledge, this is not something that’s 
going to initially grab someone’s attention and open the door. 
There are more aspects about you that someone is going to dis-
cover once they get to know you. You need to think about what 
it is about you that will allow someone to welcome you into their 
life, and it needs to be memorable and distinctive.  

Remember; don’t be afraid to show your personal side. Clients 
want to connect with you. In the early stages of a relationship, it’s 
often about building a level of comfort. The following questions 
may help you figure out what’s distinctive about you and help 
you to complete the table, which follows: 

- Why did your client initially agree to meet with you?
- How do your current clients perceive you?
- Why do they maintain a relationship with you?

Step 1:
Determine your differentiator

Borrowing your 
differentiator 
For some, particularly those who are relatively new to sales, coming up with a differentiator can be 
difficult. You may need to borrow the firm’s differentiator initially until you figure out your own. If you 
find yourself in this situation, you can borrow Skylight Financial Group’s differentiator, which is its 
methodology - an integrated and comprehensive financial planning process. While it is true that others 
may claim to offer financial planning, the reality is that their focus is a product sale, whereas Skylight 
Financial Group’s focus is the process.  
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“I always 
wanted to be 
somebody. 
Next time I 
am going to 
be more 
specific.”

Lily Tomlin
Comedian
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Look at the table below and truly start to think about what differentiates you from other financial 
planners. You may be thinking, “I already have existing clients who know me well and therefore, 
I don’t need to differentiate myself.” However, identifying your differentiator is still crucial for existing 
clients, as it will act as a barrier to other entrants/competitors coming in.  In addition, as you 
introduce yourself to new prospects, some of which will ultimately progress to the Market Focus 
Group, being able to differentiate yourself in a distinctive and memorable way right from the 
beginning will set you apart and help you develop a relationship. 

Step 1:
Determine your differentiator

Checklist
The following checklist may help you fine-tune your differentiator: 

- Be specific 
- Be relevant  
- Be valuable 
- Be genuinely different  

How am I similar to my competitors? How am I different from my competitors?

Complete the following, thinking about what’s compelling to your audience. 
Always remember to be authentic.  



The 5 Step Process

THOUGHTS

Step 1:

Determine your 
differentiator
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THOUGHTS

Step 2:

Establish your 
market focus group
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Step 2:
Establish your market focus group
This step is a critical portion of the process and cannot be taken lightly. Your job is to figure out who 
will be in your Market Focus Group. Remember, these will be your elite clients who you will cherish 
and invest considerable time, energy, and treasure. Think of this step as a funnel with three filters.

CREATE

REFINE

TARGET LIST

DEFINE



Step 2:
Establish your market focus group
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In order to determine who this will be, 
you will first have to get a pen and 
paper and take time to brainstorm. 
Brainstorming is an art, not a scientific 
exercise. Do not get bogged down in 
thinking too much about the number 
of people you list. If you prejudge, 
prequalify, or are too critical in your 
selection, you will miss opportunities. 
At this stage, you do not yet know the 
criteria, so keep an open mind, we will 
review and qualify later.

CREATE
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Step 2:
Establish your market focus group

CREATE

REFINE
Revisit your initial list. Should anyone be added? If 
yes, add them. Then, look at the names and review 
using the following criteria to help you narrow the list. 
Again, numbers don’t matter here. The important 
thing is that you are confident that you can nurture a 
mutual relationship with these clients and that there is 
an opportunity for additional business and 
recommendations to others. In order to move the 
person to the next filter, you need to have a strong 
“yes” to at least three of the following questions.

Do I like the person? 

Does the person view me as an advisor? 

Do they take my advice? 

Have they or would they recommend me to others? 

What’s their past, present, future revenue?

1.

2.

3.

4.

5.



Step 2:
Establish your market focus group
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Now, review your list again and narrow down to a 
maximum of 30 clients (don’t be concerned if the final 
number is much fewer than 30) by answering “yes” to 
any of the 3 criteria below. Don’t get bogged down 
with the numbers – it’s fine to have 10. This final list 
will be the “crème de la crème,” providing you with 
whom you will invest considerable time, energy, and 
budget through a focused marketing campaign. 

CREATE

REFINE

TARGET LIST

DEFINE

Is there an opportunity for more business directly 
from this person? 

Although there may not be an opportunity for 
more business, could they become a strong center 
of influence? The definition of a strong center 
of influence is one that will make four strong 
recommendations per year.

If the individual satisfies neither of the above 
criteria, is it important to retain the relationship 
to secure a current revenue stream? Or, is it 
important to retain the relationship due to their 
prestige in the community and the impact this has 
on your credibility?

1.

2.

3.

Inevitably, because this is a dynamic process, the list 
will need to be reviewed and redefined on an ongoing 
basis as new clients enter or current clients leave the 
Market Focus Group. 



The 5 Step Process

THOUGHTS

Step 1:

Determine your 
differentiator

THOUGHTS

Step 2:

Establish your 
market focus group
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THOUGHTS

Step 3:

Position clients on the 
relationship spectrum
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Step 3:
Position clients on the 
relationship spectrum
The next step in the process is to determine where your Marketing Focus Group sits on the relation-
ship spectrum. The first three stages of the spectrum are subdivided into beginning, middle, and end, 
and definitions have been provided below to help you relate this to your clients. Don’t forget that 
relationships will be evaluated on an ongoing basis. 

Awareness Friendly Friends

Beginning Beginning Beginning
Mutual awareness 
but need to create 

opportunities to get to 
know them better. 

Find out where they are 
likely to be and meet 

“accidentally on purpose.” 
Do some research on 

them on Google, 
LinkedIn, Facebook, etc. 

Middle
Acknowledgement of 
previous encounters. 
Your relationship has 
moved on to be more 
conversational and 

cordial. 

End
Approaching each other. 

Beginning to share 
common interests 
and having longer 

conversations. 

Less resistance from 
client and good 

comfort level. Knows 
what you stand for 

and that you’re not like 
everyone else. Enjoy each 
other’s company, know 
about their family, the 

college they went to, etc. 
Meet for coffee/lunch. 
Gather intelligence. 

Middle
Think about them as 
people you want to 

spend time with. Create 
opportunities by meeting 
up in small groups, i.e. 
soccer match or other 

entertainment 
opportunities aligned 
with their interests. 

Good, strong relationship 
and looking forward to 
seeing them. Not just 

surface connections but 
deeper connections. 

Fending off competition 
by being special. Join 
them in activities they 

like. 

Good friendship 
developed and you are 

looking forward to seeing 
them. The relationship 
is more personal and 
you may be inviting 
them to your house. 

The relationship is now 
bilateral and they are also 
inviting you out socially. 

Middle
Socializing on a regular 

basis. Partners know each 
other, kids know each 

other.

Very strong relationship. 
If there’s an event, they 
are the first people you 
think of. Spend a lot of 
time with them, may 
even go on vacation 

together, etc. 

End

End

Part 
of the 
story

 Closest ally, deep 
personal connection. 
Can expect between 

3 to 5 in lifetime.
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Step 3:
Position clients on the 
relationship spectrum
Think about how you would position your clients based on where they sit on the spectrum

Awareness Friendly Friends

Beginning Beginning Beginning

Middle

End

Middle
Middle

End

End

Part 
of the 
story
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The 5 Step Process

THOUGHTS

Step 1:

Determine your 
differentiator

THOUGHTS

Step 2:

Establish your 
market focus group

THOUGHTS

Step 3:

THOUGHTS

Step 4:

Position clients on the 
relationship spectrum

Gather key personal 
information
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To nurture a relationship, it’s important to understand what’s important 
to your clients in the Marketing Focus Group – what interests them and 
what they treasure. For example, note where they are going on vacation, 
what their kids are doing, and how their career is progressing. You 
also need to understand and respect your clients’ preferences – their 
likes/dislikes, and engage with them how they want and at the level they 
want. By understanding what’s important to them, you can then make a 
genuine connection and form a deeper bond. You have probably noticed, 
that armed with information about your clients, your conversations have 
become more meaningful, personal in nature, and less business-focused. 
Also, you have been able to adopt a more personalized approach to 
communication or invitations you extend. For example, if your client is 
interested in football, then you know tickets to a game will be of interest. 
Or, perhaps you know your client has an interest in a particular hobby, 
and when you come across an article that might be of interest, you pop 
it into the mail with a handwritten note. Getting the inside track on your 
clients is of immense value and will not only make you the envy of your 
competitors, but will distinguish you from them. 

Are you informed? 
With your clients, do you routinely gather information and manage it 
as a crucial business asset? Step 3 of the process involves you gathering 
key personal information as listed in the table opposite. This is the 
minimum information you are tasked with gathering and storing, but 
remember to also note any other useful information. You can enter this 
information directly into the spreadsheet provided. If you find there are 
some gaps in your knowledge, start now to find out more about your 
clients. You might start by conducting some basic research online on 
Twitter, LinkedIn, personal or company websites, and Google. Then use 
every opportunity and make time to learn about your clients by actively 
listening and asking pertinent questions. You will find that as you follow 
this process, and relationships strengthen and move further along the 
spectrum, that your clients will continue to open up and that 
information gathering will become easier and more insightful.

Categories of 
information to be 

gathered

Step 4:
Gather key personal information

- Client name 
- DOB 
- Address 
- Phone 
- Email 
- Spouse name 
- DOB of spouse 
- Anniversary 
- Children’s names 
- DOB of children 
- Client occupation 
- Spouse occupation 
- Client college 
- Spouse college 
- Club memberships 
- Hobbies 
- Professional organizations 
- Linked to 



The 5 Step Process

THOUGHTS

Step 1:

Determine your 
differentiator

THOUGHTS

Step 2:

Establish your 
market focus group

THOUGHTS

Step 3:

THOUGHTS

Step 4:

Position clients on the 
relationship spectrum

34

THOUGHTS

Step 5:

Focused marketing 
campaign

Gather key personal 
information
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Now we get to the exciting part – taking action! As we know, relationships are not built on words or 
intentions but on actions. An email or phone call every few months is not going to achieve the impact 
you are seeking. Spending quality one-on-one time with your clients is, however, going to be vital to 
strengthening your relationship. In this way, your client will begin to open up, feel more comfortable 
with you and trust you. At the awareness stage, there’s going to be less opportunity for one-on-one 
interaction. This is to be expected as it’s best to let a relationship develop at its natural pace. Rushing 
the relationship may result in the client backing off. Also, as you gain greater insight into your client, 
you will learn the communication frequency that is right for them. A study by Carlson Marketing & 
Peppers Rogers Group into the “Untapped Opportunities in the Financial Services” confirms that 
frequency drives relationships, however, communication frequency that is too low or too high reduces 
relationship strength. 
  
How you engage with your client through a focused marketing campaign will mostly be up to 
you but there are three key guiding principles which are: be different, make it personal, and 
be creative. This is your opportunity to act on the information you have gathered to come up 
with ideas to demonstrate that you have effectively listened to your client and have come up with 
thoughtful ways to engage with them and show you care. Thoughtful and personalized acts are more 
likely to be remembered and appreciated and will separate you from the competition. The kind of 
activity you can engage in is completely limitless and really open to your creativity. 

Step 5:
Focused marketing campaign



Below we are going to look at some “must dos” for a focused 
marketing campaign and also provide some suggestions. 
Remember, however, that it’s completely up to you to come up 
with ideas to make your client feel valued based on the 
information you have gathered. Think about what you could 
do to celebrate important dates like birthdays, anniversaries, or 
the date the company was founded. Let your acts be based on 
factors like their interests, important goals in their lives, and fa-
vorite foods. It’s not about lavishly spending money on them but 
rather about acting in a thoughtful way. This will help you to be 
remembered and will serve as a strong differentiator from your 
competition. For example, when your mail arrives, which are you 
more inclined to open first: a hand-addressed and stamped 
letter, or a generic piece that looks like it’s been sent to 
everyone? 

“Must dos” for the Market Focus Group 

1. Touch 6 to 8 times a year 
2. Take out for birthday and with no business discussion 
3. Conduct a twice-yearly plan review
4. Organize 2 intimate events in a year 
 - It is suggested that one be with the client’s partner, if
   applicable. Make the experience unique, special, and
   personal. For example, host a dinner party in your
   house or at a nice restaurant. 
 - Take them out without their partner to participate in
   some activity they are interested in, for example, 
   playing golf. This can be done in a small group of
   clients with shared interests – therefore, it makes sense
   to group your focused marketing group by 
   likes/interests to facilitate this. 
5. Invite to one large event 
 - Utilize, if possible, a fun, local, charity or nonprofit event
   that you know your clients would enjoy. If this is not
   possible, create your own client appreciation event and
   send out handwritten notes along with the invitation. 

Step 5:
Focused marketing campaign

“In real estate, 
it’s location, 
location, 
location. 
In business, it’s 
differentiate, 
differentiate, 
differentiate. 
How many emails 
do you get a day? 
Dozens? 
Hundreds? 
How many 
thank you letters 
do you get a day? 
A week?”

Robert Goizueta 
Former Chairman/CEO, Coca-Cola
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Consider these actions: 

- Sign them up to receive a newsletter 
- Pass on pertinent articles from magazines, blogs, white papers, etc. 
- Send birthday cards to their children 
- Send a card for a holiday other than Christmas 
- Send a handwritten card to celebrate special milestones or professional accomplishments 

Step 5:
Focused marketing campaign

Think about your clients and brainstorm some creative ideas for a focused marketing campaign. 
Focus on making your client feel valued and special. 

Consider this:
During a conversation, your client may mention an interest in a particular musical artist. What 
impact do you think you would make if they received in the mail, a thumb drive with songs by 
this artist or an invitation to attend a concert with you? 



Step 5:
Focused marketing campaign
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Phone Email Newsletter Birthday Intimate 
events

Social 
events

Agency 
events

Holiday Sponsorship Total

January $

February $

March $

April $

May $

June $

July $

August $

September $

October $

November $

December $

Total 
budget

$

The details of your focused marketing campaign are then input into the 
marketing communication planner. It’s broken down monthly and budgets are set against the activity.



You may be wondering where business fits in and when it should be discussed. It’s important to 
remember that Relationship Marketing is the driving force, and building personal relationships should 
come before business. This will set you apart from your competitors and will be refreshing to your 
clients. You should try to resist the temptation to fall into selling mode and trying to provide solutions, 
but instead focus on listening and understanding your client. Business will inevitably present itself and 
an experienced salesperson will know when to pivot. 

For example, one of your “must dos” in a focused marketing campaign is to take your client out 
for their birthday without discussing business. The objective of this effort is to further the personal 
relationship. Therefore, if you allow your client to engage you in a business discussion, you will 
struggle to meet your objective. You can handle this tactfully by letting them know that this 
get together is “all about them,” as it’s their birthday and that there’s 364 days left in the year to 
discuss business. If they have a very pressing business issue to address, then you can handle this 
by rescheduling as soon as possible. Try and keep sight of your objective which is to further your 
relationship by getting to know and understand your client better. 

Key term:
ADRE (Acts of Deliberate Relationship Enhancement): simple acts like picking up the phone 
and giving someone a call for no purpose other than to improve the relationship

Named by Hank Paulson, the ex-boss of Goldman Sachs
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Step 5:
Focused marketing campaign



Key takeaways
Below you will find a summary of key takeaways from the 5 Step Process.

1. The Relationship Marketing objective is the development of stronger relationships for the purpose
of enhancing your business.

2. Prioritizing which clients you will engage in Relationship Marketing with will be based on factors
such as how well you get along with a client, their sphere of influence, and their business potential.

3. Defining your Market Focus Group is a dynamic process and will need to be reviewed on an
ongoing basis.

4. Key personal information should be gathered and managed as a crucial business asset.

5. Frequency of contact drives personal relationships.

6. There are three guiding principles to an effective focused marketing campaign: be different,
make it personal, and be creative.

7. Thoughtful and personalized acts are more likely to be remembered.
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A defining moment

Financial planner Joe has been working in the industry since 1996. When asked to describe a 
defining moment in his career, he refers to a day when he came across a study that looked at client 
satisfaction rates. At first, he was encouraged to learn that 90% of clients reported that they were 
satisfied with their financial planner. Yet, he was soon stopped in his tracks when the study asked if 
clients would consider moving to a different financial planner. A startling 80% said “yes” as they felt 
that their financial planner viewed them as their “meal ticket” and didn’t take time to get to know 
much about them. Joe describes this as his “aha” moment when he realized that he, and his 
colleagues, needed to do things differently.
 
From that point on, Joe began to adopt a marketing mindset by getting to know all about his 
clients and nurturing a personal relationship. It became clear to him that he was missing an 
opportunity if he didn’t succeed in making his clients feel valued and special. He admits that initially, 
pushed for time and lacking strategic direction, his efforts tended to be more reactionary and 
ad-hoc. Yet overtime, his approach has become more systematic as he has embraced Skylight 
Financial Group’s key marketing tools and processes. One tool he has found very helpful is the 
relationship spectrum. “I find it very useful to be able to define my relationships within the 4 key 
stages of the spectrum but I can also define these relationships into start, middle, and end which 
gives me even greater focus” says Joe. “By knowing where my key clients are on the spectrum, I know 
what strategies and actions are required to progress the relationship. It’s a tool I use every day and 
it keeps me focused. I now have 3 people in ‘part of the story’ and I’m pleased to say that this is 
resulting in plenty of recommendations.”
 
So what’s he been doing differently?
 
The biggest difference and improvement that Joe sees in himself is in his ability to actively listen and 
frame questions so that he can elicit the personal information he is seeking. He’s more tuned in to 
different personality types and flexing his style of questioning and behaving so that his clients feel 
comfortable and trust him. Joe stresses that it’s not enough to gather information, you have to act 
on it in a way that says, “I’ve listened, taken it on board, and have come up with something that you 
will find useful and valuable.” For example, one of his clients in a service meeting mentioned that he 
was going on a cruise with some friends. Joe acted on this information by later sending him some 
sunscreen (he apparently had particularly fair skin!) with a personal note saying, “in case you may be 
needing this.” After the cruise, the client reflected on taking out the sunscreen while on the cruise. He 
commented to his friends that his financial planner listens to everything he says, and having picked
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Doing Things Differently:
A Real Life Case Study*

*names have been changed
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up on the fact that he was going on a cruise, had sent him a bottle of sunscreen. His buddies
 were so impressed by the thoughtfulness and creativity that Joe had shown to his client (which, 
incidentally, they had never experienced from their financial planners) that they asked to be 
introduced. Joe emphasizes that it’s not about expensive, showy demonstrations of friendship, but 
rather about inexpensive, thoughtful acts (ADRE) that show you value and cherish the relationship. 
He also adds that knowing the client and building the relationship is not all up to him but expands 
to his team and his spouse, and he sees it as a shared goal.
 
As a bonus, Joe has been able to work smarter. Gone are the days when he’s bogged down by late 
evening meetings. Now, based on the strength of his relationships and his confidence to ask, he can 
suggest holding meetings earlier in the day when everyone is fresher and the meetings are more 
productive. He finds that his clients are happy to accommodate.
 
What the clients say
 
Joe’s clients approve of the change and have commented on how well he listens and are impressed 
by what he picks up from passing conversation. They like the personal attention he lavishes on them 
and feel more at ease with him. Joe has noted that his clients want to get to know more about him 
and the relationship is becoming more reciprocal. He has specifically noticed a significant change 
in his client service meetings. “Previously, the small talk at the beginning of the meeting lasted about 
5 minutes, but now, as both the clients and I feel more relaxed and know more about each other, 
twenty minutes can fly by before business is even discussed,” says Joe. Clients are also responding 
well to business being discussed at client and service meetings but are now comfortable discussing 
personal matters at intimate events as well.
 
The results
 
Joe believes he still has a lot of work to do but his efforts are gaining momentum and for him, the 
payback speaks for itself. Already in a relatively short time, he has enjoyed increased sales, shorter 
sales cycles, and seen relationships progress along the spectrum. He has also seen dramatic 
improvements in what he views as his key metric – the quality and quantity of recommendations. 
With 49 recommendations racked up in the first 4 months of fully implementing the practice of 
relationship marketing, he is pleased, particularly as 14 of these are fee-based financial planning 
clients. This compares very favorably to the 53 total recommendations he received for the entire year 
prior. 

*names have been changed



Joe’s advice is to be open to learn, try new things, and embrace constructive criticism. He says, “The 
people giving you advice have plenty of experience and want to help you avoid the pitfalls they 
have fallen into. Welcome their advice and keep learning from your experiences.”

Quick tip: cherish and value your key clients

Joe has 3 clients who he classifies as “part of the story.” For their kids’ birthdays, he sends 
them a small package with a birthday card and encloses candies to represent their age. For 
example, if they are turning 9, he encloses nine pieces of their favorite candy. Not only do the 
kids love this, but the parents do too. They love the personal touch, but it also opens up 
the opportunity for them to educate their children about being responsible with their 
money and discuss how they use a financial planner. The kids come away seeing a 
financial planner as an integral part of their parents’ life and plans. 
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Evaluation

So, now your focused marketing campaign is ready to run and you are very excited. 

Undoubtedly, you will want to know if your efforts are successful so that any pre-emptive action 
can be taken promptly. 

The key measurement will be the movement of relationships along the spectrum. 

Some other measurements for you to consider will be: 

- Recommendations
- Honestly evaluating the relationship and, when appropriate, removing and/or adding people to the
Marketing Focus Group

- Lines of business implemented
- Increase in revenue per client
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“You can’t manage what 
you can’t measure.”

W. Edwards Deming



“The best way to do it,
 is to do it.”

Amelia Earhart




