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Adding Value for Your Clients
Amidst Market Volatility

With our nation shaken by uncertainty — skyrocketing unemployment,
struggling small businesses, and a volatile market — it's now more important
than ever for financial advisors to continue providing value for their clients.

The good news? There
are concrete ways to do that
— and powerful tools to help.

Financial Planning
During periods of mar-
ket volatility, youre prob-
ably spending time manag-
ing not only your clients’
portfolios, but also their
emotions. Its easy for
investors, who may not
have deep industry knowl-
edge, to see the market
reacting to the COVID-19
pandemic and immediately
want to react themselves.
But financial planning
grounds your clients in their
long-term financial goals,
helping to keep them from
making hair-trigger deci-
sions based on what they
see on the news every day.
What's more, Monte
Carlo simulations and
‘What if’ scenarios help
to ease concerns about
the impact situations like
COVID-19 will have on
the future of their financial
health. The ability to look at
projected outcomes based
on real facts and figures can
prevent clients from spin-
ning out worst case sce-
narios in their heads.
Research backs up the
value of financial planning
tools and techniques during
other times of crisis, includ-
ing the Great Recession in
the early 2000s.
Orion is offering free,
self-guided access to our

financial planning platform
as part of our Business as
Usual program, developed
to help advisors continue
serving their clients during
these uncertain times. If
you're interested in learning
more, click here.

Consistent
Communication
Communicating effective-
ly with your client is always
important — but especially
during times of market vola-
tility, when they may have
additional concerns or sim-
ply need reassurance from
an expert, its critical to be
accessible and responsive.
And during these uncer-
tain times, there are a few
key communication factors
that perhaps you wouldn’t
normally need to consider:
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o Be proactive; don't wait
for your clients to reach out
first. Let them know youre
thinking about them.

o Address expectations for
future market changes.
When you speak with your
clients about their concerns,
help them understand that
while this is a difficult time,
historically, the markets
have bounced back.

o Stay informed. Clients
will be looking to you for
thoughtful market insights,
not the same informa-
tion theyre hearing on the
news. Be sure to reference
key industry leaders and
brands you trust in your
communications; Orion
has set up a communica-
tions resource center to
help advisors do just that.

« Be straightforward about
their portfolios. Don’t

sugarcoat what’s happening
in the markets; instead, be
honest, but also keep them
apprised of what youre
doing to make sure they
stay on track to meet their
financial goals.

o Look for new ways to
distribute your messages.
As a whole, our country is
drinking from a proverbial
firehose of information right
now. To help your commu-
nications stand out, consider
using different channels or
mediums — such as social
media, digital content, and
webcasts — to deliver accu-
rate, timely commentary.

Bridging the Gap

If financial planning and
communication are power-
ful on their own, imagine
what they can do together.
Engaging investors in the
planning process begins
with marketing and com-
munication — content that
resonates with their unique
situations and begins to
form a connection between
what they need and the
financial planning process.

Orion’s brand new mar-
keting solution, Market*r,
can help. Customizable
content campaigns built
around relevant financial
planning topics, including
market volatility, function
in lockstep with best-in-
class marketing
tion technology to help
you increase engagement,
capitalize on new oppor-
tunities, and provide your
clients with the thoughtful
communication they need.

But Market*r goes a step
further, working in tandem
with the Orion Planning
platform to guide clients and
prospects through intuitive
financial planning work-
flows and help you more
easily follow up on leads. M

execu-
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How to Talk to Pfospects During a
Global Pandemic

You're looking to strike a delicate balance between positioning yourself as a resource and being seen
as too opportunistic. By Stephen Boswell and Kevin Nichols

Social prospecting
might seem like an oxymo-
ron in times of social dis-
tancing, but it’s actually more
powerful right now than in a
long-term bull market. With
news headlines like “worst
crash since 1987, people are
talking about the economy
and markets. There is a legit-
imate concern, and despite
what you might think, not all
financial advisors have been
in contact with their clients.

Done properly, social
prospecting is just a natural
extension of the calls youre
probably already mak-
ing. We've taught financial
advisors how to talk busi-
ness with social contacts
for years. The key differ-
ence right now is that your
approach must be done by
phone, with empathy and
with finesse.

Youre looking to strike
a delicate balance between
positioning yourself as a
resource and being seen as
too opportunistic. Here’s a
way to be proactive, with-
out being off-putting.
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Step 1: Call all your social
contacts to check on them
personally. That’s right. Just
ask them “How are you?”
Do they have the supplies
they need? Do they have an
at-risk family member? Are
they quarantined?

If your conversation
ended here, that's OK. At
least you were in contact
with them and showed you
care. But most conversa-
tions won't end here.

Step 2: When they recip-
rocate the question, be pre-
pared with your response.
First, respond personally.
Don't be afraid to be vul-
nerable and let them into
your personal life.

Next, segue into your
business. When respond-
ing, make sure you avoid
using words like hectic,
crazy or wild. You want to
portray calm confidence.
You might say...

“As you can imagine, in my
space, this type of market
correction gets everyone's

attention. We're making
sure our clients are staying
the course on the plans weve
created”

Step 3: Share a relatable
story. Immediately follow
up your statement with a
story that gives your social
contact insight into your
day-to-day. The objective is
to share a brief yet relatable
story. Your story needs to be
real, concise and relevant.

“I had a client this morning
who was thinking of selling
and..”

“I had a Zoom meeting with
someone yesterday who was
sitting on cash and wonder-
ing when this will bottom
out...”

“I'received a phone call from
someone who hadn’t even
heard from their advisors
and..”

“‘My neighbor asked me
about..”

74

Step 4: Silence. Now that
you've shared your relatable
story, stop talking. Your
prospect may ask follow-up
questions, open up about
their own financial con-
cerns, or they may change
the subject. Either way,
thats OK. No hard close
here. You've just planted a
seed that may grow.

As you process this for-
mula, think first about the
people you should call, then
think about what you'll say.
You may not get the language
perfect, but simply making
the call is half the battle. You
are more needed right now
than ever. Stay strong! l

Stephen Boswell and Kevin
Nichols are partners with
The Oechsli Institute, a
firm that specializes in
research and training

for the financial services
industry. @StephenBoswell
@KevinANichols www.
oechsli.com
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With the coronavirus (COVID-19) pandemic upon us, it is now more important than ever for advisors to ensure that
their clients are both well informed and comfortable expressing their concerns as market changes inevitably occur. It is your
responsibility to help your investors navigate this tumultuous time. Remind clients that market fluctuations are normal, and
even expected. What's important is how we prepare for and handle them once they arise. Below are some do’s and don’ts for

communicating with clients in these uncertain times.

Don't

Do Nothing: One of the worst things advisors can do is not
reach out to their clients during a time of unpredictability.
Failure to conduct outreach can further investors’ uncer-
tainty and increase concerns, causing them to question
your support and relationship. Be proactive; don't wait for
your clients to reach out first.

Tell Clients How They Should Feel: Instead, ask questions
and allow your clients to tell you how they’re feeling, as

well as what they need from you. Once you take the time to
understand their fears, you can address them accordingly, as
opposed to giving the impression that youre minimizing the
impact the pandemic is having on them. We're all being affect-
ed by this crisis, and showing compassion and empathy can go
a long way toward building strong, long-lasting relationships.

Avoid Addressing Expectations for Future Market
Changes: Increased market volatility is our new normal.
While investors may have recently come to expect continued
market highs, it's important to remind them that the market
is naturally cyclical, and the long-term goals and strategies
you've put in place for them are reflective of that. When
clients bring you their concerns, help them understand that
although this is a difficult time, historically, the markets have
bounced back. And even more importantly, youre consis-
tently monitoring the impact our current market is having
on your clients’ investment strategies.

Act Like it’s Business as Usual: Your business needs to keep
running, even as youre busy fielding a surge of client ques-
tions and managing your investment strategies amidst current
market volatility. But it’s important to consider all the investor
touchpoints your brand is putting out. Make sure your auto-
mated reports, planned billing cycles, and pre-built newslet-
ters are relevant, empathetic, and timely; otherwise, your
communications may come off as tone-deaf and insensitive.
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Do

Check in with Clients More Frequently: Keep the lines

of communication open on a consistent basis, checking in
through your client’s preferred method of outreach. Email
is great, but be sure to offer phone conversations or video
calls to add a personal touch during times of stress and
anxiety. Ask your clients how they’re doing, both personally
and professionally. They want to know that they matter to
you beyond the numbers in their portfolios.

Look for New Ways to Get Your Message out There: With
all of the information being distributed by different brands
right now, consumers are facing a dramatic increase in
content during COVID-19. You want your firm’s message
to be heard, so consider new ways to cut through the noise.
Utilizing social media, offering digital content, conducting
virtual webcasts, and even sharing videos can be great ways
to effectively deliver accurate and informative commentary
that reflects your firm’s value proposition.

Keep Informed: Knowledge is power, and you want to make
sure youre prepared to knowledgeably answer any questions
that come your way. In times like these, there is just as much
misinformation as real news being pandered on social plat-
forms and in the media, so be sure to reference key industry
leaders and brands you trust.

Be Straightforward About Their Portfolios: Don't shy away
from letting clients know the truth about how the markets
are impacting their portfolios. Listen to any concerns they
have and address them appropriately. It is important that you
are not only upfront with them, but also ready to proactively
address any concerns they may have. Remind them that
markets fluctuate naturally, share the benefits of thinking
long term, and refocus them on their big goals to help them
avoid making decisions based on their emotions. M
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The new way of
working could
expose advisory
firms to regulatory
infractions they
have not even
considered.

By Patrick Donachie
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Like many others across
the country, financial advi-
sors and firms have raced
to become accustomed to a
new way of working. Many
offices are now empty,
with many firms working
entirely with clients, and
colleagues, remotely.

But while regulatory
agencies like the SEC and
FINRA have experienced
their own hurdles in adjust-
ing to the new environment,
compliance mandates still
exist, and firms, advisors
and compliance officers
need to conduct their busi-
ness in a way that continues
to toe those lines, accord-
ing to Karen Barr, president
of the Investment Adviser
Association (IAA), as well as
unforeseen compliance vul-
nerabilities that may arise
from the new working situ-
ations. Are advisors using
VPNs? Are their home
Wi-Fi networks secure?

Like many others across
the country, financial advi-
sors and firms have raced
to become accustomed to a
new way of working. Many
offices are now empty,
with many firms working

entirely with clients, and
colleagues, remotely.

But while regulatory
agencies like the SEC and
FINRA have experienced
their own hurdles in adjust-
ing to the new environment,
compliance mandates still
exist, and firms, advisors
and compliance officers
need to conduct their busi-
ness in a way that continues
to toe those lines, accord-
ing to Karen Barr, president
of the Investment Adviser
Association (IAA), as well as
unforeseen compliance vul-
nerabilities that may arise
from the new working situ-
ations. Are advisors using
VPNs? Are their home
Wi-Fi networks secure?

“I don't know if every-
one contemplated a full-on
remote environment; are
people’s laptops all secure?
Are there cybersecurity
concerns?” she said. “They
still need to be reminded
in the midst of all thats
going on, they need to fol-
low their procedures.”

The crux of many
concerns center around
how client communica-
tions are archived.

For instance, Brian
Hamburger, the CEO and co-
founder of MarketCounsel,
cautioned that any email
sent to more than one cli-
ent could be considered
advertising and should be
reviewed as such.

Additionally, advisors
need to be mindful of com-
munications between other
members of their team, as
what was previously face-
to-face interactions is now
in large part conducted
over electronic interfaces.

“Everything that’s cap-
tured electronically is
therefore discoverable,”
Hamburger said. “Whether
on a conference call or vid-
eoconference, these inter-
actions between colleagues
may be looked at with
20/20 hindsight at some
point, and those words
may be used against them
in a context they never
would have imagined.”

To mitigate the chance
that communicating
remotely with clients cre-
ates confusion, Sarah
Buescher, IAAs associ-
ate general counsel, said
firms should make sure




their employees are speak-
ing to clients in a com-
mon voice, and perhaps set
up some type of central
system where clients' ques-
tions can be addressed.
That way, if multiple clients
have similar questions,
they aren't receiving wildly
divergent answers depend-
ing on their advisor.

Additionally, advisors
should still document
all interactions with cli-
ents and team members,
regardless of the channel
or platform, in case regula-
tors look for discrepancies
between messaging and
client activity, according to
Ben Edwards, a professor
in business and securities
law at the UNLV William
S. Boyd School of Law in
Las Vegas.

Advisors could be held
liable if they were thought
to be encouraging clients
to make aggressive, specu-
lative bets in the midst of a
volatile market, according
to Edwards, unless it was
part of a firm’s document-
ed investment approach.

This may be easier
said than done for some
firms, as clients and advi-
sors explore ad hoc ways
of communicating in lieu
of personal meetings. For
example, clients may want
to communicate with advi-
sors via text, and if firms
are not set up to document
those messages, they may
have to resort to screen-
shots of conversations.
Twitter direct messaging
or LinkedIn messages with
clients are other potential
pitfalls to avoid.

“This is going to be enor-
mously stressful for firms
and compliance depart-
ments, because they’ve got
to do it, and have to inno-
vate, and have to do it from
home,” Edwards said.

Most firms have a fairly
strong email archiving sys-
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tem in place, according to
GJ King, the president of
RIA in a Box, who believed
that while there is technol-
ogy available for firms to
archive all kinds of commu-
nications, it could be chal-
lenging to get all employees
on board rapidly.

“We're seeing Slack pick
up in adoption overnight.
We recommend it, but you
want to make sure you have
the right systems in place to
capture that communica-
tion. You need to make sure
you have the right features
to capture it from a regula-
tory standpoint,” he said.
“There’s good archiving
technology. Its there, but
you're asking people to dra-
matically and quickly adopt
new tech. It’s a recipe for
things to go wrong.”

Supervising sales staff
and representatives will
be one of the hardest
things for firms' compli-
ance departments to do
remotely, according to
Max Schatzow, a coun-
sel for registered invest-
ment advisors and broker/
dealers on compliance
issues and the founder of
AdviserCounsel. He said
it’s likely the industry will
see an uptick in fraudulent
or unethical behavior in
the coming months.

Even as the tools are avail-
able, it’s the uncharted nature
of the new business environ-
ment that is a challenge.

“This situation has
already created losses in cli-
ent portfolios and unhappy
investors, and (for advi-
sors) there’s no presence of
anyone looking over your
shoulder,” he said. Some
advisors, under stress, may
ignore a natural inclina-
tion to document a client
conversation or message,
“because youre sitting at
your home office and not
on site at headquarters.”

The sudden combina-

tion of a market rout,
largely untested work envi-
ronments and processes,
as well as the compliance
pitfalls, will have a win-
nowing effect on advisory
firms, said Hamburger.

“I think we'll start to see
which RIAs have been run-
ning as businesses, resilient
and stronger than one per-
son ... or which continue to
run as glorified practices;
he said. “And those prac-
tices may not be strong
enough to survive.” ll

This is

going to be
enormously
stressful for

firms and

compliance
departments...
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New Solution Helps You Gonnect with
Your Clients During a Crisis

Proving your value to your clients by helping to mitigate uncertainty in an unstable market.

By Lauren Sanders

As we deal with the
effects of COVID-19 and
its inevitable aftermath, you
have the unique opportuni-
ty to use this time to prove
your value to your clients
— by helping to mitigate
some of the uncertainty and
panic they’re surely feeling
as they watch the market
fluctuate wildly from day
to day.

In these tumultuous times,
financial planning is now
more important than ever.

Financial planning does
more than put your clients’
goals at the center of your
relationship — it grounds
your clients in the long-
term objectives that will
help guide their actions

during times when it may
be tempting to succumb to
short-term hysteria.

And financial plan-
ning offers extraordinary
benefits to advisors, as
well: strengthening client
relationships and loyalty,
increasing the likelihood
of referrals, and improving
portfolio outcomes overall.

But its not enough to
simply offer a financial
planning service. You need
to get the word out — both
to your clients and to new
investors who are seeking
guidance and advice for the
first time — that you have
the resources to address
their financial uncertainties.

And though there are
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advisor-specific marketing
platforms available, they’re
missing a critical step: a
deep connection to the
financial planning process.

Our Integrated
Approach to Your
Challenge

So we leveraged our own
team of over 25 marketing
experts to define the best
practices that would guide
the development of a plat-
form that worked differently
— a platform that addressed
those deficiencies and turned
them into opportunities.

When it comes to mar-
keting best practices, we
know that:
« Data drives good deci-

sions: Not connecting mar-
keting performance to real
sales opportunities wastes
advisor time and resources.
« The advisor value prop
is critical: But many out-
sourced services only allow
for the minimal personal-
ization of extremely gener-
ic content.

o Creative, unique con-
tent wins: But developing
those truly differentiating
marketing materials can be
expensive, time-consum-
ing, and difficult to execute.
o There is a formula for
execution: It may not be
rocket science, but there is
a right way to execute mar-
keting in our modern era,
and many advisors haven't
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fully tapped its potential.

« You can’t substitute expe-
rience: It takes trial and
error to truly understand
what works most effec-
tively. Access to someone
more experienced than you
will always improve your
outcome.

We combined our mar-
keting expertise with our
knowledge of financial
planning to create a true
differentiator: the indus-
try’s only marketing solu-
tion designed specifically
to drive business growth
through financial planning.

Introducing Orion’s
Latest Product
Offering: Market*r
Markt*r combines hyper-
personalized content cam-
paigns with top-of-mind
planning topics, best-in-
class marketing execution
technology, and interactive
goals-based workflows.
Our full-service solution
is built to help you both
increase client engagement
and fill your funnel with
more qualified prospecting
opportunities.

Customizable Content
Meets Seamless
Connectivity

The entire Market*r
experience begins with our
content — which is unique,
dynamic, and completely
customizable.  Canned
content built around tired

financial planning topics
won't do anything to drive
growth — but messaging
that speaks to investors’
personal goals, needs, and
challenges will. We'll con-
tinue creating new cam-
paigns on a monthly basis,
and we've even set up a
feedback section of the
platform, where you can
suggest future campaign
tracks youd like to see.

And with its plan-
ning-centric approach to
growth, Market*r creates
a cohesive experience for
your end users by driving
them directly through your
financial planning work-
flows with clear and direct
call-to-action buttons. As
they build out their finan-
cial plans, that information
will populate right in your
Orion Planning dashboard.

For you, the advisor, that
means a simplified tech
stack — not one more app
to keep track of. Your mar-
keting data is fully con-
nected to the tools you use
every single day, empower-
ing you to run your advi-
sory firm as you always
have, while building a con-
tinuous pipeline of growth
and opportunity.

A Tiered Approach
Helps Meet Your
Unique Needs

We know not every
advisory firm needs a full-
blown marketing concierge
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program — but we also
know that some do. So as
we built Market*r, we con-
sidered the different mar-
keting goals and challenges
of the 120+ advisory firms
we surveyed.

The result? Three unique
levels of marketing service,
organized into tiers by capa-
bilities, access, and pricing.

Tier One: Customizable
Campaigns. Tier One is
ideal for advisors who
already use a marketing
technology, but are look-
ing for additional creative
campaign content to bet-
ter support their financial
planning services. You’ll
have the ability to custom-
ize any content you want,
along with the flexibil-
ity to disseminate it using
technology youre already
familiar with.

Tier Two: A Full-Service
Solution. Tier Two offers
full access to not only the
creative campaigns, but
also the technology used
to deploy them. You'll have
all the tools and intelli-
gence you need to reach
key audiences, mobilize
collateral, and run tar-
geted campaigns, as well
as seamless connectivity
to your financial planning
dashboard. The workflows
will guide end recipients
through the process of cre-
ating a financial plan, and

send the leads directly to
the advisor.

What’s more, youll be
able to track the perfor-
mance of all campaign
content, as well as view
the leads and opportuni-
ties created in the leads
dashboard.

Tier Three: Marketing
Concierge. Tier Three
includes everything you’ll
find in Tier Two, with the
addition of access to mar-
keting service and support
from Orion’s marketing
team. Our areas of exper-
tise include marketing
strategy, copywriting, web
development, branding
and design, and digital/
social media marketing.
We'll create a custom mar-
keting plan for your firm,
and you’ll also receive five
hours of execution or con-
sultation per month. M

Ready to see
Market*r in
action?

Click here

to request a
personalized
demo!
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How Top RIA COOs Are Responding
to COVID-19

A business continuity plan is not just a document. Here’s how COOs at top RIAs are putting their
plans into action under current conditions. By Matt Sonnen

Every registered
investment advisor
needs a business continu-
ity plan — it’s required by
the SEC, and most RIAs
are good about updat-
ing it every year when
they perform their annu-
al compliance reviews.
Unfortunately, many firms
focus on the document
itself, and not the actual
plan. If the document is
complete, they can check
the box and move on to
more pressing needs. But
that line of thinking was
fine before the coronavirus
forced widespread quar-

antines. Many have been

caught flat-footed as they’ve
been forced to convert their

business and employees to

a remote environment.
Given these circum-

stances, I decided to

check in with some of the
chief operating officers in

my network to see what
they’ve done to implement
work-from-home policies
and procedures.

Tom Harms, partner
and COO at Summit Trail
Advisors, a firm with five
offices across the coun-
try: “We are lucky. With
so many office locations,
we are used to commu-
nicating with one another
virtually. As a test of our
business continuity plan,
we have asked all employ-
ees twice a year to work
from home and confirm
they can access all systems
and perform their normal
duties. About a month
ago, we alerted staff in all
locations to prepare for a
remote scenario. Seattle
was the first branch to go
remote. At that time, we
allowed staff in all other
branches to work from
home, if they could (and
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felt compelled to). As cities
across the country began
to lock down, we found
it relatively seamless to
move our firm to 100%
remote about two weeks
ago. Now we are focusing
on increased communica-
tion with extra video calls
for the entire firm.

In speaking with firms in
the process of transitioning
their teams and business
operations to everyone’s
homes, it became clear
that one of the top pri-
orities was ensuring con-
stant and reliable commu-
nication among the firm’s
teams. Stacey McKinnon,
COO at Morton Capital in
Calabasas, Calif.,, shared an
Instagram message from
author and motivational
speaker Simon Sinek with
her team, where he rec-
ommended co-workers
use a Zoom “huddle” to
stay connected. She has
instituted Zoom “huddles”
with all her team leads
every three days and has
instructed those team leads
to perform daily huddles
with their respective teams.

“This has been very suc-
cessful as they check in on
capacity and projects,” she
said. “Because the regular
workload has slowed for
our client service team, we
are having them use this
time to record training vid-
eos for future new hires.
Our advisors are also lever-
aging technology to track

client interactions so that
they are proactively reach-
ing out during this time
of extreme volatility, rather
than being reactive”

Gary Bonner, part-
ner and COO at Avalon
Investment & Advisory, an
RIA with two Texas loca-
tions, has been able to
use lessons learned dur-
ing Hurricane Harvey in
2017. “Our BCP worked
well then, but the one
outstanding issue was our
onsite phone system. At
the time, we just forwarded
our Houston phones to the
San Antonio office during
that disaster. Since then,
we moved our phones to
a cloud-based provider.
I'm currently sitting in my
home office with my desk
phone plugged in and I
can be reached as if I was
sitting in the office. Were
also running our report-
ing and trading software
‘in the cloud, which allows
our middle office teams
to serve our clients and
portfolio managers. Other
than not seeing my col-
leagues in the office, things
are working great. We are
using Zoom for client and
team meetings.”

Lucas Winthrop, COO
at  Winthrop  Wealth
Management in Boston,
has also leveraged his
experience with a prior
disaster to better ready
his firm for today’s crisis;
Winthrop Wealths offices
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were destroyed in a fire
last year.

“With our office fire in
June of 2019 and now, the
global coronavirus pan-
demic, applications in our
integrated tech-stack such
as Microsoft Teams allow
for our team to stay con-
nected internally with a
high degree of collabora-
tion and security via video
and chat,” he said. “Our
VOIP phone system for-
wards directly to our mobile
phones with the toggle of
a mobile phone app. Our
CRM allows us to keep up-
to-date on the fly and keep
all team members focused
with full transparency into
status of client activity such
as cases, tasks, or other cli-
ent related projects”

Heather Fortner is a
partner, chief compli-
ance officer and COO of
SignatureFD, with offices
in Atlanta and Charlotte,
N.C. Their 86 employees
made the move to remote
work relatively quickly
and easily, as the firm has
allowed every employee to
work from home once a
week prior to these current
events, granted they could
confirm basic office sup-
plies in their home offices
(printer, scanner, shredder,
etc.). The firm was already
working through Office
365 and had OneDrive in
place for secure document
sharing, so employees are
not saving documents to
their personal comput-
ers. Everything is saved in
publicly available folders
and drives. As the firm’s
COO, she feels she has the
perfect opportunity to act
as a “utility player” for the
rest of the organization, as
team members are fighting
to care for clients during
a volatile market, and care
for their families who are
quarantined at home with
them. “T've had the privi-
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lege to clear my calendar
and prioritize my day so I
can float from team to team
and fill in wherever I'm
needed most, from one day
to the next. I don't think
anyone but the COO has
the visibility across the firm
to play ‘safety We have a
unique ability to go wher-
ever we are needed most”

These COOs have lever-
aged their past experiences
to tackle the current envi-
ronment head-on. Firms
need to recognize that now
is not the time to create
an ideal business continu-
ity plan; emphasis should
be placed on simply stay-
ing functional and utilizing
what is currently available
to the firm with as few
unnecessary changes as pos-
sible. Hopefully this forced
remote situation will open
the eyes of other COOs and
allow them to build more
stable and robust disaster
recovery plans, and not just
documents. H

Matt Sonnen is founder
and CEO of PFI Advisors,
a consulting firm that helps
financial advisors build
more impactful and profit-
able enterprises. Follow
him on Twitter at @matt-
sonnen_pfi

"As a test of our business
continuity plan, we have asked all
employees twice a year to work
from home and confirm they can
access all systems and perform
their normal duties."

-Tom Harms, Partner and COO
Summit Trail Advisors
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Blogging has historical-
ly been a great strategy to
build awareness, credibility
and act as a potential source
of qualified leads over the
long term. Given the cur-
rent COVID-19 environ-
ment, its important now
more than ever to remain
visible with clients and
prospects, and provide your
point of view during this
complicated time. As with
any marketing strategy, it’s
important to plan ahead.
Here are seven tips to get
you started:

1. Do you like to write?
Ask yourself if writing is
something you enjoy.
If you don't like to write,
don't do it. A blog allows
you to share your unique
POV, in your own voice,
directly to your clients and
prospects. The process of
writing a blog allows you to
get your thoughts on paper
and respond to frequently
asked questions from your
clients. If you enjoy writing,
then you’ll look forward to
blogging, rather than seeing
it as a chore!
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padfiflencial blog.

2. Who are you writ-
ing for? Make sure your
blog is centered on topics
your clients and prospects
care about. One quick way
to generate topic ideas is to
log the questions you are
already receiving from cli-
ents. The purpose of your
blog should be to educate
your target market on topics
they are interested in learn-
ing about with a POV you
want to be known for.

3. Talk to compliance
early. To ensure a smooth
process, talk to your com-
pliance team early. Review

ps While Social Di

‘jx/

your blog strategy, share an
editorial calendar and ask
the following questions:

« What disclosures will be
required?

« Are there any topics or
keywords you should avoid?
« Can you include video?

« Can you agree upon a
standard time frame for
reviews?

« Can you obtain approval
for the blog to be distrib-
uted via social, email and
print?

« Are you required to turn
off comments?

4. Establish an edito-

rial calendar. Your edito-
rial calendar should outline
how frequently you plan on
posting, the topics you plan
to write about, format and
themes. What's the right
cadence you can commit
to? How many posts will
you need to author with-
in a three-month period?
Remember, it’s best to focus
on quality content versus
quantity (once a week is
ideal). Zone in on topics
that you know your audi-
ence cares about and that
you want to be known for.
If your focus is small-busi-
ness owners, then topical
categories may include: exit
planning, qualified plans,
or buy/sell agreements. By
outlining your topics in
advance, you ensure articles
don't overlap. This creates
diversity across posts. To
help your blogs maintain
relevancy, peg your posts
to holidays, seasonality or
cultural events. This means
writing blogs that connect
to what's happening now.
Rotating the format will
keep content fresh. Instead
of a traditional article, con-




sider a Q&A with a local
thought leader (ideally an
influencer who can backlink
to your blog post and cross-
promote), guest blogs, vid-
eos, infographics, “how to,
case studies, or a list of top
10, top 5, etc.

5. Technical tips: There
are many resources that pro-
vide specific technical best
practices. Here are a few
items to consider:

o Keywords: Use keywords
that align with topics you
want to be known for. You
can research by typing in the
topic you plan to write about
and review Google’s “People
also ask” results for ideas of
words or phrases to include
in your blog.

« Title tags: A title tag is the
HTML code that displays the
name of your blog post in
search results and at the top of
your web browser. According
to Moz (one of the best free
online resources for all things
search), your title should be
unique, reflect the content on
your blog and be between 50
and 60 characters in length.
Backlinks: Backlinks allow
you to link to other authorita-
tive sites.
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« Image: Include a relevant,
visually appealing image
that correlates with your
blog (make sure you have
the rights to use it). Blogs
with images typically receive
more views.

o Length: There are vari-
ous studies done that iden-
tify the optimal length for
a blog. Generally, longer
is better, and somewhere
between 1,000 and 2,500
words is ideal.

« Bio: Have a link to your
headshot, bio and contact
information.

« Call to action: Ensure your
blog has a contact form.

6. Measure ROI: It
may take some time before
your blog creates a lead. It’s
important to remember that
the main goal of your blog is
not necessarily to generate
immediate sales, but to build
awareness, establish your
authority and engage. Key
metrics to assess include:
increase of social shares,
blog page visits and time
on-site. Eventually, you’ll
measure inbound leads.
Reviewing your metrics will
also help clarify which top-
ics are resonating to inform
future content development.

7. Promotion: Finally, it’s
time to promote your blog.
Make sure it is findable and
linkable—then spread the
good news! Make your cen-
ters of influence aware of
your blog and encourage
them to share it. Wherever
your digital footprint
appears, ensure a link to the
blog is present (email signa-
ture, LinkedIn profile, ban-
ner on your website, etc.) l

Matthew Bryan is 2nd
VP, digital marketing at
Guardian Life.

It's important
now more than
ever to remain
visible with

clients and
prospects.




On a recent call, a
large prospective client
used four words to sum
up what I believe to be our
current industry’s secret to
driving growth.

“Planning is the art”

Planning is the art.
Everything else can be sys-
temized

Think about that for a
minute, especially in the
context of the world today.
If financial planning is the
art, then you, the financial
advisor—the artist—have
the power to control the
finished piece.

Your clients’ financial
goals are like warm clay
in your hands. Its up to
you to give them shape
and structure, regardless of
external conditions—such
as market volatility and
economic uncertainty.

In times like these,
financial planning doesn’t
just help to keep your cli-
ents’ goals on track. It also
helps keep your clients
themselves from making
impulsive, reactive deci-
sions influenced by a vola-
tile market.

True art is not reactive.
It's controlled, deliberate,
purposeful.

We’re Breaking
Down Barriers
Connections, not bound-
aries, are more important
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now than ever before.
We've always offered Orion
Planning at no additional
charge to our advisors, but
with the COVID-19 pan-
demic turning financial
planning into a necessity,
not a nice-to-have, we saw
the opportunity to help
other advisors and their
clients. As part of our
Business as Usual program,
we're currently offering our
planning platform free of
charge to all financial advi-
sors so that they have the
tools they need to better
guide their investors.

The benefits of plan-
ning can’'t be overstated,
especially during times of
crisis. But even under nor-
mal conditions, research
indicates that clients with a
formal financial plan were
seven times happier than
those without one*. That
has the very real possibility
of turning into seven times
the loyalty, or seven times
the number of referrals—
both of which can drive
growth for advisors.

We’re Helping
Planning Drive
Prospecting

It follows that if financial
planning is your firm’s
art, you should lead with
it when youre trying to
acquire new clients. But
what we've found is a seri-

ous disconnect between the
value of financial planning
and the ability of firms to
promote and capitalize on
those services. In fact, 70%
of advisors with financial
planning tech dont serve
plans to their clients**.
That’s a missed opportu-
nity for advisors and clients
alike. So we set out to cre-
ate a cohesive, streamlined
experience that marries
thoughtful planning-driv-
en campaigns to intuitive
workflows within Orion
Planning. We added best-in-
class marketing execution
technology, and Market*r—
the industry’s only advi-
sor marketing platform
designed to drive engage-
ment specifically through
planning—was born.

We'’re Building a
Connected Client
Experience

One of the biggest ben-
efits of financial planning
for you as an advisor is
its ability to tie progress
toward client goals directly
to your investment deci-
sions. When clients see and
understand that connec-
tion, it enhances your value
to them.

That’s not all. Being able
to visualize progress toward
goals alongside invest-
ment data—and being able
to access that information

whenever they want—cre-
ates a cohesive, satisfying
client experience. Our mod-
ern Orion Planning portal
puts that experience right
into the palms of clients’
hands, and were launching
an initiative to transition all
Orion clients to that new
portal experience.

As a financial advisor,
you're the artist. Orion has
the tools and solutions you
need to systemize your
operations so that you can
focus on sculpting your cli-
ents’ financial futures. l

Ready to learn more? Get
in touch with us today!

*https://www.fidelity.com/about-fidelity/
institutional-investment-management

fidelity-finds-number-of-tech-savvy-
eadvisors-has-grown

#2019 Orion Client Data

70% of
advisors
with financial
planning tech
don't serve

plans to their
clients**,
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