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Why is TD Ameritrade Institutional making 
this information available to you?

At TD Ameritrade Institutional we are committed to helping Advisors be 
successful. We continually look for ways to bring thought leadership and best 
practices ideas to you in order to support your business growth and success.  
We know how hard you work, and that sometimes it can be difficult to navigate 
some of the complexities in your business. Although the information included 
in this document isn’t tailored to the circumstances of a particular Advisor, 
we hope you find it educational, informative, and that it will help you identify 
opportunities in your business.

How should I use this information?

TD Ameritrade intends for this information to provide a general overview 
about the topics covered and to help you identify opportunities in your 
practice and important issues you should consider in developing a marketing 
strategy. Because TD Ameritrade Institutional does not provide legal, tax, 
or compliance advice, this information is not intended to be relied upon as 
such. While TD Ameritrade Institutional hopes that you find this information 
educational and thought-provoking, you need to determine whether the 
information is appropriate and applicable to you and your firm. You should 
consult with attorneys or compliance experts that understand your particular 
circumstances before utilizing any of the ideas presented here in your practice.
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Introduction

Marketing isn’t just a logo, a tagline, a billboard, or 
a press release. It’s a strategic, holistic approach to 
communicating your firm’s image. It lets people know 
who you are, what you do, what you stand for, and how 
you can help them.

In this guide, we’ll walk through how to create a marketing strategy for 
your business that doesn’t necessarily require full-time help to execute.

A good marketing plan allows you to: 

• Ensure the image you project is consistent across all touchpoints

• Grow awareness for your business

• Reach potential clients

• Communicate the right way with existing clients

• Elevate and manage your firm’s reputation

And, while you don’t need to hire a team to develop and execute a full-
fledged marketing strategy, it’s a far better idea to approach marketing 
with a solid plan in place than by engaging in one-off tactics that may not 
align with a broader purpose or goal. That’s what this guide is designed 
to help you figure out.

So...let’s get to it!

Guidebook

We know you’re busy 

serving your clients. But if 

you’re looking to grow your 

business, build a bigger 

presence in the community, 

get the word out about 

your services, or generate 

more brand awareness—a 

marketing strategy is your 

first step.
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Value proposition

A value proposition is the 
story you tell about your 
business. It’s a sentence 
or two that clearly tells 
audiences who you are, 
what you do, and why they 
should care.

Key messages

Statements that ladder up to 
your value proposition and 
go in to greater detail about 
what makes your business 
stand out. Use them to tell 
your firm’s story across 
audiences and platforms. 
Key messages should be 
bold, approachable, and 
adaptable. And they should 
sound like you.

How do I begin?
Start with your value proposition. Use it to guide a list of differentiators 
about you and your business. Think about: The unique services you offer. 
What makes you different from your competitors. How you are best suited 
to the market you serve. What types of clients you have. What types of 
clients you want. What people say about you.

These business characteristics, plus your value proposition, can now help 
you to develop a set of key messages. Think of your key messages as a 
“cheat sheet” you can use for reference when you’re talking about your 
firm. Spend some time thinking about the top four or five things you want 
people to know—and remember—about you.

Exercise: Key message development
Use the space below to jot down some differentiators 
and key message thought starters.
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It’s not just about you: 
Why your audience is important

All good marketing forges a connection with its audience. If you want to inspire 
trust, make people understand you’re a great listener, share your passion for 
your community, or encourage clients to take control of their financial futures, 
your marketing efforts are the place to do that.

Exercise: Who is my audience?
Use the space below to zero in on who your audience is. Answer questions like:

Now, think about how you want to 
make them feel. Some examples:

• Trusting

• Safe

• Excited

• Hopeful

• Brave

• Inspired

• Confident

• Relieved
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• Are they current clients? Prospects? Both?

• What do they say about me? 

• What’s my relationship like with them?
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Finally, think about what they have in common, and how you might best be able to reach them. Are 
your clients digital natives who go online for recommendations on where to shop, eat, get health 
care—and even financial services? Is your client base active in the community, participating in local 
events and likely to notice a sponsorship or ad from your firm that will make them curious to learn 
more? Are they social media enthusiasts, always refreshing Facebook®, LinkedIn®, or Twitter®? Are 
they news junkies, constantly looking for new articles that they think will give them a financial leg up?

Of course, your client base is likely diverse; maybe all of these characteristics sound like them. Maybe 
none of them do. But if you start thinking about how they consume information and interact with 
the world around them, you’ll be better able to serve them with the marketing content they’re likely 
to both notice and appreciate.

Use the space below to write down anything your clients may have in common, or ways you think 
you could most effectively reach them.

Guidebook
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Your marketing today... 
and looking ahead

Even if you think you aren’t doing anything currently to market yourself, you 
probably are. Here’s your chance to do a mini-audit of your current tactics.

Exercise: Current state marketing
Check off from the below list any of the tools you currently use for your business.

   Website

   Email newsletter

   Twitter (professional account)

   Facebook (professional account 
or business page)

   LinkedIn 

   Print ads

   Television ads

   Radio/podcasts

   SEO/SEM

   Community involvement

   Event sponsorships

   Word of mouth

   Direct mail

   Brochures

   PR efforts

   Other (list)
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It’s unlikely you didn’t check any of the boxes above. Are the tactics you’re currently using ones you 
want to continue? Would you like to shift from print or broadcast to digital? Scale back on costly ad 
spends to create and distribute more of your own content? Think about what’s working, what isn’t, 
and what you’d like to explore. 

Exercise: Future state marketing
Now, think about businesses whose marketing has impressed you. And don’t just think 
financial! Great website? Informative email? Which of those tactics aren’t you using that 
you’d like to be? What about marketing that has turned you off? Too informal? Too stuffy? 
Too frequent? Jot a few notes about how your ideal marketing strategy would operate in 
the space below.
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Building the plan

After all of that exploration, it’s time to get to work. Now that you know what 
you want to say, and who you want to say it to, you need to figure out how—
and where—you want to say it.

Review the things you wrote down about your clients and other audiences in the 
previous exercises. What is going to be the most effective way to reach them? 
It’s okay not to know; sometimes marketing requires some trial and error.

Before you start diving into the tactics, remember: You don’t have to do it 
all. Just because the firm down the street has a PR agency and thousands of 
followers on Twitter doesn’t mean it’s right for you. Marketing is never one-
size-fits-all—much like financial advising. Choose the tactics that work for you 
and fit with your goals and strategy. 

In the last pages of this guide, you’ll find some overall marketing best 
practices to keep in mind. You’ll also find a list of questions to help you decide 
if the tactics outlined below are the right fit for your firm.

Remember your call to action

All marketing materials should include a call to action; it’s what you 
want your viewer, listener, or reader to do after interacting with 
one of your marketing touchpoints. It should be simple and easy to 
remember: Often, calls to action are as direct as “contact us today!”—
alongside the correct contact information, of course.

Guidebook
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A few content thought starters

When given a platform, many people lament, “I don’t have 
anything to say!” We’d argue you have plenty to say, but 
here are some ideas about what to add to your marketing 
efforts on your website, in emails, in social posts, and 
elsewhere.

• Share industry news and/or your take on it. Ask readers to weigh in 
and have a conversation!

• Offer regular tips and advice, even if it means nonpaying clients will 
benefit. It lets people know you’re an expert who’s willing to help.

• Congratulate a peer in the field on a big win. It strengthens 
relationships, and it just makes you feel good.

• Let people know about what’s happening in your business. Moving 
offices? Adding a staff member? Running a workshop on planning 
for the future? Spread the word!

• Pose a question about a hot topic in financial advising. Find out 
from your networks if they’re seeing the same trends.

• Ask for recommendations for other businesses or community 
organizations you can partner with. As you know, word of mouth is 
a great way to connect.

• Solicit feedback on (non-client-related, nonconfidential) business 
matters. Having trouble connecting with someone on the phone? 
Learn someone else’s hacks. Want to know how to fine-tune your 
marketing strategy (even after reading this guide)? Tap your 
colleagues for answers.
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Building the plan

“Having a particular focus 

in the firm—a niche 

strategy—it’s the best 

piece of advice I would 

give to another RIA. If 

you are everything to 

everyone, you’re not going 

to be that one who can 

do it the best. We feel 

like we’ve differentiated 

ourselves by the breadth 

of services we’ve provided 

to our clients.”

Eileen O’Connor, MBA, CFP® 
CEO and Co-Founder, Hemington 
Wealth Management



“[We hired] somebody 

who had no experience 

in wealth management, 

but who understood 

communications 

strategically—it’s been 

spectacular.”

Matthew D. Kane 
President and Principal, 
Compass Ion Advisors, LLC
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Paid media

Paid media are the marketing placements 
you spend money to secure. They ensure 
your message and brand shows up in 
and on outlets where you want to reach 
your audiences, on traditional and digital 
platforms.

Advertising

Print ads: Local print publications could be a great place to have a 
presence, if those publications are widely read and regularly distributed. 
Make sure you pay for an ad placement that doesn’t have you languishing 
in the very back of a periodical. Print ads also tend to be costlier than 
digital, so make sure that if you choose this route, you’re investing in a 
publication you know your target audience reads.

Web ads: You can also devote your ad budget to digital. Explore display 
advertising on industry blogs, local news sites, or other niche properties 
you know your clientele visits.

Broadcast ads: Whether on TV or radio, some Advisors like to 
advertise their services on local broadcast stations. These methods—
particularly television—can get costly, but their reach can also be quite 
far. Even in a limited time frame and on a TV screen, you’ll need to 
communicate a key message—and a call to action—loud and clear. As an 
alternative to expensive TV or radio ads, consider taking your broadcast 
message online, via a YouTube™ channel or podcast.

Guidebook

Building the plan
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Owned media

Owned media are the marketing 
opportunities and materials that come 
directly from your business. These tactics 
allow you to completely control the 
message and distribution method.

Email
One of the cornerstones of digital marketing, communicating with 
customers, prospects, and partners via email is also a great way to 
distribute updates about your firm and the latest news coming from your 
office. And, it reminds people you’re there for them, ready to serve.

Don’t flood inboxes with messages light on content—but also don’t forget 
to check in once in a while with a reminder that your business is still there 
to provide valuable insights and services. Offer links to articles about 
why financial planning is a good idea; connect readers with additional 
resources in your community; link to a new blog post on your site.

Website
You may not consider this a marketing tool, but it is. Make sure you 
take time to update your site regularly. It should look and sound like 
the rest of your marketing materials do; refer to the key messages you 
created earlier in this guide. Your website is the place many prospective 
customers will turn first to learn more about you, so you want to make 
sure it shines. 

And, remember—as much as half of your audience could be viewing 
your site on a mobile device. Many services and platforms are sensitive 
to this and offer mobile-friendly options. You (or your web pro) should 
incorporate responsive design that reads on small screens. Avoid too 
much text, non-scalable design, graphic-heavy pages, or information 
overload.
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Bringing in extra help

Some firms have the 
resources, and the need, to 
hire marketing consultants 
to help with the heavy lifting. 
Often project-based work, 
like a rebrand, website design, 
PR push, or video initiative 
can benefit from calling in 
teams whose full-time job 
it is to handle some of the 
more “technical” marketing 
work. Tap your networks to 
find companies or individuals 
who’ve handled work like this 
for them.
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Blogging
Regularly posting to a blog can offer a valuable resource 
for your audience, and compelling content on it is a great 
way for you to get them to visit your site and engage with 
your brand. You don’t need to blog daily, but offering 
consistent updates is critical. Consider developing a 
monthly editorial calendar that lists the blog posts you’ll 
create. Aim for one a week. Then, share your posts via 
the social channels you’re using to give your content even 
more of a boost.

Video
Video is an easily digestible medium that can be 
distributed via a variety of channels—social, email, even 
playing on loop in your office. A short video about your 
firm and your services lets prospects and clients get to 
know you on a slightly more personal level than a website 
or an ad.

Videos can be as high-budget or low-tech as you want 
them to be. You can certainly hire a crew to create a 
flashy marketing reel, but you can also sit in front of your 
computer’s webcam and film a two-minute video each 
week for a series that answers clients’ frequently asked 
questions.

Think about where and how you want to distribute your 
video content. Some Advisors save videos for their 
website only, and use it sparingly; others establish entire 
YouTube channels with regular updates.

Print collateral
Have a brochure, flyer, or information packet about your 
firm? Printed marketing materials are great to have on 
hand to give new clients an overview of your business and 
services. They’re also useful to distribute at networking or 
community events to offer unfamiliar audiences a quick 
chance to get to know you.

Radio/podcasts
Many Advisors find that a great way to provide advice 
and content is over the airwaves. Partner with a local 
radio station if they have a need for a regular financial 
contributor. Or, go out on your own! Podcasting can be 
done from the comfort of your office, on your own time, 
and is a great way to establish yourself as an expert and 
connect with an audience looking for content to stream 
while they’re commuting, exercising, or simply spending 
time catching up in their podcast apps. Your format and 
frequency are completely up to you.

Facebook
The most important thing to remember when you’re 
building a social strategy is that you want to go where it 
makes the most sense to build connections. Facebook 
is great for staying in front of current clients, but not 
attracting new business—it’s unlikely that people 
unfamiliar with your firm will be interacting with you on 
this platform. That said, if you do choose to use Facebook, 
build up your business page with photos and updates, so 
current clients who are connected to you there can have a 
chance to see what you’re up to.
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Tech tools 
for nonexperts

Often, small-business owners 
don’t just do the work for 
which they’re known; they’re 
also office administrators, 
cleaning crews, payroll 
offices, and—of course—
marketers. Luckily, there are 
many online courses and 
tools that make some of the 
more technical marketing 
tasks, like analytics, website 
management, and social 
media, less of a foreign 
language. Search for “email 
marketing 101” or “learn 
website management” to 
find multiple reputable crash 
courses in some helpful 
marketing tools.
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LinkedIn
Linkedin is a great place to connect not only with customers and 
associates—but also with fellow Advisors. Start a conversation online and 
bring it into the real world. You could connect with valuable individuals 
whom you wouldn’t meet at a traditional networking event or community 
function.

Like Facebook, creating a page for your business costs nothing, and it’s 
a great way to boost your profile among potential partners, clients and 
collaborators.

Twitter
Setting up a Twitter profile for your business, or yourself as a professional, 
is free and doesn’t take up a lot of time. It’s a great place to follow industry 
leaders, business influencers, and news outlets.

Before going full speed ahead with a Twitter presence, though, ask 
yourself if you’ll be willing to maintain your profile there. It’s most valuable 
for individuals who use it a lot to engage in conversation; it moves very 
quickly and requires a fairly regular stream of attention to be truly 
worthwhile.

Community involvement
While not exactly “media,” community involvement is certainly a presence 
you can own when it comes to your business. It’s a great way to connect 
with the people around you and foster goodwill. If you’re passionate about 
something, share it! Bringing the organizations important to you close to 
your business benefits them, and connects your firm with an entirely new 
circle of individuals.
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As a financial services professional, your use of social media is regulated by relevant laws, 
rules, regulations, and any relevant policies and procedures of your firm. You are encouraged 
to consult with your compliance and legal counsel if you have any questions about 
participating in social media activity.
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Earned media

This is exposure in various outlets as a result 
of your marketing efforts. You won’t be able 
to control what, exactly, is distributed or how 
it’s positioned, but positive recognition from 
third parties is often an excellent de facto 
endorsement of your skills and services.

Public relations
Some Advisors look for opportunities to leverage their expertise, 
specializations, or business in general into earned media opportunities. 
This can include seeking out public speaking engagements, being featured 
in news articles, creating content that goes viral, or even just having 
people talk about you in public forums online.
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“I break all the rules when 

it comes to how to run a 

registered advisory firm. 

I’ll go to charity events and 

local functions to meet the 

people you need to know. 

Most of my marketing 

is nontraditional in the 

form of social media. It’s 

allowed me to reach a lot 

of people I would never 

have been able to reach.”

Bob Rall, CFP® 
Rall Capital Management
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The last word

Persistence is key

Don’t get discouraged if, in that first month or two, your phones aren’t ringing 
off the hook with new business inquiries or the local news isn’t scheduling you 
as a regular contributor. Building awareness of your business and services takes 
time and effort—but if you keep at it, you can begin to see the needle move in 
the places where your marketing is working—and if it’s not, you know you may 
need to make some tweaks.

Want to really get into the nitty-gritty about what’s working and what’s not? 
Explore using some marketing analytics tools to show you who’s engaging with 
your content and how.

Yes, marketing requires an investment of time and effort—and maybe even 
some cash. But with a well-planned strategy that takes into account your 
specific goals, audiences, and capabilities, you’ll be able to leverage the right 
tactics to get your firm’s message across louder and clearer than ever before.

Guidebook
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Appendix: 
Marketing quick tips
A few best practices to keep in mind as you nurture your marketing strategy and tactics:

• Be consistent. Don’t do an all-out media blitz for a month, only to follow it with six weeks of 
radio silence. Adhere to an editorial calendar. And, don’t forget consistency across messaging, 
voice, and tone, as well. Stay true to your key messages, and consistency is a piece of cake.

• Be clear. Use easy-to-understand, approachable language. Your clients and your prospects 
are people, too, and appreciate being spoken to in a conversational, but professional, tone. 
Communicating with them via your marketing materials is no different than the way you 
communicate with them when they’re sitting in your office. Be friendly, be concise, be helpful.

• Be authentic. With the goal of clarity in mind, also remember that you want to maintain 
your own personality and integrity in your marketing materials. Good marketing appeals to 
audiences on a very human level and builds connections. Strive to be true to yourself and 
your voice.

• Start smart. Notice we didn’t say “start small,” because maybe you don’t need to. But don’t 
bite off more than you can chew, especially while you’re still learning. Introduce one or two 
marketing tactics at a time, and stick with them.

• Be patient. Don’t abandon a marketing plan a month after implementing it because you’re 
not seeing double-digit traffic increases to your website or a spike in social engagement. You’ll 
need to give yourself time to build a voice, nurture relationships, and engage in meaningful 
dialogues. 

Appendix: Considerations when 
choosing marketing tactics
Ask yourself the following questions when exploring which tactics are the right fit for you.

• What are the pros/cons of using this method?

• What is the likelihood I could do this?

• What is the ease of implementation?

• What is the ease of upkeep?

• Would my clients respond well to this?

• Is there a downside?
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Advisors have not received remuneration for participation in providing testimonials. Advisor 
testimonials may not represent the experience of all Advisors using TD Ameritrade brokerage services. 
The Advisors mentioned are not affiliated with TD Ameritrade Institutional. TD Ameritrade does not 
recommend or endorse any Advisor that utilizes its brokerage or custodial services. More information 
about the Advisors is available on the SEC website.

TD Ameritrade and all third parties mentioned are separate and unaffiliated and are not responsible for 
each other’s policies or services.

TD Ameritrade Institutional, Division of TD Ameritrade, Inc., member FINRA/SIPC. TD Ameritrade is a 
trademark jointly owned by TD Ameritrade IP Company, Inc. and The Toronto-Dominion Bank. 
© 2019 TD Ameritrade.
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Appendix: 
Tracking your marketing

Use the chart below to track what you’re using to market your firm, what you’re 
saying, and how it’s working. 

Goal Tactic(s) Audience Message Success metric

https://www.adviserinfo.sec.gov/
https://www.finra.org
https://www.sipc.org

