
How Content Marketing is the New Key 
to Business Success



Bring up the past

Identify the future

Challenge your current business model to evolve your 
marketing into the future

O V E R V I E W



3

https://youtu.be/16GxcVDTn1
M



Prospecting in 2000 included:

2000 was 20 years ago! 

• Cold calling
• Door to Door
• Direct Mail (Letters, Postcards)
• Giveaways (Toaster, Roadmap Atlas)
• Print ads

• Tip Clubs
• Rotary Club
• Chamber of Commerce
• BNI

• Referrals
• Networking
• Letter campaigns



2000 was 20 years ago!  What was Google doing in 2000?  Yahoo?  AOL? 

How much has technology changed in 20 years?



Technology has 
Advanced



HOW HAS TECHNOLOGY ADVANCED?

Websites Social media Search 
engines

Modern day drip 
marketing

Email 
automation

Digital ads CRMs YouTube + 
Videos

Smart 
Phones

Artificial 
Intelligence 
(AI)
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WHO IS YOUR TOP SALES PERSON?

Is it you? Is it DIGITAL you?



SURPRISE!
It’s DIGITAL 
you! 



Daily emails

DIGITAL VERSION OF YOU

Views: 5

Website

Received: 121
Sent: 40

Social media

Visitors: 15



TOP SALES PERSON

4 meetings 
per day

136+ daily 
interactions



Let’s 
10x

The 
DIGITAL 
you! 



E X T E N D I N G  Y O U R  
D I G I T A L  

H A N D S H A K E

LET’S VIRTUALLY MEET 
YOU



Let your 
prospects 
digitally meet 
you, so they 
will: Shorten your sales cycle and gain 

more qualified clients

KNOW YOU
LIKE YOU 
TRUST YOU 



What does that look like?

WHO IS THE DIGITAL VERSION OF YOU?

• Optimized for phones

• Banner image 

• Biography summary

Grab your 
smartphones

If you DON’T HAVE a 
digital YOU, then you are 
FAST becoming digitally 
irrelevant.

Make your profile 
amazing



Enhance your LinkedIn 
profile 

You guessed it! 

401k‐marketing.com/Fi360
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WHAT DOES YOUR ARTICLES & ACTIVITIES 
SAY ABOUT YOU?

401k‐marketing.com/Fi360
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WHAT DOES YOUR ARTICLES & ACTIVITIES 
SAY ABOUT YOU?

LinkedIn’s algorithm 
likes pictures



WHAT DOES YOUR ARTICLES & ACTIVITIES 
SAY ABOUT YOU?

4,582 views



Connect all of your experiences 

Display company logos

You guessed it! 



TECHNOLOGY HAS ADVANCED

LinkedIn

CRMs

2000 2010 2020

What’s next?

2002
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What about other 
decision makers?

• Director of HR

• 7 out of 10 are female

• Average age 42 years old



TECHNOLOGY HAS ADVANCED

LinkedIn

CRMs



Can you socially do more?

You want your 
prospects to digitally 
notice you 

401k‐marketing.com/Fi360



2nd

Let’s talk about your 
content

How are you promoting you?



Cold 
Calling

Website

Social Media

Email 
Campaigns

Digital Ads

Retargeting

Seminars

Newsletters

Infographics

Magazines

Videos

Centers of Influence 
Introductions

Client Referrals

Blog 
Articles

Direct 
Mail

WHAT ARE YOU USING TODAY?



Play a game

MATCH THE 
TRADIT IONAL 
AND MODERN

1 2

LOOK AL IKE  
GAME

TRADIT IONAL MODERN
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2:00

Play a game

TRADIT IONAL MODERN

MATCH THE CARDS



Match the Cards TRADIT IONAL MODERN
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Match the Cards

TRADIT IONAL MODERN



Match the Cards
TRADIT IONAL

MODERN



U P D A T I N G  T O :

MODERN DAY DRIP 
MARKETING



MODERN DAY MARKETING

Bringing it all togetherContent curation and  
creation

Data collection 
and analysis



Pick a topic – any topic

HOW TO CURATE CONTENT

• Power of proofreading

• Gain compliance approval

• Promote on Social Media

Research your 
topic

Find a focus that is relevant, 
timely, and positions you as 
a retirement plan expert

Publish & Share! 



Fiduciary Plan 
Governance

PICK A TOPIC

Plan Design & 
Administration

Financial 
Wellness

Investment 
Oversight



WHO SHOULD WRITE IT?

Time Money

Hire
a WriterYou Subscribe to 

Content



HOW ARE YOU MARKETING ACROSS 
GENERATIONS?

http://www.pewinternet.org/2009/01/28/generations‐online‐in‐2009/
http://www.wmfc.org/uploads/GenerationalDifferencesChart.pdf

Boomers Gen X Gen Y Millennials Gen Z

Company Decision Makers

Ages 73 ‐ 55 Ages 54 ‐ 40 Ages 42 ‐ 29 Ages 39 ‐ 22 Ages 21 ‐ below



Meet 
Robert CEO of Kensington Group

53 years old

Researching for a new advisor



How Robert researches

HOW TO MARKET TO ROBERT?

72% Generation X Uses the Internet to 
Research Businesses

35% use LinkedIn

Has the Highest Brand Loyalty Across All 
Generations

Register your business with Google 

Active social media postings

Content that encourages loyalty (client 
appreciation, checklists, email campaigns)

Your marketing materials



How to market to other decision makers?

Human to Human (H2H connections) 

Baby boomers

Gen Y

Millennials Generation Z

Other 
demographics 



L E V E R A G I N G  
T E C H N O L O G Y

DATA COLLECTION AND 
ANALYSIS



Capture the data

VIEW S ITE  
INFORMATION 

TO LEARN 
V IS ITOR 

BEHAVIOR

1 2

SETUP GOOGLE 
ANALYT ICS  



How to …
Sign up for Google Analytics

https://analytics.google.com



Google Analytics  How many people are visiting 
my site?



Who are they?Google Analytics



Who are they?Google Analytics



What are they doing?Google Analytics



Is your website a billboard or conversation?



Capture their email address

Lightboxes



Capture prospect 

data

Automatically create 

contact record in your 
CRM

Begin automated 

Email Campaign 

Collect all that data and add them to your 
email campaigns 



o Know exactly who is researching you

o Develop a ‘warm’ prospect list

o Create a pipeline of 401(k) leads

o Build brand awareness

o Create a name in your community 

o Market your services to interested 

prospects 

Why do you 
want email 
addresses?



FILL YOUR AUDITORIUM 



LINK DIGITAL YOU WITH DATA

Lead Nurturing 
Campaigns



Googles for information 
about fiduciary checklist

Prospect’s email is now 
integrated with CRM 
and enters additional 
lead nurturing 
campaigns

Google ads shows 
advisor website for free 
fiduciary file checklist

Prospect clicks and visits 
your website to 
download checklist

Prospect enters email 
address to receive 
checklist.

Curious Prospect Example



What CRM do you use?

Make a Zap! 

Redtail

Salesforce

Microsoft Dynamics

https://zapier.com 



TRACK THE DATA



LEARN WHO REALLY, REALLY LIKES YOU!



DIGITAL STOREFRONT 



Are we mad scientists?
Nah, just marketers 



WANT MORE 
LEADS?

Let’s follow
them! 
Be everywhere your 
prospects are



Be everywhere your prospects are

Sign up for Ads

Setup digital ads

https://ads.google.com 



WHAT ARE 
DIGITAL ADS?

S E A R C H



Google Ads
• Look alike audiences

• Add your competitors (why 
not?)

• Geotarget prospect locations

401k‐marketing.com/Fi360



WHAT ARE 
DIGITAL ADS?

D I S P L AY



LinkedIn Ads

• Target companies

• Look alike audiences

• Locations

• And more



V I D EO STRADITIONAL



3rd

Let’s talk about your 
content

How are you promoting you?



Cold 
Calling

Website

Social Media

Email 
Campaigns

Digital Ads

Retargeting

Seminars

Newsletters

Infographics

Magazines

Videos

Centers of Influence 
Introductions

Client Referrals

Blog 
Articles

Direct 
Mail

WHAT ARE YOU USING TODAY?



Workbook

Sitting down together, one year from today…

What types of content do 
you want to produce?  
And, why?



Prospecting in 2000 included:

2000 was 20 years ago! 

• Cold calling
• Door to Door
• Direct Mail (Letters, Postcards)
• Giveaways (Toaster, Roadmap Atlas)
• Print ads

• Tip Clubs
• Rotary Club
• Chamber of Commerce
• BNI

• Referrals
• Networking
• Letter campaigns



Daily emails

ENHANCE THE DIGITAL VERSION OF YOU

50 Views
Website

Received: 121

400 sent 

Social media

150 Visitors



TOP SALES PERSON

1360+ daily 
interactions



If you’re still 
prospecting like it 
2000, it’s time for a 
CHANGE. 
Cold calling

Chamber of Commerce

BNI

Rotary Club

Print ads

2000 WAS 
20 YEARS 
AGO! 



Capture prospect 

data

Automatically create 

contact record in your 
CRM

Begin automated 

Email Campaign 

Collect all that data and add them to your 
email campaigns 



Feed a man, he eats for a day Teach a man to farm, he will eat for a lifetime

But once it’s setup…Yes, marketing takes time and focus.



Teach a man to farm, he will eat for 
a lifetime

Just like a farm – it takes a lot of work. It still takes work. 



Cheers to a lifetime of inbound leads 

HOWEVER

Once you prep the soil, it is a lot easier to 
seed, grow, and produce new clients

Intelligent integrated content marketing will 
feed your business for the NEXT 20 years 



QUESTIONS & OPEN CONVERSATION



Where you see your business in 2040? 

Challenge your marketing thinking to prepare for the 
next 20 years 

How will take advantage of technology advancements 
to develop and grow your business into the new 
millennium.

P R O S P E C T I N G  I N  2 0 4 0



THANK YOU  
for being awesome!

401(k) Marketing
121 Broadway I Suite 540
San Diego, CA 92101
www.401k-marketing.com
info@401k-marketing.com

MARKETING WORKSHOP
© 401(k) Marketing, LLC


