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Raise Awareness



Build Share of Mind

• Published books, white papers, articles
• Television and radio interviews
• Blogs and Podcasts
• Seminars and Webcasts
• Coffee meetings
• A rising tide …



Six Elements of Trust



Articulating Your Value
Creating a Benefit Laden:

• Vision Statement
• Mission Statement
• Value Proposition
• Elevator Speech
• Tag Line

• Big picture goal
• Why you do what you do
• How you do what you do
• What you do to make 

benefits real
• Compelling, Clear, Concise
• Emotional triggers



Quickly Engage

• Know your audience.

• What problems do you solve?

• Talk about them first.

• Demonstrate you get what’s important to them.

• Why should they work with you?



Short Hand to All Marketing
• Must see the benefit right away

• People are impatient

• Must be simple message

• Simple and fast

• Not remotely about you

• Must connect at emotional level

• Highly skeptical 

• Show don’t tell

• Make referral sources look good



Guess Who?
1. “Fact-based disciplined 

approach, time-tested 
investing principles, 
personalized to your 
situation and goals, premium 
advice without premium 
price”

2. “A one-to-one relationship 
based on trust, financial 
advice tailored to your 
needs, world class research 
and insights”

3. “Individual and family 
investors a world-class asset 
and wealth management 
platform through our Private 
Bank, Asset Management 
and Private Wealth 
Management Teams”

1. JP Morgan Chase

2. Merrill Lynch

3. Schwab



What Are You Known For?



2 Minute Drill



Are You Leveraging Your AIF 
and AIFA Designations?



Respected Designation

• “Takes real 
effort”

• “Proclaims 
genuine 
expertise”

~ Ten Most Wanted Designations, Financial Planning magazine, 2006



Positioning Check List

1. Add AIF / AIFA Code 
of Ethics to:
– Website
– Info Packets
– Lucite Stand in Lobby
– Framed on Wall
– Seminar and Meeting 

Talking Points



Positioning Check List

2.  Use the tools



Positioning Check List

3.  Use the marks 
in bio, title



Positioning Check List

4.  Links to 
validating 
sites



Positioning Check List

3.  Use logos 
and seals



Positioning Check List
4. Generate buzz online

– Blog posting
– LinkedIn Q&A, posts
– Twitter / links
– Social network posts
– Podcast messages

• iTunes
• Podcast Alley
• Blog Talk Radio

– Video messages
• YouTube
• Websites, blogs



Positioning Check List
5. Make it news

– News Release
– Bylined Article
– Letter to Editor
– Desk Side Briefing
– Email Pitching
– Phone Campaign
– Online News Posting
– In the News page 

with logos and links



Positioning Check List

5. Educate and inform
• Client letters
• Newsletters
• Post card campaign
• Affinity events
• Seminar events



Positioning Check List

5. Educate and inform
• Client letters
• Newsletters
• Post card campaign
• Affinity events
• Seminar events



Play to your strengths



Strength-Based Credibility Chart
Writing
Book author or contributor
White paper creation
Bylined and published articles
News Release content
Web site content
Newsletter – soft or hard copy
Client survey creation
Greeting card sentiments
Print and Yellow pages ads
Direct mail (letters, postcards, etc.)

Speaking
Radio or Television appearances
Sponsored events / Workplace 
education
Referral strategy
Community involvement
Professional and Social networking 
Advisory board
Client events
Prospecting events
Trade fairs / Community fairs
Telephone campaigns



Fiduciary Marketing Report

www.bobveres.com



Q&A with Panelists
Terrance P. Power, CFP®, AIFA®, QPA®, 
APR®, ERPA, CLU®, ChFC®
Plan Compliance Services
Clearwater, Florida
(813) 281-0707 x110 
www.plancomplianceservices.com

David J. Bromelkamp, AIF®
Allodium Investment Consultants
Minneapolis, Minnesota 
(612) 230-3702
www.aicria.com Special thanks to:

Roger L. Levy, LLM, AIFA®
Cambridge Fiduciary Services, LLC
Scottsdale, AZ   |  Greenwich, CT
(480) 735-8200  |  (203) 869-0033
www.cambridgefiduciaryservices.com

Larry E. Crocker, AIFA®, CRPS, PRP, PPC 
Fiduciary Consulting Group, Inc.
Nashville, Tennessee
(877) 324-1650
www.fiduciarycompliance.com 

Mario C. Giganti, CPA, CFP®, AIFA®
Cornerstone Capital Advisors

Uniontown, Ohio
(330) 896-6250 
www.ccadvisors.com



How Do You Demonstrate 
Trustworthiness in Money 

Management?

Independent Verification and
Certification of Fiduciary Excellence



“Trust but Verify”

• An organization assessed by an 
independent auditor 
and Certified by CEFEX
– Recognized as adhering to the highest

level of fiduciary best practices
– Worthy of public trust







Independent Verification and
Certification of Fiduciary Excellence

• Improve and maintain a prudent 
investment process

• Reduce exposure to fiduciary breach 
claims 

• Potentially improve investment 
performance

• Reassure clients and strategic partners



Certificate of Registration



Standardization Essential to 
Certification Process

• Standardization essential to achieve global acceptance of fiduciary 
excellence. 

• Standard approach assures investors of consistent unbiased 
methodologies. 

• Assessments performed according to standardized process 
consistent with International Organization for Standardization (ISO) 
19011. 

• Assessments verify Organization’s conformity with Practices and 
Criteria that comprise Global Fiduciary Standard of Excellence 
originally 
– Developed by Foundation for Fiduciary Studies 
– In association with American Institute of Certified Public Accountants 

(AICPA)
– Substantiated by legal memoranda prepared by leading law firm 



Fiduciary Quality Management System™

• Practices and Criteria that define a Global Fiduci
ary Standard of Excellence organized under four
-step quality management system.

• Steps consistent with global ISO 9000 Quality
Management System standard.



ASPPA Record Keeper 
Certification

• Excellent way firms distinguish selves in marketplace 

• Recognizes firms for adherence to standard of 
excellence and dedication to industry best practices 

• Firm-level certification addressing three business 
models in the recordkeeping industry: 
– Firms that bundle recordkeeping services along with their 

proprietary investment products
– Firms that offer recordkeeping independent of investment 

products
– Firms that perform third party administration and compliance 

services only









Reminder: 

Marie Swift, President
Impact Communications Inc.

2007 West 91st Street, Ste. 201
Leawood, KS 66206

Phone:  (913) 649-5009
marieswift@impactcommunications.org

www.ImpactCommunications.org


