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Client segmentation provides powerful potential benefits.  Fidelity research  
shows firms that have segmented their clients enjoy better client service, greater 
efficiencies, and stronger growth.

As a first step, decide upon your goals.  Firms have a number of ways they can 
segment clients, varying in the effort required and the results they generate. To 
determine the right option for your firm, take the time to thoughtfully decide the 
business outcomes you want to achieve. Your goals can help dictate the important 
decisions you need to make to seamlessly execute your segmentation plan.

Successful segmentation requires a total team effort.  From deciding on your 
service model and client experience to collecting and analyzing the necessary 
client data and training your team, a fully realized segmentation strategy requires 
strong leadership, thoughtful planning, and effective communications.

Collecting and accessing quality client data can help support segmentation.  
Building and maintaining the quality database you need depends on a number 
of factors, including your commitment to collecting clients’ data throughout their 
journey with your firm, and your investment in the technology and resources 
needed to keep the database running efficiently and effectively.



2

The case for segmentation
Winning in any competitive industry, including 
advisory services, requires working hard. But just 
as important, success requires working smartly. To 
that end, Fidelity believes that customer-centric 
firms that have a focus on organic growth will likely 

emerge as strong players in the industry over the 
long term. That belief is born from an array of 
research we’ve done with advisors just like you. 
One way that firms we’ve researched have become 
more customer-centric and more productive—
ultimately helping fuel growth—is by implementing 
client segmentation.

How does segmentation foster potential greater 
success? Let’s consider several ways:

•  Better client experience. Segmentation allows 
you to tailor your offering to each tier of clients 
according to their needs. In fact, according 
to Fidelity research, an overwhelming 85% of 
advisors who segment clients believe it’s critical 
to delivering an exceptional and differentiated 
client experience.1 

•  Better resource allocation. You are forever in 
search of greater efficiency. Segmenting allows 
you to match the right advisor with the right 
client, thereby increasing advisor productivity by 
allocating the right amount of time and money 
to each client, based on his or her needs. How 
much does it help? Nine in 10 advisors with a 
segmentation strategy tell Fidelity that it’s critical 
for increasing firm efficiency, advisor productivity, 
and overall firm profitability.1 

 1 The Fidelity Advisor Community Segmentation Study. This study was an online, blind survey (Fidelity not identified) that was fielded 
July 7 through July 21, 2016. Participants included 503 advisors who manage or advise upon client assets either individually or as a 
team, and work primarily with individual investors. Advisor firm types included a mix of banks, independent broker-dealers, insurance 
companies, regional broker-dealers, RIAs, and national brokerage firms (commonly referred to as wirehouses), with findings weighted to 
reflect industry composition. This study explored advisors’ attitudes toward client segmentation overall, and, for those whose firms had 
a client segmentation strategy in place, their perceptions of its impact. The study was conducted by an independent firm not affiliated 
with Fidelity Investments.

Source: The Fidelity Advisor Community Segmentation Study.1

Firm AUM

Reporting growth in AUM

Amount of $1 million + clients

Annual compensation per advisor
(mean)

$2,567M
$1,453M

74%

28%
16%

63%

$364K

$223K

 

Has a client segmentation strategy in place  

 

Does not have a client segmentation strategy in place  

BUSINESS BENEFITS OF CLIENT SEGMENTATION

“In order to implement the winning 
products and services strategy, 
and to develop the right products 
that fit the client needs and 
expectations, wealth management 
and private banking institutions 
must build advanced client 
segmentation.  Doing so would 
allow them to split the customer 
base into relevant groups and 
to match each segment with the 
appropriate offer.” 

 —  Deloitte, Global market, global clients but 
 local specificities, Wealth Management and 
Private Banking, 2016
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•  Better understanding of your business. In the 
end, knowing your business better can help you 
plan better, including knowing which segment 
drives the greatest growth, and letting you focus 
greater resources on those areas. Among firms 
we’ve researched, nine in 10 with a segmentation 
strategy believe it helps them identify clients who 
are not a good fit for their book of business.1 

•  Better overall business economics. Fidelity 
research also shows that in the past year, those 
firms with a segmentation strategy had higher 
assets under management (AUM), were more likely 
to have grown, had more higher-value clients, and 
reported higher compensation per advisor.

Who should consider segmentation?
Just about any firm can benefit from segmentation; 
however, some specific types of firms may benefit 
more than others, including:

•  Organic growth–focused firms: Segmentation  
can unlock better allocation of firm resources, 
which is critical to firms committed to long-term 
organic growth. 

•  Those seeking to grow through acquisition: 
Segmentation can allow firms to serve clients 
more efficiently: a must when growing through 
acquisition or absorption of another firm.

•  Firms that are hiring: Segmentation can help firms 
identify smaller clients that new advisors  
can nurture and grow with over time. 

3

Segmentation: Art or science? 
Segmentation can help you better understand—and 
ultimately satisfy—clients with varying demographic 
profiles, degrees of wealth, interests, and needs. 
A reasonable question to ask is: How much of 
segmentation is an art, and how much is a science?

The truth is: It depends. There are a number of 
factors—both quantitative and qualitative—that 
can help you better understand the value each 
client relationship provides, ultimately helping you 
determine the overall client experience you want  
to deliver.

The approach you take in establishing segmented 
tiers depends, in part, on how thorough you want 
to be in analyzing your client base. While our stories 
from the field share a range of approaches, the 
following is a summary of methodologies  
to consider. 

In its simplest  form, segmentation is a purely 
quantitative exercise. However, advisors can take 
segmentation to the next level by also factoring in 
qualitative client attributes, allowing the advisor 
greater sophistication in understanding the true 
needs of each client tier. Most advisors that we 
surveyed segment their clients based on client 
profitability.  

TOP FIVE FACTORS USED IN CLIENT SEGMENTATION APPROACH

 

Source: The Fidelity Advisor Community Segmentation Study.

Primary
Secondary

 

 

22% 28%

17% 25%

7% 27%

5% 16%

Client profitability

Client asset level

Time and resources  
required to service client

Future client revenue

Product and service  
needs of specific clients

30% 23%
1

2

3

4

5
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EXAMPLES OF SEGMENTATION METHODS

LEVEL OF 
EFFORT AND 
SOPHISTICATION

DESCRIPTION AND APPROACH POTENTIAL BENEFITS CONSIDERATIONS

LOW Stack rank:  
Firms rank and subsequently group 
clients into service tiers based on one 
attribute (e.g., revenues generated to 
the firm or assets). This is a very basic 
approach to segmentation.

  
•  Provides a relatively easy 

way to assess:  
1) How many clients are 
driving the majority of the 
revenue to your firm, and 
2) Who these clients are.

 
•  One-dimensional  

approach. Does not 
consider all the attributes 
that you may consider 
important in defining the 
true value of your clients. 

•  May not allow for you to 
deliver a personalized 
client experience based 
on the unique needs, 
attitudes, and behaviors  
of clients.

MEDIUM Scored stack rank:  
Provides a way to rank and subsequently 
group clients into service tiers based on  
an overall score (e.g., 1 to 5) that’s 
calculated for each client based on a:

    –  Set of scored client attributes that 
contribute to the value you place on 
your client relationship.  

    –  Weighting you assign each of these 
attributes (e.g., 50% revenue,  
20% share of wallet, 20% referrals, 
10% likeability).

 
•  Helps you define the value 

of the relationship based 
on a weighted average of 
attributes that you feel  
are important.

  
•  Requires a high degree 

of thought to determine 
the attributes and their 
weights. 

•  Requires having a 
consistent set of robust 
data about your clients.

 •  While multi-dimensional, 
may not allow you to 
deliver a personalized 
client experience based  
on the client’s unique 
needs, attitudes, and 
behaviors.

See Sample illustrations and 
worksheets for an illustration 
of scored stack rank.

HIGH Behavioral and attitudinal:  
Provides a way to further differentiate 
the client experience based on unique 
client needs, attitude, behaviors, and 
interests. This approach can be used in 
combination with stack rank or scored 
stack rank.

 

 
•  Multi-dimensional 

approach that considers 
what the advisor values, 
combined with client 
needs. 

•  Helps you assign clients 
to service models and 
advisors based on their 
value to your firm, as 
well as on services they 
may need or want (e.g., 
preference for online 
collaboration, desire 
for more frequent 
communication).

 •  More differentiated client 
experience that has the 
potential to deepen  
client loyalty.

 
 •  Requires you to 

consistently capture 
and analyze a robust 
set of qualitative and 
quantitative client data.

Source: Fidelity Investments. This information is for educational purposes only and is not exhaustive of all the ways firms may want to 
consider segmenting their client base.
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Best practices
To help you get started with your segmentation 
plan, the following pages will provide you 
with information and resources on the basics 
of segmentation by sharing approaches, best 
practices, and lessons learned from three firms 
that have succeeded through segmentation.

BRIGHTON JONES
KAYNE ANDERSON RUDNICK  

WEALTH ADVISORS
OMNISTAR FINANCIAL GROUP

Headquarters: Seattle, WA

AUM: $3.6 billion

As of October 31, 2016

Source: Brighton Jones

Headquarters: Los Angeles, CA

AUM: $12 billion

As of October 31, 2016

Source: Kayne Anderson Rudnick  
Wealth Advisors

Headquarters: Wilmington, NC

AUM: $130 million

As of October 31, 2016

Source: OmniStar Financial Group

FIRM PROFILES

The third-party service providers listed are independent companies and are not affiliated with Fidelity Investments. Listing them does 
not suggest a recommendation or endorsement by Fidelity Investments.

No matter how big or small your firm, you can 
take some basic steps to segment your client 
base to gain efficiencies, deliver a more tailored 
experience, and ultimately help you drive  
greater growth. 

STEP 3:  
Effectively collect, 

manage, and analyze 
client data

STEP 4:  
Strategically 

 transition clients

STEP 2:  
Create segmentation 

that supports the client 
experience

STEP 1:  
Thoughtfully define  

your goals

BEST PRACTICES
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          STEP 1:  
Thoughtfully define your goals

“We wanted to grow organically, 
but not by adding headcount 
and hurting margins. Instead, we 
wanted to make better use of 
our team and tools to grow more 
efficiently.” 

—  Jeannine Vanian, Chief Operating Officer,  
Kayne Anderson Rudnick Wealth Advisors

The firms we feature share one common 
denominator: they all consider segmentation as a 
critical pillar that supports their long-term organic 
growth. In practice, however, each firm has 
approached segmentation with a unique set of 
objectives, which helped shape their different 
approaches to segmenting. 

As you think about embarking on your segmentation 
strategy, we encourage you, as a first step, to take 
the time to clearly define what you want to achieve 
from segmentation. To help you work through 
that process, here’s how the featured firms initially 
approached segmentation: 

ALLOCATING FIRM RESOURCES BETTER FOR MORE 
EFFICIENT GROWTH 

For Los Angeles–based Kayne Anderson Rudnick 
Wealth Advisors, the path to segmenting its client 
base was a natural outgrowth of a broader client 
experience initiative. In 2011, the firm implemented 
a new customer relationship management (CRM) 
system, prompting the firm to look for strategic 
ways to improve the client experience. 

“We felt that if we were going to invest in the new 
CRM,” says Jeannine Vanian, chief operating officer 
of the firm, “it would be an opportune time to 
simultaneously identify some of the pain points in 
servicing our clients, thereby improving the overall 
client experience.” 

One of the pain points they found: Their strongest 
advisors, who were also tasked with business 
development, had reached a point where their time 
was increasingly consumed by client service activity 
and they had no capacity to perform new business 

development activities. Further, there was another 
big pain point: The firm was providing all clients the 
same level of service, regardless of their value to 
the firm. 

“Simply put,” says Vanian, “we had smaller clients—
who do not generate the same levels of revenue 
—taking up a significant amount of our senior 
advisors’ capacity. That had to change.”

The firm’s inward-looking analysis ultimately 
became the catalyst for making strategic decisions 
about where the firm wanted to be in five and 10 
years … and how they wanted to get there. 

“We wanted to grow organically, but not by adding 
headcount and hurting margins,” says Vanian. 
“Instead, we wanted to make better use of our 
team and tools to grow more efficiently.”

DEDICATING MORE TIME TO CLIENTS FITTING THE 
IDEAL PROFILE

For some firms, segmentation is actually part of 
their original DNA. 

Take, for example, Wilmington, NC–based 
OmniStar Financial Group. From their first days 
in existence, the firm segmented clients by niche 
market, such as medical professionals, or business 
owners. “That was a very good approach for getting 
the firm started,” says Phillip L. Clark, president. 

But there was a rub: The firm didn’t segment 
enough to deliver consistent, high-quality service 
for all its clients. “We want to deliver a ‘Wow’ 
experience for all clients,” says Clark. “To do that, 
we needed to get more specific about the unique 
qualities of more client types.”

In OmniStar’s case, the firm is committed to 
growing organically with only clients that fit its ideal 
profile. Within the ideal profile, however, Clark 
says that understanding the differences in clients 
provides big benefits to the firm and its advisors. 
“By understanding each segment’s needs better,” 
says Clark, “we are able to provide a level of service 
that motivates clients to increase share of wallet 
and offer more referrals,” says Clark. “All of this 
emanates from the extra time advisors have to 
deliver that ‘Wow’ experience.” 
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Define your desired outcomes, as well as 
any current limitations to reaching goals. 
Whether you have clients with untapped 

growth potential or capacity constraints that limit 
your ability to add clients, consider conducting an 
assessment and documenting:

• What you hope to achieve from segmentation 
• The benefits you expect it to provide 
• Any current limitations to achieving your plan 

This assessment can help you begin your process 
of developing a comprehensive strategy and 
approach for the initiative.

Commit to the initiative. Developing and 
implementing a segmentation strategy can 
be a multiyear effort. Is your leadership 

committed to investing the time and effort a 
segmentation strategy may demand? It’s wise to 
discuss this before starting the process. At the 
same time, consider some of the limitations you 
identified in your assessment and how you plan to 
address them.

Appoint a project sponsor for the 
initiative. Regardless of your firm’s size, you 
may want to appoint an executive leader as 

a project sponsor for the segmentation initiative.  
A project sponsor typically “owns” the project, 
helping the firm realize its expected benefits by 
allocating the necessary resources, as well as 
leading the organization through successful 
implementation.

7

Establish a set of metrics to measure 
results. To help you determine the plan’s 
effectiveness, consider establishing a set of 

key performance indicators (KPIs) to benchmark 
what your firm deems as success. Consider 
selecting KPIs that align with the goals and 
objectives you established for the segmentation 
initiative. This will help you more accurately gauge 
the results of your efforts.

Communicate your plans to your teams. 
Once your firm makes the commitment, 
communicate your plans to your 

organization. In these communications, consider 
focusing on the reasons for the initiative, the 
potential benefits for the firm, and the type of 
commitment and involvement that will be expected 
by associates. This is also an opportunity to 
introduce the project sponsor and how he or she is 
tasked with leading the initiative.

ACTIONS TO CONSIDER 
When embarking on a segmentation plan, you may find results by formally documenting your overall goals 
and objectives at the outset. That will help you better define your approach and methodology. Here are some 
tips for documenting your goals and objectives effectively:
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MATCHING SERVICES WITH CLIENT NEEDS

Brighton Jones of Seattle is another firm that has 
segmented since day one.

“We’ve always felt that segmenting helps our firm 
refine the client offering and better match our 
services to clients’ needs,” says Jon Jones, CEO 
and cofounder of Brighton Jones. “That’s why we 
believe segmenting is one of the best ways to grow 
the business organically.” 

This early commitment to segmenting came 
naturally to Jones as a result of his prior experience 
in auditing. “My auditing background,” says Jones, 
“was rooted in business processes, details, and 
quality standards. That focus really helped our 
firm as we initially developed the Brighton Jones 
processes—especially our segmentation.”

At the outset, the firm’s cofounders’ growth 
strategy focused on meeting the needs of 
corporate executives and young technology 
entrepreneurs. “We felt that specializing in these 
niche markets would help us create a unique 
identity in the marketplace, fostering growth into 
other segments over time,” says Jones.

Today, Brighton Jones reports that it serves a 
more diverse client base that includes over 1,300 
relationships, ranging in size from $500,000 to over 
$30 million.

To serve this larger and more diverse client base, 
Brighton Jones felt that it needed to evolve and 
expand its segmentation strategy to provide a 
great experience to all clients. The firm of more 
than 100 employees believed it was more than  
up for the challenge for one overriding reason: 
its firmwide passion for helping clients lead 
richer lives. 

“Our employees understand the value 
segmentation provides in helping us give more 
specialized service to each client,” say Jones. 
“Living a richer life means something different for 
every one of our clients. Segmentation allows us 
the time to figure out what each client’s ‘special 
something’ is.”

           STEP 2: Create segmentation that 
supports the client experience 

“ We knew we needed to develop 
a segmentation strategy that 
provided for a different, but still 
high-quality, experience for all  
of our clients.”

—  Phillip L. Clark, President, OmniStar  
Financial Group

If approached properly, segmentation should 
enable differentiated client experiences in both the 
products and the services offered to your clients. 
The firms we interviewed each established a 
segmentation plan that continues to deliver overall 
positive client experiences that meet their initial 
goals and objectives.

Here are some of the ways the featured firms 
developed their segmentation strategies:

BUILDING TIERED SERVICE LEVELS USING SCORED 
STACK RANK

Are you looking to establish a tiered service 
model? The scored stack rank is one approach 
that has worked for many firms. When taking this 
approach, there’s no right answer for the number of 
service tiers you establish. In the case of OmniStar 
Financial, the firm established four tiers (Platinum, 
Gold, Silver, and Bronze), each representing a 
different client experience. 

“We made certain,” says Phillip L. Clark, president 
of OmniStar Financial Group, “that we did not 
compromise the service of any client in doing so.” 
However, defining the tiers allowed OmniStar the 
ability to identify relationships the firm wanted to 
deepen through what they describe as a “Wow” 
experience. Now, according to the firm, when 
someone becomes a new client and falls into one 
of the top two tiers, the firm initiates a six-month 
high-touch experience. 

“We first send the client a welcome kit with an 
important ‘who to call’ list,” says Clark.
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“Thirty days later,” says Clark, “these clients receive 
a series of updates around account changes. For 
example, when their first performance report is 
available, we will call the client to let them know it’s 
been uploaded to their client portal for viewing.”

Clark believes that these types of touches during 
the first six months set the tone for the relationship, 
exemplifying what clients can expect from 
OmniStar going forward. It’s during this critical 
period that Clark feels new clients develop strong 
positive feelings about the firm. 

Top two barriers for implementing a 
segmentation strategy

1.  It may offend or put some clients at risk

2.  The firm wants all clients to experience the 
same high level of service 

Source: The Fidelity Advisor Community Segmentation Study.

“At around the six-month mark,” says Clark, “we 
believe clients’ emotions are high and their interest is 
high in terms of how our firm works. That’s when we 
begin to start feeling out the possibility of referrals.”

Over the longer term, the firm provides robust 
financial planning and advisory services to these 
Platinum and Gold clients. These services include 

a more comprehensive financial plan than the firm 
provides to other clients. The firm also facilitates 
a meeting with the client’s CPA. “In this meeting,” 
says Clark, “we’ll try to better understand if the 
client has a strong bond with their CPA. If they 
don’t and are considering a replacement, we’ll 
facilitate a meeting with a CPA alliance of ours.”

The remaining clients still receive a myriad of 
services and communication. “It’s just a different 
kind of focus that aligns more with their needs 
and financial situation,” says Clark. “While we 
may provide fewer face-to-face meetings, we still 
actively communicate with all other clients, even 
though they may not be Platinum or Gold status.” 

These clients are always up to date on activities 
and initiatives at the firm through newsletters and 
email, but they’re not personally contacted at the 
same frequency as Platinum or Gold clients. For 
example, the firm reports that these clients receive 
the firm’s newsletter, quarterly performance 
reporting, and one advisor meeting per year. 

According to the firm, when it comes to service 
requests, the client’s tier sets the priority level. For 
example, if a Silver client calls with a request, Clark 
says, “We’re going to get to them as quickly as we 
can—generally, we’re efficient enough to do it by 
end of day. However, if a Platinum client calls with 
a request for an international wire for a child who 
lives in France, that will take precedence.”

Source: OmniStar Financial Group.

EXAMPLE: HOW OMNISTAR PUT SCORED STACK RANK INTO PRACTICE

OmniStar created a “total attractiveness score” 
to help it determine which clients would be 
assigned to each of the four tiers the firm 
established. 

“Because we wanted to keep growing our clients 
that meet our specific profile,” says Phillip L. 
Clark, “we knew we needed to consider more 
than just asset size or revenue.” 

For segmenting purposes, the firm identified a 
set of attributes to use when scoring clients. The 
firm then weighted each attribute to calculate the 
total attractiveness score. Revenue was assigned 
the heaviest weighting of the following attributes 
included in OmniStar’s total attractiveness score:

 •  Revenue

 •    New funds potential (e.g., ability to increase 
existing share of wallet)

 •   Wealth trajectory

 •   Likelihood of referrals

 •    Did the firm like working with the client 

 •  Client location

 •  Is the client a center of influence

 •   Was the client referred to the firm

Based on the calculated score, the firm reports 
that it was then able to assign clients to one of 
the four segments it had created. 
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Source: Kayne Anderson Rudnick Wealth Advisors.

EXAMPLE: HOW KAYNE ANDERSON RUDNICK PUT SCORED STACK RANK INTO PRACTICE

Kayne Anderson Rudnick also established 
a tiered service model based on a scored 
stack rank methodology. Essentially, the firm 
segmented clients into one of three tiers: A, B,  
or C. The goal: To be more efficient with services, 
without compromising the client experience.

“For example,” says Jeannine Vanian, “after 
segmenting, we handle clients differently based 
on their tier when it comes to year-end tax 
management.”

To wit, for A clients, the firm will proactively 
engage with the client’s CPA to review their tax 
situation in greater detail. However, for C clients, 
the firm will simply send clients a letter indicating 
realized gains and losses through October, 
encouraging them to contact the firm if any 
additional help is needed. 

In establishing a methodology to segment 
clients, the firm realized the importance of 
including enough analytics … but not too much 
that they would overcomplicate the approach. 

“When we started the segmentation process,” 
says Vanian, “we had identified many categories 
to include in a scored stack rank approach. Yet, 
when we stepped back to look at what we were 
trying to achieve, we realized there were really 
three main areas to look at: existing revenue 
generation, potential revenue, and workload.”

Here’s what the firm considered when 
developing client scores for each of the three 
attributes:

•  Revenue generation:  The firm looked at AUM, 
the firm’s fee schedule, and how much revenue 
the firm generated from the relationship. 

•  Potential revenue:  To determine future 
revenue potential of the relationship, the 
firm asked itself the following questions to 
determine a score:

–  Is the client a potential referral source for 
additional revenue? 

–  Is the client connected to some important 
referral source? 

–  How much of the client’s existing share of 
wallet does the firm have and what’s the 
potential for additional assets?

•  Workload: Like it did for potential revenue, the 
firm asked itself a series of questions to help 
determine a score. Questions included: 

–  How much time and how many resources 
does this client require?

  •  How many meetings do we have with them 
per year?

  •  How often do they call us?

  •  Do they have distribution needs?

  •  Do they have other investments that take a 
meaningful amount of time?

–  How easy is it to work with this client based 
on his or her personality? 

The firm then calculated an overall score for 
each client based on a weighted average of the 
attribute scores. Based on this overall score, 
the client would then be placed in the A, B, or C 
tier. “Revenues receives the highest weighting 
of the three categories,” says Vanian, “but all 
three attributes are important in assigning client 
segmentation rankings.”
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CONSIDERING CLIENT BEHAVIORAL TRAITS TO 
CUSTOMIZE THE CLIENT EXPERIENCE

Based on our sample methodologies presented earlier 
in this white paper, Brighton Jones chose the most 
complex and sophisticated segmentation strategy of 
the samples outlined. The firm used client behavioral 
traits, combined with a stack rank methodology.

“Given the number of clients we serve and the vast 
amount of data we’ve collected,” says Jon Jones 
of Brighton Jones, “we decided to first segment 
clients by size and then place them into one of four 
service models.” 

Brighton Jones established four client groups:

•  Open Financial Group: Clients the firm is 
providing financial plans for. They are typically 
participants in a 401(k) plan that Brighton Jones 
services. 

•  Private Client Group (Accumulation): Clients with 
$500,000 to $3 million.

•  Private Client (Preservation): Clients with 
$3 million to $20 million. 

•  Family Office: Relationships that range from $20 
million and up. 

Source: Brighton Jones.

Once a client is placed in one of the four segments, 
the firm then uses its internal data to further 
segment based on the client’s life stage, general 
needs, and specific interests. “We find these four 
groups are important,” says Jones, “especially 
when we overlay information we know about their 
life stage.”

For example, says Jones, when a client has 
$3 million to $4 million in assets, their concerns 
about retirement tend to center on protecting what 
they’ve saved. However, clients with much more 
money may be more concerned with their legacy. 
“At the end of the day,” says Jones, “the differences 

in these corresponding mindsets have implications 
on what we discuss and offer them for planning, 
investments, and ancillary services.”

When it comes to further customizing the client 
experience, Brighton Jones aims to match 
advisor skills and interests with client needs, 
using the client’s nice-to-haves as an added layer 
of customization.  

Within Brighton Jones, the firm has four levels 
of employees: managing director, lead advisor, 
associate advisor, and client service coordinator. 
Clients will be intentionally matched with the 
appropriate team based on client data collected. 
“For example,” says Jones, “if a client has a passion 
for golf, he or she may be matched up with a lead 
advisor who’s an avid golfer. Likewise, a client 
who’s a corporate executive would be matched up 
with someone who works with a lot of corporate 
executives. Those are big synergies that make 
good connections.”

Once lead advisors are assigned, these employees 
will take the added step of bringing in associate 
advisors with specialized experience when client 
situations arise. For instance, if a client has a 
situation that involves stock options, the lead advisor 
will assign an associate advisor who has options 
experience. Alternatively, if a client has a situation 
involving charitable giving, the lead advisor will 
assign an associate advisor who likes to talk about 
donor-advised funds and charitable giving. 

“This extra level of matching,” says Jones, “can make 
all the difference in making the client feel like they’ve 
had an exceptional experience with our firm.”
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ACTIONS TO CONSIDER
As you explore ways to segment your clients and 
develop a supportive client experience, you may 
want to consider the following activities:

Adopt a segmentation methodology that 
aligns with your original purpose and 
goals. Earlier, we introduced three 

approaches to consider exploring further when 
making plans to segment your clients. When 
determining your firm’s approach, keep in mind 
your original purpose and goals. This can help you 
choose an approach or combination of approaches 
that meets the unique needs of your firm. 

Document the client experience for each 
segment you create. This exercise will help 
you identify, and ultimately fill, gaps in your 

current offering and overall approach to servicing 
clients. In doing so, consider your products and 
services, and your approach to client service and 
communications, as well as touch points during the 
client journey (e.g., prospecting, onboarding, client 
relationship, and client departure).

Explore ways to adopt digital solutions. 
Whether it’s serving smaller clients with a 
digital advice solution or increasing ways to 

collaborate with younger or more tech-savvy clients, 
consider how you can adopt technology, such as 
videoconferencing, to become more efficient. Be 
ready to use the latest tools and technology to meet 
the unique needs of your client base.

Conduct a cost/benefit analysis of your 
plans. It’s not uncommon for 
segmentation plans to include increased 

levels of service and support for certain client 
segments (as well as more efficient servicing of 
others). As you define your overall client experience 
for each of your service tiers, you may want to 
consider conducting a cost/benefit analysis to help 
validate whether your intended approach makes 
financial sense for your firm.

Consider any pricing implications.  
Once you’ve defined your service models 
and supporting client experience, you  

may want to review your existing pricing model  
to determine if it aligns with your approach. In  
your review, consider both account minimum  
and fees, as well as your compliance and  
regulatory responsibilities.

Assess training needs. While firm-wide 
communications about your segmentation 
approach and supporting client experience 

are important, you also want to assess whether 
your team needs new skills or approaches to 
execute on your intended plans. This could include, 
among other things, training on any new policies 
and procedures that you want to institutionalize 
across your firm or for certain segments of your 
client base.

12
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            STEP 3: Effectively collect, manage,  
and analyze client data 

“ Our disciplined process for  
collecting and managing client 
data has been instrumental to  
the successful implementation  
of our segmentation strategy.”
— Jon Jones, CEO and Cofounder, Brighton Jones

Once you’ve decided on the direction you want to 
take with segmentation, it’s time to focus on the 
special sauce that really brings it all to life: quality 
data. This isn’t just any quality data. The success 
of your program may hinge on data that’s easily 
accessible from a CRM system and any other systems 
you rely on for managing client information.

All the firms we interviewed employed a disciplined 
approach to collecting and managing client data. 
Two started their data collection process well 
before embarking on segmentation. Another 
shared how the firm faced the daunting task of 
populating its first-ever CRM system with a robust 
set of client information. Despite these differences, 
all three understood that their success hinged on 
having a solid approach to gathering, storing, and 
accessing client data.

As you consider embarking on a segmentation 
strategy, we encourage you to invest in—and 
remain committed to—collecting quality data and 
making it easily accessible in your CRM system. 
We also suggest identifying other systems that can 
help you conduct any analyses that support your 
segmentation plans. 

Here are some of the ways our featured firms 
collect, manage, and analyze client data:

USING THE SALES AND DISCOVERY PROCESS TO 
COLLECT DATA

For OmniStar Financial, the firm was already 
collecting quite a bit of data before it even 
considered a client segmentation initiative. 

“Fortunately, for our firm,” says Phillip L. Clark, 
“we have a very thorough client worksheet that we 

populate when someone is in the prospect phase. 
We want to know more than just age and marital 
status—we want to drill down to what they like to 
eat and drink, what restaurants they enjoy, and 
where and how they spend their money.” 

With the worksheet complete, the firm then 
populates all the client information in its CRM 
system. With so many client items already captured 
in its CRM system, OmniStar Financial felt like it 
was on solid footing to undertake segmentation. 

“Naturally,” says Clark, “we also identified areas 
where we could refine our data collection process. 
Fortunately, since we had already done so much 
heavy lifting of data, we had more time to focus on 
the types of metrics we wanted to use to build our 
segmentation scheme.”

Brighton Jones followed a similar path. With a 
background in auditing, cofounder Jon Jones 
established a formalized and highly detailed 
discovery process when meeting with prospective 
and new clients. Over time, this approach resulted 
in the creation of a robust database that the firm 
heavily relies on for client segmentation.

“We have four meetings with a prospect before 
he or she becomes a client,” says Jones. “We’ve 
identified the types of questions to ask during each 
of these meetings.” 

However, capturing a response from a client 
isn’t enough for Brighton Jones. “We’ve trained 
our team to probe deeper with clients to better 
understand the ‘whys’ behind their responses,” 
says Jones.

All told, Brighton Jones’ discovery meeting covers 
more than 100 questions related to topics the firm 
identifies by thoroughly reviewing the prospect’s 
tax returns. For example, when reviewing 
charitable contributions, Brighton Jones will ask 
probing questions to better understand the reasons 
behind specific charitable contributions and why 
those causes are important to the prospect. All 
findings are then entered into the CRM system. 

“Our firm has a requirement,” says Jones, “that 
those involved in discovery meetings enter all of 
their findings in the CRM system.” 
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POPULATING A NEW CRM WITH EXISTING CLIENT DATA

So, what happens if you just implemented a new 
CRM system and needed to start capturing data 
from existing clients? That’s the situation Kayne 
Anderson Rudnick was in. The firm reports that it 
had over 700 client relationships when it adopted 
its first-ever CRM system in 2011. 

The firm recognized that populating the CRM 
with data about long-time clients may actually 
be more challenging than with newer clients or 
prospects. “Our list of items to capture was broad,” 
says Jeannine Vanian. “It included anything we 
believed would impact the client experience, 
including favorite foods, hobbies, and birthdays. 
And, of course, there were also the most important 
attributes the firm considers, including if the client 
was a referral source, their annualized revenue to 
the firm, share of wallet, and other such metrics.” 

While the firm’s wealth advisors already knew quite 
a bit of information about their clients, they still had 
to fill in the blanks of missing data the firm wanted 
to capture. 

“It’s a big ask of the wealth advisors,” she says, 
“even when providing them with help from 
dedicated project teams. Also, a fact-finding 
mission with existing clients can expose some 
important missing details about them, so it is 
important to consider how you go about gathering 
the missing information.”

To get all team members on board, Kayne Anderson 
Rudnick made the client experience project, 
including the data collection activity, a strategic 
initiative for the firm. This meant educating the entire 
organization on why this project was important. 

“We explained that, for example, gathering data 
about client interests allows us to easily send 
clients email blasts or invitations to events,” says 
Vanian. “We always tried to position ‘the ask’ as a 
benefit for the advisor. This helped us get buy-in 
throughout the organization.”

To keep things somewhat structured, the firm also 
set target dates for when they wanted certain 
aspects of the CRM population completed. 

“The project team was given deadlines,” says Vanian, 
“and we designed an incentive compensation plan 
to help accomplish those goals.” 

INVESTING RESOURCES TO MAKE DATA MORE 
EASILY ACCESSIBLE

Brighton Jones faced a different problem when it 
came to data mining.

“We actually did a great job at collecting data,” says 
Jon Jones, “but when we wanted to tap our database 
to offer a more customized client experience, we 
realized our data wasn’t easy to access.”

That’s why having a process and set of procedures 
for entering data is important to help ensure 
quality control. Just as important, advisors need 
to establish a set of fields in their CRM system so 
that it’s easy to access when needed. “Establishing 
organizing principles and a set of CRM fields that’s 
consistently used by your team provides you with 
efficiency down the line when mining the data,” 
says Jones.

For example, Brighton Jones was planning a golf 
event and wanted to identify its avid golfers from 
the client base. “The problem, though,” says Jones, 
“is that, while employees regularly entered that 
data, they used different fields to capture it. As a 
result, it became a tremendous effort to cull the 
data from the system to identify our guest list.”

Worse, the firm ended up overlooking clients who 
would have appreciated the invite. That’s why the 
firm introduced a standardized set of processes and 
fields. “Now,” says Jones, “for the same activity, we 
can perform a quick search on the CRM to generate 
a guest list for the event in a matter of minutes.”

To help with these efforts, Brighton Jones has 
two CRM administrators on its staff: a systems 
consultant and a developer. “Having employees 
dedicated just to CRM is expensive,” says Jones. 
“But if you want to grow, you need to invest in 
technology and the right types of people to 
support you.”

The firm’s systems consultant identifies the strategy 
for collecting data and making better use of the 
system overall. The consultant then creates a  
set of business requirements that the developer  
uses to build technical specs and undertake  
the development.

“We believe that by having a very robust CRM 
system,” says Jones, “we’ll be able to continue to 
explore various ways to segment our clients even 
further, helping us deliver better and better service.
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   STEP 4: Strategically  
transition clients

“ Advisors who are transitioning 
clients from an exiting advisor 
need to be just as good as the 
client’s original advisor. You don’t 
want the client to feel like they’re 
being transitioned to someone 
too junior in the firm who is 
unable to deliver the same level 
of service.”

—  Jeannine Vanian, Chief Operating Officer,  
Kayne Anderson Rudnick Wealth Advisors

It’s only natural to be concerned about both of your 
advisors—and your clients—when transitioning 
clients. By shifting a portion of one advisor’s book to 
another, clients may feel like a relationship that they 
value is ending and that their longer-term experience 
could be compromised. Meanwhile, the advisor who 
is losing clients from his or her book of business may 
feel shortchanged.

However, as the following story from Kayne 
Anderson Rudnick will show, educating the 
transitioning advisor on how he or she can benefit 
from the change—combined with a thoughtful 
approach for implementing the transition—can help 
both the advisors and the client feel like they all 
gained in a meaningful way from the transition. If you 
are reassigning advisors and clients, you may want to 
consider Kayne Anderson Rudnick’s experiences:

EDUCATING AND INCENTIVIZING ADVISORS 
TO GAIN BUY-IN

Since Kayne Anderson Rudnick was seeking to 
better allocate resources as part of its segmentation 
strategy, the firm decided to transition the bottom 
third of clients from the book of one of its top-
producing advisors to an advisor who had recently 
joined the firm.

To break the news to the transitioning advisor about 
the pending shift of client relationships, the firm 
took a fact-based approach. 

ACTIONS TO CONSIDER 
Whether you’re a new hand or an old hand with 
collecting client data and populating a CRM, consider 
the following activities: 

Define why and how you’ll use the collected 
data. The data you want to collect should 
have a defined purpose. While it’s fine to be 

broad in scope, include parameters limiting the 
amount of detail to collect for a specific category. For 
example, if you’re identifying your clients’ favorite 
sports, consider capturing the top three to five instead 
of a list of 10.

Identify prospect and client touch points to 
collect data. Consider reviewing all touch 
points throughout the client journey, identifying 

areas where you can augment data collection 
activities. For example, review how you conduct initial 
and ongoing discovery with prospects and clients, 
and look for ways to improve your approach, including 
how information is populated into the CRM.

Ensure adequate systems. If you are 
supported by a home office and don’t own 
your own CRM system, find out what systems 

the home office provides for advisors and the type of 
training or support it may offer. In addition to your 
CRM, all advisors may want to consider reviewing the 
full suite of systems they rely on to ensure that the 
necessary segmentation information is up to date, 
secure, and readily accessible. 

Set up your CRM for ease of data 
accessibility. When planning your CRM 
system’s setup, start by identifying the types 

of reports and corresponding data you believe you 
may need. This initial activity can then help inform you 
on the types of data fields to set up in your system. A 
thoughtful approach to establishing data fields can 
help you more easily run reports and identify groups 
of clients with the quantitative and qualitative 
characteristics you have captured.

Train your team on new procedures and 
processes. Institutionalize the data collection 
process by establishing and training your 

team on policies and procedures for data collection 
and system population. If you are embarking on a 
firmwide initiative to set up your first system or are 
updating an existing one, consider offering incentives 
or celebrating as a team for achieving milestones or 
goals you had established.
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“We showed our largest advisor, who was going to 
be impacted by losing clients, an analysis of which 
clients were generating the majority of revenues 
in his book of business,” says Vanian. “Once we 
did, it became pretty apparent to him that 80% of 
his revenues were coming from 20% of his clients, 
which were his top clients.”

In this situation, the firm wanted to increase the top 
performer’s growth potential by giving him more 
capacity to go out and bring in clients. 

“With the incentives that we put in place,” says 
Vanian, “we showed the advisor that bringing in 
just two large clients would replace the lost income 
from the bottom 20% that he would no longer 
service.” As a result, the firm was able to transition 
that bottom 20% to a recently hired advisor as 
a starting book of business. “Because we had a 
financial incentive in place for both the transitioning 
and receiving advisor,” says Vanian, ”we were able 
to gain buy-in from our team.”

HELPING CLIENTS REALIZE THEY ARE RECEIVING 
EXPANDED SERVICE

When it comes to communicating pending 
transitions to impacted clients, Vanian reports that 
approximately 90% of the time, the firm has not 
experienced any issues with the client. 

“The advisor giving up the client has to prep the 
client and position the transition as a team effort with 
a new advisor that’s coming on board,” says Vanian. 
“Ultimately, you want the client to feel that it’s not 
the end of a relationship; it’s the expansion of one.”

At Kayne Anderson Rudnick, the team of new and 
old advisors typically will have one or more meetings 
together with the client, allowing the client to get to 
know the new advisor. 

“The new advisor has to prove the value he or she 
is bringing to the table,” says Vanian. “If a client’s 
not okay with the change, we’ll pull back, give it 
some time, and possibly try again a year later. It’s 
important not to force the issue.”

When making transitions, Vanian points out that it’s 
also important to consider the personality of the 
client when determining which new advisor would 
be the best fit for that relationship. Meanwhile, for 
the new advisor, this situation provides the incentive 
to service clients extremely well since he or she is 
just building their book.

In the end, says Vanian, “If the advisors are 
incentivized the right way and you have the right 
caliber of advisors, it should be a win-win for 
everyone, including the client.”
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ACTIONS TO CONSIDER 
As you think about the ways to transition clients  
to new advisors in your firm, you may want to 
consider the following ways to engage both 
advisors and clients:

Use analytics to demonstrate potential 
benefits of a change. It’s not easy to give 
up clients if you do not see clear benefits. 

Before discussing client transitions with your 
advisors, prepare an analysis that highlights, among 
other things, which clients are profitable and why, 
along with how the extra time gained from a 
transition could increase the advisor’s overall 
long-term success with your firm. 

Identify high-caliber advisors to take on 
existing clients. Remember, segmentation 
is intended to offer clients better service. 

This means that when transitioning advisors, the 
new advisor needs to be as good as the existing 
one, if not better.

Consider offering incentives to advisors  
in transition. To make a client transition 
seamless and successful for the client and 

your firm, the current advisor may be more inclined 
to agree to the change and make the extra effort  
to support a change when incentives are in place. 
While each firm’s situation is unique, consider  
what may be appropriate in light of the overall 
compensation and incentive models that you  
have in place.

Position expanded service to the client.  
To make clients feel like they are receiving 
equal or better service, consider positioning 

the change as expanded service, conveying that the 
advisors are working as a team. To support a smooth 
transition, consider having the current advisor and 
the new advisor jointly participate in several initial 
meetings and calls.

Don’t force the transition. Recognize that 
few people like change, and that there will 
likely be some who do not feel comfortable 

with a transition to a new advisor. When in this 
situation, don’t force the issue. Instead, consider 
having the new advisor participate in client 
meetings, and be available as a backup. Over time, 
you will be able to evaluate whether your proposed 
transition still has the potential to be a good fit for 
all parties involved. If so, you may want to propose 
the change again.

A client service grid can help with 
transparency. Once you’ve established a 
service model for segmentation, you may 

want to consider creating a client service grid to 
share with prospective and existing clients to show 
your service model. Use your firm’s unique needs 
and the client experiences you plan to offer to 
determine the level of information to share  
in the grid. 
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A roadmap to review
The stories and ideas in this brief are intended to inspire you as you consider undertaking a 
segmentation strategy for your firm. As you embark on your path forward, you may want to 
consider the following framework presented in this brief:

• Adopt a segmentation methodology 
that aligns with your original purpose 
and goals. 

• Document the client experience for 
each segment you create using these 
areas as a starting point:

– Investment products and services

– Planning products and services

–  Client service 

–  Client experience (e.g.,  
communications, meetings, 
events, and other touch points)

–  Client journey (e.g., prospecting, 
onboarding)

• Explore ways to adopt technology 
and digital solutions to enhance or 
streamline the client experience. 

• Conduct a cost/benefit analysis  
of your plans. 

• Consider any pricing implications.  

• Assess training needs to implement 
this segmentation model within  
your firm.

STEP 2:  
Create segmentation that supports the client experience 

STEP 1:  
Thoughtfully define your goals

• Clearly define what you want to 
achieve from client segmentation,  
as well as any current limitations to 
reaching those goals. 

• Commit to the initiative as a 
leadership team.

• Appoint a project sponsor for  
the initiative. 

• Establish a set of metrics to  
measure results.

• Communicate your plans to  
your teams.
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• Use analytics to demonstrate 
potential benefits of a change.

• Identify high-caliber advisors to  
take on existing clients. 

• Consider offering incentives to 
advisors in transition. 

• Position expanded service to  
the client. 

• Approach transitions carefully.

• Create a client service grid.

How You Can Add Value through Holistic 
Financial Planning: Firsthand Takes from  
the Field

Charge Up Collaboration with Clients and 
Prospects: How Technology Can Help You  
Break New Ground

Deepening Client Loyalty and Potential 
Profitability: A guide to help you focus on 
relationship quality and unlock growth

New Business Models to Serve Younger 
Accumulators: An RIA serving high-net-worth 
investors offers an entry-level service to help 
nurture clients with strong wealth potential.

ADDITIONAL RESOURCES  

• Define why and how you’ll use the 
collected data. 

• Identify prospect and client touch 
points to collect data. 

• Ensure adequate systems. 

• Set up your CRM for ease of data 
accessibility. 

• Train your team on new procedures 
and processes.

STEP 3:  
Effectively collect, manage, and analyze client data

STEP 4:  
Strategically transition clients

We also encourage you to review the sample resources and worksheets from Fidelity presented below and 
on the following pages to help you with your efforts.
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Sample illustrations and worksheets

Illustration: Implementing a scored stack rank
If you’re interested in segmenting your clients using a scored stack rank methodology, then the following 
illustration of a hypothetical firm may help you in your efforts. Your firm’s unique situation will determine the 
inputs and approach you may want to take when using this methodology to segment clients. Consider using a 
spreadsheet, along with any technology tools you rely on to run your business, to help you with your efforts. 

CLIENT NAME 1. REVENUE 
50%

2. SHARE OF 
WALLET 

15%

3. REFERRAL 
POTENTIAL 

15%

4. GROWTH 
POTENTIAL 

15%

5. EASE OF 
WORKING 

5%

TOTAL 
CLIENT 
SCORE

MARY SMITH 3 2 2 3 5 2.8

DAVID FALLON 4 4 2 3 5 3.6

MARCIA SWAN 5 5 4 5 5 4.9

CECILIA BARRO 4 5 5 4 5 4.4

Determine a scoring system for the attributes and calculate  
a total score for each client.
In this situation the hypothetical firm chose a scoring system of 1 to 5, with five being the top score. It 
calculated a total client score by applying the weights it identified above.

B.

Decide on the attributes you want to 
use to measure clients and assign a 
weighting to each.
In this hypothetical illustration, a firm chose the 
following attributes and weightings.

A.
ATTRIBUTE ASSIGNED WEIGHT*

1. REVENUE 50%

2. SHARE OF WALLET 15%

3. REFERRAL POTENTIAL 15%

4. GROWTH POTENTIAL 15%

5. EASE OF WORKING 5%

100%

*Assigned weights must total 100%.
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CLIENT NAME 1. REVENUE 
50%

2. SHARE OF 
WALLET 

15%

3. REFERRAL 
POTENTIAL 

15%

4. GROWTH 
POTENTIAL 

15%

5. EASE OF 
WORKING 

5%

TOTAL 
CLIENT 
SCORE

MARCIA SWAN 5 5 4 5 5 4.9

CECILIA BARRO 4 5 5 4 5 4.4

DAVID FALLON 4 4 2 3 5 3.6

MARY SMITH 3 2 2 3 5 2.8

Stack rank results.
Based on the calculated client scores, the hypothetical set of clients rank as follows:

C.

Assign client to a service tier based on service tiers you establish.
In this situation, the firm established three service tiers and assigned the four clients as follows:

D.

TIER 3: BRONZE 
Reserved for 1s and 2s:  

Mary Smith

TIER 1: GOLD 
Reserved for 4s and 5s:  

Marcia Swan and Cecilia Barro

TIER 2: SILVER 
Reserved for those above 3  

but below 4: David Fallon
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Worksheet: Segment and strengthen your offering
Assess the expertise and availability of your capabilities

If you’re interested in segmenting your offering, then consider using the assessment table below to help you 
determine (1) the effectiveness of your capabilities and (2) how you plan to make them available. Note your 
score in the box provided. 

MY FIRM’S CAPABILITIES ARE HIGHLY 
EFFECTIVE IN THE FOLLOWING AREAS: 

 Strongly  Neutral    Strongly
Agree                       Disagree

 5 4 3 2 1      NA

AVAILABLE TO 
ALL SEGMENTS

AVAILABLE TO

(Segment Name)

AVAILABLE TO

(Segment Name)

Fully diversified investment management

Alternative investments

401(k)/workplace savings plan review

Investment/performance reporting

Financial planning, including budgeting

Retirement planning

Retirement income planning

College planning

Trust/estate planning

Risk/insurance planning

Retirement plan servicing

Lifestyle management (concierge) services

Philanthropic planning

Other
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CAPABILITY AND AVAILABILITY PLANNED ENHANCEMENT TARGET COMPLETION DATE

Tax planning; make available for all Platinum 
level clients

Hire one additional CPA, ideally with 10+ 
years of experience Q3 2016

Document any changes you plan to make to your offering and the client segments each 
offering is intended for.
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Worksheet: Enhancing and segmenting your communications
Assess your loyalty-building communications

If you’re interested in segmenting your communications, then consider using the table below to determine  
(1) their effectiveness and (2) how you plan to make them available. 

PURPOSE MY FIRM’S 
COMMUNICATIONS 

ARE HIGHLY EFFECTIVE 
IN THE FOLLOWING 

AREAS:

 Strongly  Neutral    Strongly
Agree                       Disagree

 5 4 3 2 1      NA

AVAILABLE TO 
ALL SEGMENTS

AVAILABLE TO

(Segment Name)

AVAILABLE TO

(Segment Name)

To educate 
and express 
your point  
of view

Thought leadership 
on investment and 
planning topics, as well 
as extraordinary global or 
market events

Market commentaries

Newsletters

Webinars, seminars, other 
events

To address 
change

Fund change

Portfolio allocation 
changes

Organizational changes in 
your practice (e.g., hires, 
departures)

Changes in the  
client’s life

To review 
client results

Quarterly investment 
review

Annual review
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COMMUNICATION PLANNED ENHANCEMENT OR ADDITION 
(CONTENT AND DELIVERY METHOD)

TARGET COMPLETION DATE

Webinar Offer three times per year. Twice on market 
commentary and outlook, once on a 

planning topic.

Available for all clients.

Launch Q3 2016

Document any plans for enhancing capabilities

Document any changes you plan to make for either improving your communications or to whom you 
make them available.
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 Investment Offering

 Wealth Advisory

 Client Service

 Communications and Education

GOLD (includes SILVER  
and BRONZE tier offerings)

SILVER (includes 
BRONZE-level offerings)

BRONZE

Hedge funds, LPs, etc.

Educate next-gen kids

YE tax package to CPA

Holiday gift from advisor

Executive comp, review of outside holdings, etc.

Situation-based financial planning

Duplicate statements to third-party CPA

Seminar and special event invite

Tax-aware asset allocation, year-end projected gain/loss report

Basic cash flow analysis, meet once a year in person, referral to attorney

Standard quarterly reports or web access reports online

Company newsletter, birthday card, holiday card, annual event invite

REVENUE CAPTURED

Sample client service tiers
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Notes
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