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Connect with us
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More free ebooks at www.ext-marketing.com

Have you ever been lost in thought 
while walking down the street and, 
BAM!, you’re hit with a great idea? 
Was it a product to sell? A solution 
to one of the world’s problems? A 
cool sentence? Well, this ebook is 
about those situations. We’ve been 
finding marketing lessons in the 
weirdest places, from traffic jams to 
plates of salad.

One of the greatest challenges that 
financial services writers face is 
being able to manage the incredibly 
broad range of expectations. A 
typical day may include writing a 
product brochure in the morning, 
a portfolio manager commentary 
over lunch, and then a pitch deck 
or speech in the afternoon. Here 
are practical tips to help you 
write engaging copy, produce 
more content, better target your 
audience, become a more effective 
editor and more.

We want to ease the pressure of 
creating new content by sharing our 
best practices – all of which have 
been tested in the field. We wrote 
this ebook exclusively for advisors. 
Inside you’ll find tips for producing 
better content, proven ways to 
express your value to clients 
and prospects, and timesaving 
strategies to improve your 
marketing output and meaningfully 
engage your audience.

Commentary writing – from 
Management Reports of Fund 
Performance (“MRFPs”), quarterlies 
and monthlies to fund sheets 
and newsletters - is a lot of work. 
There are tight timelines, lots of 
emails, multiple rounds of review 
and much, much more to keep you 
working day and night. 

http://ext-marketing.com/pdf/Ext_ebook-finding-marketing-ideas.pdf
http://ext-marketing.com/pdf/Ext_ebook-writers-tips.pdf
http://ext-marketing.com/pdf/Ext_ebook-communications-playbook-for-financial-advisors.pdf
http://ext-marketing.com/pdf/Ext_ebook-regulatory-prep-book.pdf
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Don’t just get by, get ahead
Don’t let it get you down. Look at the bright side. Every cloud 
has a silver lining. The list of clichés that get you to focus on 
the positive rather than the negative side of things goes on and 
on. And while they can be groan-worthy, these clichés often 
reflect a truth – with a little creativity, you can turn unpleasant 
situations and daily challenges into opportunities for you and 
your firm.

This ebook examines the challenges that every financial 
services marketer faces, and it offers practical tips on how to 
navigate through them and come out on top. This ebook is all 
about turning lemons into lemonade … or lemon meringue pie, 
as you’ll soon discover.

Opportunities await …
Let’s explore the value of custom content ...................................................5

Make the most of interviews with subject matter experts .......................7

How to communicate with investors about underperformance .............9

5 reasons why investment commentaries aren’t so bad ....................... 12

The relationship between financial literacy and communications ...... 14

How to turn lemons into lemon meringue pie .......................................... 17

No time for writer’s block? Banish it forever ............................................. 19

5 steps for a successful marketing materials audit ................................ 21

Who are we? 
Ext. Marketing Inc. is the world’s leading financial 
services marketing and investment commentary 
provider. We help banks, insurance companies, 
investment firms and advisors around the globe 
achieve their marketing and communications goals.
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Let’s explore the value of custom content
To connect with your existing clients – and to reinforce your 
brand, communicate your value as an investment management 
firm and create new opportunities – it’s high time that you 
craft tailored content specifically for them. We’re talking about 
custom content.

A lot of your custom content will focus on answers to your 
clients’ questions – that’s what makes it useful. Producing 
content like this sets your firm apart as a helpful, authoritative 
resource. Even better, custom content has a direct impact on 
fund sales and conversion rates. Let’s explore.

Your clients are looking for content
A study from AOL & Neilson captured how people spend their 
time on the web. It breaks down like this:

• 53% reading published content
• 23% on social media
• 7% checking email

But here’s the stat we really want to share: 23% of all social 
media messages included links to published content. How 
much does that add-up to? Well, people share 27 million pieces 
of content every day on social media.

Content levels
Your firm is probably sharing content in one form or another. 
So, where does custom content fit into your broader content 
initiatives? This is how we break down content:

•  Curated, published content from reputable sources. For 
us financial services marketers, large North American news 
outlets, such as The Globe and Mail or The Wall Street Journal, 
are prime sources

•  Firm-based content. This often includes product information, 
campaigns (e.g., RRSPs and RESPs) and portfolio manager 
perspectives

•  Custom content. This is all about sharing your insights 
and expertise with a specific target audience (e.g., through 
infographics, videos, articles and blog posts)

When you put these three types of content together, you 
dramatically increase your chances of engaging your clients.

People share 27 million pieces of 
content each day on social media.
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Custom content builds relationships
Why bother spending the extra time and money producing 
custom content? Because it provides a solid return on 
investment. Consider the following four data points when 
putting together your pitch for custom content:

•  68% of consumers like custom content because it’s tailored to 
their interests (Source: The Content Council)

•  55% of consumers said they would be more apt to buy 
another product from a company that provides them with 
custom content (Source: The Content Council)

•  70% of individuals want to learn about products through 
content rather than traditional advertising (Source: NewsCred)

•  Clients invest and refer 2 times more often when they report 
feeling engaged by their advisor (Source: Vanguard)

 Developing custom content
Knowing about custom content is one thing, producing it is 
another. Here are six ideas for launching a new custom content 
initiative at your firm:

•  Blogs – e.g., write a series of posts helping millennials save 
and invest better

•  Articles – e.g., create an advertorial highlighting the relevance 
of a new investment solution

•  Videos – e.g., produce videos that show how investing can 
make life better

•  Infographics – e.g., find an engaging way to share stats 
around retirement savings

•  Whitepapers – e.g., write a whitepaper explaining the shifting 
role of the advisor

•  Newsletters – e.g., craft print and digital newsletters focused 
on investor education

An interesting thing about these ideas is that they all cross-
pollinate. That is, you can put videos in blogs, infographics in 
whitepapers, blogs in newsletters, and more. This exponentially 
improves your odds of engaging your clients.

http://thecontentcouncil.org
http://thecontentcouncil.org
http://newscred.com
http://www.vanguard.com/pdf/ISGQVAA.pdf
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Make the most of interviews with 
subject matter experts
If you’re in a marketing communications role and are asked 
to interview one of your company’s subject matter experts, 
be thankful for the opportunity. Not only does it give you the 
chance to build relationships with influential people in your 
company, it also shows that your superiors have confidence in 
you to handle this important task.

So, yes, be thankful for the opportunity … and then be well 
prepared so you do it right.

Subject matter experts (“SMEs”) at your company could be a 
portfolio manager, tax and estate expert, executive or anyone 
else with insights or knowledge whom a broader audience may 
want to hear from.

Preparing for the interview
Before you interview your SME, here are a few things to 
consider:

•  Develop a tightly focused topic for your piece and be clear 
about why the piece is being produced (e.g., what are you 
looking to achieve?)

•  Define your target audience. Is it internal staff? Advisors or 
consultants? End investors? Knowing your audience will help 
you with the right tone, content, degree of complexity, etc.

•  Research the topic and gather background materials related 
to the topic and/or the SME you’re interviewing. You want to 
ask intelligent questions, be conversant in the topic and be 
able to probe smartly during the interview

•  Once you figure out what kind of insights and information you 
want from the SME, you can devise questions accordingly. 
Don’t ask more than you need to, be clear and precise when 
formulating your questions, and give the questions in advance 
(if possible) to the SME so they can prepare and provide 
thoughtful, useful answers

Research the topic and gather 
background materials related to the  
topic and/or the SME you’re interviewing.  
You want to ask intelligent questions,  
be conversant in the topic and be able to 
probe smartly during the interview.
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During the interview
It can be intimidating at times to interview a “power player” 
at your company. Here are some tips to handle the task:

•  Be relaxed and confident, speak clearly and give your SME 
time to think about their responses

•  Take good notes and, if you’re doing a phone call, consider 
recording the conversation and getting a written transcript. 
This is a great safety net in case you either missed 
something in your notes or wrote things down inaccurately. 
Also, if there was something you didn’t quite understand, 
you can review the transcript to help you make sense of the 
answers

•  Get all the information you need and allow your SME the 
chance to “go off script” and offer additional insights they 
believe could be helpful. Stay focused and respect the 
SME’s time

After the interview
•  Establish post-interview lines of communication. Ask if you 

can follow up with the SME if required, and invite the SME 
to share other thoughts or relevant materials if they think of 
something after the interview

•  It’s generally a good idea to share your draft article (or at 
least the quotes you intend to use) so the SME can make 
corrections or clarify certain points

It’s a big responsibility to interview a SME and create an article 
that best conveys the insights you’ve gathered. With good 
preparation and interview protocol, you’ll be on your way to 
doing a great job.
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How to communicate with investors 
about underperformance
Financial services marketers face challenges every day, from 
writing investor education articles to managing complex 
rebranding initiatives. There’s one marketing challenge that 
we all wish would never happen, even though it’s inevitable: 
communicating with investors about an underperforming 
investment solution.

So, tip #1: don’t hide from underperformance. Quite the 
opposite. Get in front of it, be transparent and talk about what 
matters most to investors. Trust and understanding will go a 
long way to building a strong, enduring relationship.

Identify investor concerns
Any project that tackles underperformance must start 
by identifying investor concerns. And when it comes to 
performance, investors typically have two highly important 
concerns:

• Am I overpaying for my investments? 
• Will I achieve my financial goals?

Once you know investor concerns, use them to identify your 
key messages. Fees and the value of advice are hot-button 
topics in the financial services industry but for the purposes of 
this article, let’s move forward with the idea of reassuring your 
investors that they will meet their goals.

A note on the causes of underperformance
The reasons why a fixed income solution may underperform 
are different from those for an equity solution, and within 
equities, a Canadian solution may underperform for different 
reasons than a global solution. For example:

•  A bond fund could underperform because of unexpected 
interest rate moves

•  A Canadian fund may underperform because of its weighting 
to energy companies

•  A global fund could underperform as a result of its geographic 
allocation

The point here is that no one-size-fits-all strategy exists for 
communicating about short-term underperformance. To do it 
right, you need robust product and industry knowledge, and the 
ability to make complex issues investor friendly.
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Execution
You’ve identified the primary investor concern: they’re uncertain 
whether they will achieve their financial goals. Could there be 
a more valid concern? We don’t think so. So, now it’s time to 
execute.

1. Create a special brochure
By crafting a special print- and web-friendly brochure, you 
create an opportunity to talk about the benefits of the 
underperforming solution. For example, you can highlight:

•  The manager’s philosophy and process – this is especially 
important if your firm has a strong history or if the manager 
has a truly unique approach

•  The solution’s role in a diversified portfolio – investors may 
question why a certain solution made it into their portfolio, 
offering you the opportunity to talk about asset allocation

•  The importance of focusing on long-term goals rather than 
short-term volatility – remind investors that they are on the 
right path

2. Build a microsite
If you want to reinforce the importance of diversification 
and asset allocation, you can create an interactive microsite 
that uses the underperforming solution to diversify investor 
portfolios. Microsites are a great choice since they can have 
a relatively long life. Why? Because, in this example, the asset 
allocation story is important at all times.

For microsite tips, read Why microsites are a big deal.

3. Produce a whitepaper
We think that an investor-friendly whitepaper is equally 
valuable as a brochure in this situation because they naturally 
have a more sophisticated feel that relies on data. Talking 
about underperforming investment solutions isn’t about 
whitewashing poor returns, it’s about explaining the situation 
effectively and data can help you do this with clear examples.

No one-size-fits-all strategy exists 
for communicating about short-term 
underperformance. To do it right, you 
need robust product and industry 
knowledge, and the ability to make 
complex issues investor friendly.

http://ext-marketing.com/marketing-articles/why-microsites-are-a-big-deal/
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For more on whitepapers, read Whitepaper tactics that work 
and 6 best practices for creating better whitepapers.

4. Write an advertorial
Support your investors by supporting advisors. We recommend 
writing a piece specifically for a trade publication that not 
only references, but also builds, on the whitepaper mentioned 
above. Advertorials are a great way to reach a broad audience, 
and you can tie them into other marketing and ad campaigns.

5. Host a PM roadshow
Although portfolio manager roadshows might be falling out 
of favour as a result of their high costs, and while they aren’t 
our first recommendation, they’re still effective and beneficial 
if the portfolio manager believes a roadshow could help with 
retention efforts.

Since mutual fund underperformance is unavoidable, we think 
you should turn the challenge into an opportunity for you and 
your firm.

Your honesty and transparency will help you build stronger 
relationships with investors. And don’t forget to equip advisors 
with relevant materials first, since they are the ones who 
communicate directly with clients and field many of the 
performance questions from them.

http://ext-marketing.com/marketing-articles/whitepaper-tactics-that-work/
http://ext-marketing.com/marketing-articles/six-best-practices-for-creating-better-whitepapers/
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5 reasons why investment 
commentaries aren’t so bad
Here’s a widely held belief: investment commentaries get in 
the way of the more high-profile initiatives that first attracted 
you to marketing.

In many respects, that’s true. But we think there’s more to the 
story. While working on investment commentaries won’t likely 
lead to any awards, it’s a great way to learn about the industry 
and become a better marketer.

1. Learn more about the industry
Working on investment commentaries is a crash course on 
the investment industry. For people newer to the industry, 
you’ll learn about management styles, benchmarks, how the 
markets work, the impact of macroeconomic issues and 
much, much more.

For more experienced industry professionals, involvement in 
investment commentaries makes regulatory changes a part 
of your day-to-day work. Admittedly, not the most exciting 
proposition. This regulatory awareness, however, helps you 
think about broader industry trends and how they may impact 
your profession in the future.

2. Expand your network
Every company has a different group of people working on 
investment commentaries. Trust us, there’s no universal 
template. And while that leads to some practical challenges, it 
presents a great opportunity – you’ll get to work with a diverse 
group across your company, from legal and compliance to 
marketing, investments and product.

There’s a little piece of irony here. Investment commentaries, 
such as MRFPs, appear to be a low-profile task, but they’re 
very high profile among certain teams within your organization. 
So, if you want to grow your network, working on investment 
commentaries is a good way to go about it.

3. Work under pressure
Month after month, quarter after quarter, year after year, 
disparate teams all across Canada and the world pump out 
investment commentaries. The timelines are tight and effective 
communication is essential to get the job done right. Calm, 
clear thinking is required from everyone on the team, as is a 
commitment to detail orientation.

These “soft” skills flourish under the ticking clock of an 
investment commentary project and they transfer over to all 
other marketing endeavours that you’ll take on.
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4. Write for a new audience

If you’re a writer, investment commentaries may open your 
work up a completely new audience. Whereas most marketing 
materials are geared toward retail investors, a significant 
number of institutional investors (and other distribution 
channels) will read about your firm’s solutions through 
investment commentaries.

Institutional writing is higher stakes and the writing can be 
snappier and more technical. It also provides you with the 
opportunity to include some of that jargon you try to avoid 
when writing for a retail audience.

5. Focus on process
Investment commentaries are among the most process-
driven marketing projects in the industry. We write, edit and 
project manage investment commentaries for a significant 
number of the world’s largest financial services firms. As such, 
we’re always learning about new ways to improve our clients’ 
processes. These learnings inform everything we do – and we 
think you’ll feel the same way.

Checkout our free ebook, Your commentary prep-book: Get 
ready for crunch time, in no time

Calm, clear thinking is required 
from everyone on the team, as is a 
commitment to detail orientation. 
These “soft” skills flourish under 
the ticking clock of an investment 
commentary project and they 
transfer over to all other marketing 
endeavours that you’ll take on.

http://ext-marketing.com/pdf/Ext_ebook-regulatory-prep-book.pdf
http://ext-marketing.com/pdf/Ext_ebook-regulatory-prep-book.pdf
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The relationship between financial 
literacy and communications
In March 2016, Statistics Canada released a report called 
Insights on Canadian Society: Financial literacy and  
retirement planning. The report highlights a strong connection 
between financial literacy and retirement planning. Most 
marketing and communications professionals in the financial  
services industry have long known these two concepts  
are closely related.

But the report still holds a few surprises. For one thing, the 
audience you’re writing for likely has less financial knowledge 
than you expect, which will affect the way you communicate 
with them. How can you modify your communications efforts 
for an audience that doesn’t have the level of financial literacy 
you thought it would?

The study
The Statistics Canada report is based on the 2014 Canadian 
Financial Capability Survey (CFCS). Respondents of that  
survey were given a financial literacy quiz made up of 14 
questions. They were then given a score based on their 
answers to the quiz.

After accounting for demographic factors, such as level of 
education, age and income, those with higher financial literacy 
scores were more likely to financially prepare for retirement, 
and to know how much they needed to save for retirement, 
than those with lower scores.

After accounting for demographic 
factors, such as level of education, 
age and income, those with higher 
financial literacy scores were more 
likely to financially prepare for 
retirement, and to know how much 
they needed to save for retirement, 
than those with lower scores.

http://www.statcan.gc.ca/pub/75-006-x/2016001/article/14360-eng.pdf
http://www.statcan.gc.ca/pub/75-006-x/2016001/article/14360-eng.pdf
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That’s the good news. The not-so-good news is that, across 
demographic factors, the average financial literacy score for 
those who were preparing for retirement was only 9.4 out of 14 
(or 67%), and only 7.6 (or 54%) for those who weren’t preparing 
for retirement.

Overall, only 45% of respondents across demographic factors 
knew how much they needed to save for retirement. That’s not 
a high level of financial literacy for any group of Canadians.

How well do you know your audience?
The first rule of communications is “know your audience.” For 
example, when you’re writing for a broad audience with a range 
of financial literacy levels, you know to keep your writing simple, 
clear and concise. You take steps to make sure every member 
of your audience understands what you’re writing about and 
that your message doesn’t get lost.

But what happens when you think you’re writing for a more 
sophisticated audience of, for example, highly educated or 
senior-level non-financial professionals? Many communicators 
would take their writing up a level. They’ll use more 
sophisticated language, explain fewer concepts and make sure 
they’re not “talking down” to anyone.

Well, not so fast … you might not know your audience as well as 
you think you do.

Although having a university degree was associated with 
slightly higher financial literacy scores (9.9), that’s still a score 
of just over 70%, meaning there are a lot of university-degree 
holders who don’t know very much about finance and investing. 
In fact, only 53% of university degree holders knew how much 
they needed to save for retirement.

The 2014 CFCS shows that being highly educated doesn’t always 
mean a high level of financial literacy, nor does hailing from any 
particular profession, financial or otherwise.
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In terms of professions, those in “management” had slightly 
higher financial literacy scores, with 61% knowing how much 
they need to save for retirement. All other professions scored 
significantly lower, with just under 50% of business and finance 
professionals knowing how much they needed to save for 
retirement.

Aim for inclusivity
What’s the takeaway here? No matter who you think your 
audience is, take an inclusive communications approach 
by assuming that not everyone you’re writing for will have 
the same level of financial literacy. Some members of your 
audience may have a high level of financial literacy, while there 
are plenty of others who may not be as financially literate.

Keep your message simple and clear by using easy-to-
understand language and concepts, avoiding industry jargon, 
explaining more sophisticated financial terms and applying 
other plain language principles.

For more tips on how to write for a broad audience, read Using 
plain language in your financial writing.

http://ext-marketing.com/commentaries-articles/using-plain-language-in-your-financial-writing/
http://ext-marketing.com/commentaries-articles/using-plain-language-in-your-financial-writing/
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How to turn lemons into lemon 
meringue pie
Let’s consider a hypothetical but plausible scenario. It’s 
February 2016 and you’re a writer in a marketing meeting to 
discuss the next batch of articles for your advisor publication, 
due for distribution in April. You’re kicking around topics and 
decide it would be great for one article to highlight the benefits 
of investing in corporate class funds.

Brilliant! Your company recently launched a mini-suite of 
corporate class funds and minimizing taxes is always a 
popular subject. Even though you want to position the piece 
as something advisors can share with their clients, you realize 
another benefit of the article is that some advisors don’t fully 
get the concept of a mutual fund corporation, so you can help 
sway them as well.

Your marketing manager pulls together some insights and data 
from partners around the organization, and builds the creative 
brief. You do a bit of extra research to flesh out the piece, craft 
an outline and then write the article. Your masterpiece makes 
the rounds until it’s finally signed off. Satisfied, you put this 
article to bed and wait for it to appear in the April publication.
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disaster after all. Maybe it’s lost some punch, but you’ve 
managed to have a nice recovery from what seemed like a big 
mess, and you still get the article to print on time.

It’s natural to be flustered or upset when assignments don’t go 
the way you had expected, but keep at it and find new ways to 
make your work count. Sometimes your revised piece will end 
up even stronger than the original. Sweet!

Here comes the lemon
March 22nd rolls around and the Federal Budget declares 
that the tax-deferral feature, which is a significant benefit of 
corporate class funds and a big reason why people invest in 
them, is going to be eliminated. You panic but then calmly go 
online to understand the tax measure a bit better, to see if it’s 
as punitive as it seems. Yup, everyone’s talking about how this 
move will be a game-changer. Your article must go to print the 
following week. Back to panic mode.

Start making that pie
After consulting with your team, you proceed with the 
article, but you’ll remove the tasty bits about tax deferral and 
expand your focus on the remaining benefits of mutual fund 
corporations, such as the ability to shift income throughout 
the corporation so one class doesn’t take on an excessive tax 
burden.

You get more creative and collaborate with your design team 
to create a cool visual that illustrates the benefits of income 
reallocation. You’re still short on copy, so you venture out of 
your comfort zone and approach the head of your tax and 
estate team to get a nice quote about how corporate class 
funds are still useful in tax planning. Hey, this piece isn’t a 

It’s natural to be flustered or upset when 
assignments don’t go the way you had 
expected, but keep at it and find new 
ways to make your work count.
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No time for writer’s block?  
Banish it forever
Here’s the scenario: You’ve got an article to write on an 
interesting topic. You have more than enough time to meet 
your deadline and an editor lined up to perfect your words. 
There’s one big problem, though. The words won’t come. You’ve 
got writer’s block.

You’ve been staring at a blank page for days. And your deadline, 
which seemed generous at first, is starting to close in on you. 
Every writer has been there. What can you do about it?

One idea is to put your article aside until the eleventh hour. 
There’s nothing like the adrenaline of an immediate deadline 
to make you put pen to paper – or hand to keyboard. We know 
from experience that this trick often works, but it also leads to 
plenty of stress. What it likely doesn’t lead to is your best work.

Try one of these other tips, which we think you’ll find more 
productive.

Do something fun
Writers are often told that they should write early in the 
morning. Science says that’s when writers are most creative 
and least likely to be distracted by all the other things they have 
to do that day.

But when you’re completely stuck on an article, going straight 
into writing mode first thing in the morning might not work. 
What’s more, it might derail your day as you spend hour after 
hour trying to figure out what you want to say.

Why not start your day with a project you’re excited about? It’ll 
be more fun, make you feel productive and put you in the right 
mindset.

Take it one step at a time
At this point, you just want to get this article done. You’ll be 
tempted to start at the beginning and work your way through 
until you’re finally – finally! – done.

When you’re dealing with writer’s block, though, we find the 
best approach is to break your task up into chunks.
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Step 1: Get organized
Start with something small, like creating a new folder (physical 
or virtual) where you’ll keep all your research and drafts. With 
this one little step, you’ve accomplished something and you’re 
one step closer to meeting that deadline.

Step 2: Research
Do some reading. Find out what other people have to say on 
the topic you’re writing about. Make a bullet point list of any 
ideas you find interesting, and add your own thoughts to those 
bullet points.

Step 3: Create an outline
Use your bullet points to create a rough outline. It doesn’t have 
to be great at this stage, because you’re going to do a bit more 
research and continue putting more and more ideas under each 
of those bullet points. Move those bullets around until you have 
groups of ideas that fit nicely together. Before you know it, you’ll 
have a solid outline.

Step 4: Write
With a solid outline, getting started on the task of writing will 
suddenly seem much easier. All you need to do is turn those 
bullet points into sentences and paragraphs, and you’ll have a 
first draft. The draft may still need some polishing, but you’re 
most of the way there now!

Procrastinate productively
Remember that writing is more than putting words on paper. 
It’s also about thinking through your ideas and deciding what 
you want to say and how you want to say it. You should feel 
free to walk away from what you’re writing when you need to 
for some quality “thinking time.”

And if you use these breaks to do something productive, you 
won’t think of it as time wasted. Here’s an idea: offer to go on a 
coffee run for your colleagues. You’ll get fresh air and exercise 
– which are both known to be good for creativity – and your 
colleagues will thank you.

With writer’s block, know you’re not alone
If none of these tricks are working for you, we have one last tip. 
Kick back, have a drink and take comfort in knowing that every 
writer has been where you are right now. May we recommend 
some Writers Tears? It’s the Irish whiskey of choice for the 
writers at Ext. Marketing Inc.
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5 steps for a successful marketing 
materials audit
If your department is undertaking a wide-sweeping marketing 
materials audit to identify stale messages and outdated figures, 
or if your firm is taking its marketing initiatives in a more digital 
direction, this five-step process will help you lead your team 
through this seemingly complicated process.

Step 1: Setting your auditing goals
Before jumping into writing and design, before you even begin 
hunting down all of your firm’s old marketing materials, we 
recommend that you clearly define your goals. Why are you 
conducting the audit? How will the audit help your marketing 
initiatives going forward? Typical answers are:

•  “We want our marketing materials to be relevant and have a 
longer life.”

•  “We want to lower our long-term marketing costs via fewer 
refreshes and fewer print runs.”

•  “We want our marketing materials to be read by a wider 
audience.”

• “We want to engage our clients and prospects in new ways.”

Step 2: Create a content map
Now that you’ve clearly defined your goals, it’s time to 
categorize and reprioritize your marketing materials.

Start by using the goals that you defined in Step 1 to 
determine your grouping methodology. Ways that are more 
traditional include grouping your materials by product or 
campaign. Lately, however, we’ve seen a shift to grouping 
materials demographically or by life stage. For example, 
if you’re trying to target millennials, you would list in a 
spreadsheet all the materials that apply to this cohort.

If you group materials demographically, you’ll find that many 
of them apply to savers and investors at different life stages. 
Make sure these materials end up in both buckets. Why? 
When you rethink formats in Step 3, you may decide to deliver 
similar content in radically different formats depending on 
who you’re engaging.

If you have analytics, think 
about refreshing your most 
used materials first.

2

1
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3

4

5Step 3: Rethink formats
If you’re reading this in 2016, there’s a good chance the majority 
of the materials that you’re auditing are print brochures. And 
there’s an even better chance that your firm wants to take 
many of them in new digital directions. A marketing materials 
audit is the ideal time to have these discussions.

While you may simply update these brochures, keep in mind 
that infographics, microsites and online articles are all great 
ideas because they are engaging, sharable and easy to update, 
all of which deliver on the goals outlined in Step 1.

Step 4: Audit your resources
Is your team big enough to handle the updates and fill in 
the gaps that you identified? If the wide-ranging scope of a 
marketing materials audit seems too large, complex or time 
consuming, think about hiring a strategic content partner who 
can help create a strategy for your refreshed content.

If you need additional resources, make sure that your content 
partner has the product and industry knowledge to effectively 
round out your team.

Step 5: Production
Now that you know what marketing materials you have and 
which ones you want to refresh, it’s time for your writers, 
designers and developers to get to work. Coordinating your 
resources is time consuming. But clear timelines and focused 
work – that is, strategically working through your list without 
running too many refreshes at once – will help your team 
deliver great results.

Next steps
Although a marketing materials audit will create some 
challenges, especially as your typical day-to-day responsibilities 
aren’t going anywhere, following these five steps will ensure 
that this challenging and exciting initiative goes more smoothly.

If you want to read more about auditing your marketing 
materials, read our article on how to better align your materials 
with your sales team.

http://ext-marketing.com/marketing-articles/audit-your-marketing-materials-to-align-with-your-sales-team/
http://ext-marketing.com/marketing-articles/audit-your-marketing-materials-to-align-with-your-sales-team/
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Are you looking for more financial services marketing and 
investment commentary advice? We can help you produce 
better copy and attract more clients.
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