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Thought Leadership Providing Advisors a Competitive
Advantage

Thought Leadership is creating a company’s unique position with its target audience by providing
relevant and timely information on issues that impact your clients the most. Your brand as an
organization or an individual new business development professional becomes the knowledge and
expertise that you share with your target audience rather than a generic brand promise, logo or
tagline. This strategy for building a thought leadership position with your audience has proven to be
successful over the long term in building strong client loyalty, referred business and an expanded
organic growth strategy for the wealth management business.

The sales cycle for wealth management advisors is by nature longer and more complex than most
business to consumer sales cycles. As potential clients move through the decision making process of
awareness, interest, exploration, commitment and action they seek to research and understand their
potential Advisors early on in the sales cycle. In the past, the sales letter or initial new business
meeting was generally the first introduction the prospect had to the Advisor. Today, the prospect
begins the awareness and research long before the Advisor has an opportunity to engage with them.
In order to capitalize on this early exploration phase of the sales cycle, Advisors must build their
brand awareness through Thought Leadership by helping prospects understand how they can add
value to the relationship long before they meet them in person.

By demonstrating that as trusted Advisors they understand the prospect’s concerns and problems,
they can engage prospects early on and greatly increase the potential for new business acquisition as
they move through the sales cycle. Using a variety of in-person and on-line communications
strategies, including selected social media tactics, thought leadership can be built and keep Advisors
engaged with their target audiences in a meaningful way. Below is a chart that outlines the highest
potential value of Social Networks for new business development. Thought Leadership leads the
way in providing the most long-term value to build solid client relationships.
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