
3 KEY STEPS TO OPTIMIZING  
MARKETING STRATEGIES 

2017 Marketing Toolkit
for Asset Managers

1 Gauge Staffing Needs 

2 Balance Budget Allocations  

3 Align Marketing Initiatives with  
Proactive Drivers   
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                                       Content strategy sta� will be instrumental in helping firms navigate 
today’s complex world of message delivery and thought leadership. The CRM function is gaining 
in importance across all industries as marketers try to more e�ectively understand and target 
potential and current clients. 

REMEMBER

Marketing’s profile is growing increasingly 
stronger at many asset management firms. This elevated 
profile comes with new responsibilities, as well as the need 
to master new mediums, communications methods, and 
platforms. This will require hiring more sta� with special-
ized skills and potentially seeking this talent outside of the 
asset management industry.

WHAT                   If firms truly 
want to di�erentiate their 
marketing capabilities, 
they’ll need to invest in 
sta� regardless of the 
market environment. 

WHY 

                                       In addition to the size of the firm, the size of the budget will usually 
influence how resources are spent. Budgets below $5 million are more diversified across areas, 
with no area accounting for more than 20% of the total budget. Budgets above $5 million tend 
to be concentrated in two primary areas, run-rate sales support and advertising/brand, which 
together accounted for 52% of 2016 spending. 

REMEMBER

                      The good news is that marketing budgets do not seem to fluctuate erratically along 
with market conditions, which suggests that firms are understanding the vital role of ongoing 
marketing e�orts regardless of the sales and revenue environment. The bad news is that budgets 
have largely stagnated despite expanded responsibilities.

WHAT

                 The need to fund 
a wider range of marketing 
related initiatives.

WHY

                                       Looking forward, new 
product introductions are likely to remain a 
primary driver behind marketing initiatives. As 
firms continue to diversify their businesses into 
areas such as smart beta funds, ESG portfolios, 
and actively managed ETFs, marketing will play 
a pivotal role in spreading awareness, as well as 
educating advisors and clients.

REMEMBER

                       Marketing units have 
made strides in their planning e�orts 
since earlier in the decade, when they 
were primarily guided by reactive drivers, 
such as requests from clients, sales, and other 
departments, as well as reacting to the 
competition. Drivers today allow marketing 
units to be more proactive and are now guided 
by internal, strategic factors.

WHAT

                  As the marketplace continues to 
evolve, firms that remain in a reactionary mode 
will continually find themselves behind the 
competition.

WHY


