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Targeting your prospects and converting them into clients who are loyal to your proposition means 

having sales and marketing strategies that work effectively together as a team.  Understanding your 

target audience whatever stage they are in the acquisition and retention phases, will help you to 

deliver your services at the right time. 

 

Most consumers will use the internet as a first point of call to research the products and services 

they require; equally so and particularly when seeking financial services they will speak to friends, 

family and acquaintances to get advice to point them in the right direction. 

 

The Pipeline 

 
 

Acquisition (Pre-Sale) 

Awareness 

Quality Data 

Strategy and Planning 

Communication Channels 

Information 

Corporate Brochure 

Articles/PR 

Video 

Consideration 

First Meeting 

Product Information 

 Case Studies 

Retention (Post-Sale) 

Agreement 

Onboarding 

Customer Service  

Online Accounts/Access 

Loyalty 

Referrals 

Loyalty Events 

Newsletters 
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Understanding Each Phase 
Each stage of the pipeline has key considerations for how to provide your audience with the information they are looking for at 

the right time.  The information below takes you through each phase and defines how your content and customer service should 

engage prospects to drive growth and revenue to your business. 

 

The Acquisition Phase 
This stage of your pipeline looks at generating awareness of your business, providing information to your prospects as they 

require it and advancing through to the consideration stage.  

 

Awareness 
Generating awareness allows you to be creative about how you express your brand and proposition.  It’s also the time when you 

need to be absolutely clear about who you are; who your target audience is; what they want and; what you can do for them.   

 

Key Considerations: 

 Client Personas – This helps to define the types of clients you are looking for; what their needs/goals are and; how you 

can help them.  Segment your prospect data according to your personas and their individual needs. 

 

 What’s Your Strategy? - Work with your sales team to determine how you will acquire new prospects; where you are 

going to find them and; what information they will need. 

 

 Marketing Campaigns - Clearly define your proposition through all communications; optimise your website content to drive 

prospective leads to your sales team; create email and postal direct mail campaigns to target prospects according to your 

client personas; advertise your services though search engines, social media and affiliated sites or groups relevant to your 

target audience – ‘Word of Mouth’ (WOM) will also kick in once you have successfully penetrated your market. 

 

Information 
Once you have the interest of your audience, they are now open to receiving more detailed information about your business and 

your services.  Show how you stand out from your competition and the level of service they can expect from you.  

 

Key Considerations: 

 Enhanced Communications – Provide high level documents such as corporate brochures and service guides to prospects 

that have made enquiries online or by phone and are showing a genuine interest in using your services. 

 

 Industry Knowledge and Expertise – Leads will research the internet to find more information on your business.  Any 

thought leadership articles, PR in local/national press, social media or via podcasts and webinars, highlights how you 

educate your clients and understand their financial needs. 

 

 A Personal Edge – Using corporate videos creates trust in you and your business also adds a personal touch to the 

relationship that you are starting to build.  Showcasing your MD/CEO, sales and service teams as well as your clients 

provides prospects with a better feel for who you are in your own words. 

 

Consideration 
You are now at a stage where the prospect is serious about using your services because they now more familiar with your 

brand and have enough information to help them move forward with addressing their needs and reaching their goals. 

 

Key Considerations: 

 Face-to Face Meeting – This is your first opportunity to understand their individual needs and aspirations.  It’s also when 

you/your sales team really need to reinforce your brand and what you have said you stand for during your awareness and 

information stages. 

 

 Product Information – Following up by providing general information on the products/solutions you have discussed helps to 

educate and keep your services front of mind.  This is particularly important if they are still ‘considering’ what they want to do. 

 

 Case Studies – Case studies help to set the scene for how you deliver your services and solutions to their needs.  Where 

possible use real case studies with the permission of your clients, or alternatively provide ‘scenario based’ case studies for 

each client need with the caveat that they are examples and any solution provided will be based on each individual 

situation. 
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The Retention Phase 
This stage of your pipeline focuses retaining your new client/s by delivering on the customer expectations you have set, 

providing enhanced services and ultimately creating loyalty and referrals.  

Agreement  
Once your prospects have agreed to become clients the emphasis of your communications with them should be around service 

delivery.  This is still quite a fragile stage in that they will still have a 14 day window where they can change their mind. 

 

Key Considerations: 

 Onboarding Documents – you may wish to use a welcome brochure/email which reassures their decision to use your 

services and reminds them of what they can expect to receive now that they are a client.  As much as there will be a lot of 

information gathering at this point, their journey needs to be simple and easy to manage. 

 

 Going the Extra Mile – your customer service delivery will now be put to the test and your new clients will expect to receive 

what you have told them they will.  Any pointers you will have picked up during your first meeting – such as upcoming 

anniversary dates, birthdays, new family members arriving etc. allow you to add a personal touch to your client 

relationships. 

 

 Online Access – if you are providing account access online, it may be useful to provide a step-by-step guide to using their 

account or offer to have one of your client service team go through it with them over the phone.  Bear in mind that you may 

need to offer an alternative arrangement for clients who may not have online access or have minimal IT experience. 

 

Loyalty 
Now you have built trust with your clients, maintaining their loyalty involves up-selling and cross-selling other products and 

services fulfilling as many needs and goals as possible and obtaining referrals for your pipeline. 

 

Key Considerations: 

 Who else do they know? – Ask for referrals from your most loyal clients and those who have expressed how much they 

appreciate how you have helped them.  Provide them with a guide or brochure designed specifically for referrals which they 

can hand out to people they know that would benefit from using your services.  Any new prospects you receive through this 

referral process will most likely join your sales pipeline at the consideration phase. 

 

 Showing your appreciation – Another way of maintaining loyalty is to host events specifically for your loyal clients and as 

a thank you for their business.  This is an opportunity to meet in an informal setting, gather more data and for them to ask 

questions about any other financial needs they may like to address.  Ask them to invite someone they know who may also 

need your services and who will experience first-hand how you maintain your client relationships. 

 

 Additional communications – Provide new and loyal clients with access to a newsletter designed specifically for them.  If 

you already have a generic newsletter, creating a separate communication which is exclusive to clients reinforces the 

enhanced your relationship you have with them.  Give it a different look and feel in line with your brand, covering topics 

such as industry news, updates on your business activities – events you have held or community programmes you are 

involved in, as well as featured clients who are happy to tell their story of how you have helped them. 

Managing your clients’ money is a very personal role to play and working in an industry that is built on trust and relationsh ips 

that can be so easily broken requires you to continually show that you always put their needs first.  If driving leads through to 

loyal clients seems like a long and winding road, following through on these steps will eventually provide rewards for the great 

reputation you build which will eventually precede itself and make the journey easier to navigate.   
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