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Hybrid Marketing in The Post-Pandemic Era
For generations, financial advice has been primarily about the special client-advisor relationship and the value of face-to-face 
advice & personalized service. Then came the pandemic, and the industry was shaken to its core. This “Great Accelerator” 
propelled many industries to take a quantum leap into new client engagement models. For financial services, it forced a 
wide-scale change from traditional marketing and sales practices to more virtual client engagement approaches. This wide-
scale adjustment to advisor’s business models and ways of doing business will have enduring effects for the future of this 
industry.

Today, clients are becoming more and more sophisticated, increasingly interconnected, and possibly time-constrained. Easy 
and fast access to information has become the expectation, and advisors are under pressure to adapt and future-proof their 
businesses. Continuous searching for unique value propositions and finding ways to increase revenues and profits (while 
offering a more diverse set of services) has become the key challenge for many advisors, particularly those that are time-
constrained themselves. 

For many years, the client experience debate was directed at digital versus human interaction. However, the real value 
proposition sits in the middle, in a hybrid model that combines the best of both worlds. The value of this approach for financial 
advisors is scalability, while for clients it’s the ability to choose the level of service that is best for them.

This approach enables access to a much broader client pool as well as new revenue potential. Leveraging the mix of traditional 
and contemporary approaches allows advisors to tailor engagement based on client needs. For example, as clients’ wealth 
grows over time, so do their needs. As an advisor, you are the conduit to help with the transition, delivering a high level of 
advice efficiently. As your existing clients age, you can attract a new generation of clients – their children and grandchildren. 
Those adopting a hybrid model will be uniquely positioned to capture a broader range of demographics, spanning from mass 
market to high-net worth.

With the Pandemic in Our Rearview Mirror, 
What's Next?

We can all agree that 2020 was an extreme year. The pendulum swung 
way over the other side as the world became virtual. Just like a 
pendulum, things will start to revert to normal, but not the “normal” we 
all knew. The “new normal”, albeit an annoying cliché term, is where the 
world is today. 

Growing by Force is Still Growing
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Adopting a Hybrid Approach

There are clear trends that advisors need to embrace if they wish to stay relevant and competitive. We are near a tipping point, 
where if an advisor is not represented in a robust digital fashion, those ideal clients and coveted prospects will find someone 
that is.

A website, a nice office, professional attire…these have been listed as a necessity for advisors to do business in the past. In 
2021, you can add a robust social media presence, virtual solutions for speaking & meeting with clients & prospects, and 
authenticity that can showcase credibility in a virtual environment. 

These things can no longer be ignored, and we couldn’t be more excited to help you learn what’s possible.

Tapping into The Billon-Dollar Digital 
Opportunity

A few weeks ago, Dave wrote about the importance of getting primed and focused before every presentation and meeting with 
prospects. With only a couple of weeks left in Q2, the same can be said about your marketing efforts for the remainder of 2021.

Although we’re slowly moving back to business as “usual”, things may never go back to how they were pre-pandemic. As we 
move forward, it’s important to realize that many of our clients and prospects will continue to prefer virtual solutions to their 
financial matters. This will create new opportunities for you.

In fact, it is estimated that 42 million households worldwide, representing $66 billion in annual revenues across banking, 
borrowing, and investing, are prime candidates for a “virtual advice” model.1 So, be careful not to fall back into a “business as 
usual” mindset. If you allow yourself to revert to the same marketing approach you used pre-pandemic, you could place 
yourself at a disadvantage compared to advisors who maintain a hybrid approach. 

Keep this in mind as you review your metrics to identify what’s worked best for you so far this year. If your webinars have 
yielded great results, maintain those efforts as you reintroduce in-person events to your repertoire. 

During the shutdown, we learned that high-net worth prospects are more likely to attend virtual events than in-person ones. 
So, if you’ve worked on becoming more comfortable in front of the camera, don’t let those skills go to waste. Perhaps you can 
continue to host occasional virtual events to target the more affluent prospects in your area. You can also put those video skills 
to use by making short and compelling videos you can use in your social media efforts. 

New opportunities will be created during this time of transition, and it’s the advisors who are able to quickly adapt to the 
digital shift that will be able to reap the rewards. We stand by ready to help you make it happen.
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Digital-Friendly Marketing Initiatives:

• Webinars

• Zoom Client Meetings

• Email Journeys

• Paid Search and Paid Social Advertising

• Content Marketing—including webinars, videos, blog posts, and infographics

Monthly Megahit
Each month, we like to feature an advisor that’s doing successful work out in the 
field. Last month, we gave you a massive feature that covered all the winners of 
this year’s Virtual SGOS Awards. This month, we’re back to our regularly-scheduled 
Megahit, who happens to be Taylor Perry of McAdams Group, LLC located in 
Cordova, Tennessee.

While we featured him a couple of months ago, we felt that now would be the 
perfect time to do so once more. That’s because Taylor had a fantastic last week of 
business. 

Primary Coach Rick Bates had this to say:

Taylor is proof of what can result from following the Sales Process. Over the last 
few months, he has worked hard to put the Process into practice. Last week, he was 

rewarded with over $1,000,000 in new annuity sales. Great job, Taylor!

Taylor is just one of many examples that show if you really want to meet or exceed 
your goals, focusing on refining the Sales Process is the best way to do it. We’ve 
got ample tools to help your practice reach new heights, and all it takes to get 
started is submitting an MOF.

Great Job, Taylor! You’re proof that hard work really does pay off in the end.

1: https://www.mckinsey.com/~/media/McKinsey/Industries/Financial%20Services/Our%20Insights/The%20virtual%20financial%20advisor/The-virtual-financial-advisor.ashx

Investment Advisory Services offered through Sound Income Strategies, LLC, an SEC Registered Investment Advisory Firm. 
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