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Introduction

Figure 1.1 Respondent Membership By Organization Figure 1.3 Distribution Of Responses By 2023 Revenue
And Revenue Growth

Figure 1.2 Summarizing Survey Respondents

Ranges represent 25th—75th percentiles unless noted otherwise. Note: The graphic excludes 107 responding practices who either reported as “mature” or
did not disclose 2022 revenue or 2023 new client organic revenue.
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Overview Of Advisor Marketing Effectiveness

Figure 2.1 Marketing Costs, Hard Vs Soft Dollars Figure 2.3 Revenue Share Of Marketing Cost By Practice Size
Figure 2.2 Marketing Characteristics Of $2M+ Practices, Figure 2.4. Hard Dollars And Advisor Time Costs
With And Without Marketing Staff As A Share Of Revenue By Practice Size

Figures are medians.
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Overview Of Advisor Marketing Effectiveness

Figure 2.5. Client Acquisition Cost By Practice Size Figure 2.7. Marketing Efficiency By Practice Size

Note: Stage 6 represents a sample of just 8 practices reporting CAC data.

Note: Stage 6 represents a sample of just 8 practices reporting marketing efficiency data.

Figure 2.6. Advisor Pay And Time Spent Marketing By Practice Size
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Marketing Tactics—A Summary

Figure 3.1. Marketing Metrics By Specific Tactic Figure 3.2. Marketing Metrics By Tactical Group

*Less than 5 responses
Ab-9 responses for 1 or more of the displayed metrics

*Less than 5 responses
e KitspsRep dot, Molarore bB24lisplayed metrics Marketing Tactics: A Summary—10



Marketing Tactics—A Summary

Figure 3.3. Key Metrics For Evaluating Marketing Tactics Figure 3.4. Tactics By Usage And Average Revenue Share

*Based on less than 5 responses reporting revenue
ABased on 5-9 responses reporting revenue
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Marketing Tactics—A Summary

Figure 3.5. New Client Revenue By Client’s Figure 3.6. Most Popular Tactics, 2019-2024

“Advisor Search” Approach, High Growth Vs Others

*Includes COI's digital and traditional solicitors, online listings, and third-party review

sites
Alncludes webinars, seminars, client appreciation events, and in-person networking

#Based on a sample of 4 high-growth practices and 8 others

*Drip marketing redefined as newsletters in 2023 study.
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Marketing Tactics—A Summary

Figure 3.7. Average Satisfaction Across All Tactics Figure 3.9. Success Rates By Tactic

Note: Average satisfaction based on 1-10 scale with “10” representing most satisfied.

Figure 3.8. Top And Bottom 4 Tactics, By Lead Quantity,
Lead Quality, And Overall

ABased on 5-9 responses

AHosted radio show ratings based on just 6 responses
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Marketing Tactics—A Summary

Figure 3.10. Revenue Per Client By Tactic Figure 3.11. Aggregate Average CAC By Tactic

ABased on 5-9 responses

ABased on 5-9 responses
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Marketing Tactics—A Summary

Figure 3.12. Aggregate Average Marketing Efficiency By Tactic Figure 3.14. Tactics Deployed In Conjunction With Supporting Tactics

ABased on 5-9 responses

Figure 3.13. Standalone Use Of Supporting Tactics

Note: Percentages represent the share of respondents using a particular tactic who
reported using the tactic in tandem with 1 of the 3 supporting tactics.

ABased on 5-9 responses

*Less than 5 responses
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Referral Generation
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Cold Prospecting

Lead Generation Platforms
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Referral Generation

Figure 4.1. Share Of New Client Revenue From Referrals Figure 4.3. Types Of COIs Engaged With By Marketing Efficiency

Note: Excludes mature practices

Figure 4.2. Approach Towards Client Referrals

Note: “Higher Efficiency” includes practices with median or greater COl marketing
efficiency. “Lower Efficiency” includes practices with COlI marketing efficiency below
median.
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Referral Generation

Figure 4.4. Assessing Fit — Referral Generation
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Paid Solicitors

Figure 4.5. Satisfaction Ratings, Paid Solicitors Figure 4.7. Assessing Fit — Paid Solicitors

*Quantity and quality ratings for custodial referrals are unavailable due to lack of
sufficient responses. The overall effectiveness rating for custodial referrals is based on
just 5 responses.

Figure 4.6. Popular Payment Terms, Paid Solicitors

*Based on just 5 responses
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Cold Prospecting

Figure 4.8. Satisfaction Ratings, Cold Prospecting Figure 4.9. Assessing Fit — Cold Prospecting
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Lead Generation Platforms

Figure 4.10. Satisfaction Ratings, Lead Generation Platforms Figure 4.11. Online Advisor Directory Listings Used

Figure 4.12. Online Directory Listing Providers,
Detailed Satisfaction Ratings

*Based on just 5 responses
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Lead Generation Platforms

Figure 4.13. Online Directory Listings, Payment Methods Figure 4.15. Assessing Fit — Lead Generation Platforms

Figure 4.14. Review Sites Monitored
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Marketing Events

Figure 4.16. Marketing Event Usage, 2019-2024 Figure 4.18. Assessing Fit - Marketing Events

Figure 4.17. Marketing Event Key Characteristics

The Kitces Report, Volume 1, 2024 Marketing Events—23



Figure 4.19. Groups Used For In-Person Networking Figure 4.20. Social Media Platforms Used, 2024 And 2022

Note: Respondents were not asked to report TikTok or Reddit usage in 2022.

Figure 4.21. Social Media Posting Frequency, When Used
Independently Vs As A Supporting Tactic
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Figure 4.22. Use of External Support, Social Media, When Use Figure 4.23. Assessing Fit — Networking
Independently Vs As A Supporting Tactic
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Content Creation

Figure 4.24. Video Usage, High-Growth Vs Others Figure 4.26. Written Content, Key Characteristics

Note: Excludes mature practices

Figure 4.25. Topics Most Emphasized in Marketing Content
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Content Creation

Figure 4.27. Audio And Video Content, Key Characteristics Figure 4.29. Assessing Fit — Content Creation

Figure 4.28. Content Success Rates, Niche-Focused Vs Others
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Advertising

Figure 4.30. Specific Types Of Advertising Used Figure 4.31. Distribution
Of Advertising Expenditures
By Category

Figure 4.32. Assessing Fit — Advertising and Sponsorships
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Search Engine Optimization

Figure 4.33. SEO Use, High-Growth Vs Others Figure 4.35. Key SEO Objectives

Figure 4.36. Assessing Fit — Search Engine Optimization

Note: Excludes mature practices

Figure 4.34. Success Rates With And Without SEO
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Learning From High-Growth Practices

Figure 5.1. Organic New Client Revenue Growth, Figure 5.2. Total Marketing Costs, High-Growth Vs Others
High-Growth Vs Others

Note: Excludes mature practices
Note: Excludes mature practices

Figure 5.3. Share Of Advisor Time On Marketing,
High-Growth Vs Others
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Learning From High-Growth Practices

Figure 5.4. Marketing Tactic Usage, High-Growth Vs Others Figure 5.5. Tactics By Average Share Of New Revenue,
High-Growth Vs Others
Note: Excludes mature practices Notes:

+ Results exclude mature practices.

- “High-growth” revenue share estimates are based on less than 5 responses for digital solicitors,
third-party review sites, direct postal mail, cold calling, books, and advertising.

« “High-growth” revenue share estimates are based on 5-9 responses for traditional solicitors,
media appearances, podcasts, and social media.

« “Others” revenue share estimates are based on less than 5 responses for digital solicitors, third-
party review sites, direct postal mail, cold calling, media appearances, and books.

« “Others” revenue share estimates are based on 5-9 responses for traditional solicitors, videos,
podcasts, and advertising.

- Data unavailable for custodial referrals, hosted radio show, search engine optimization, and
newsletters
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Learning From High-Growth Practices

Figure 5.6. Practice-Wide Marketing Efficiency,
High-Growth Vs Others

Note: Excludes mature practices
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Tailoring The Right Marketing Approach For Your Practice

Figure 6.1. Best Marketing Tactics By Function
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Tailoring The Right Marketing Approach For Your Practice

Figure 6.2. Example Marketing Tactics By Budget
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