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FundPress
The world’s premier 
fund data CMS for 

creating engaging and 
compliant product 

experiences, websites 
and data processes. 

WordPress for Finance 
Built on the foundations 

of the world’s most 
popular CMS, optimized 
for security, compliance 

and financial digital 
marketing. 

InvestorPress
The leading market 

solution for increasing 
investor & advisor 

engagement through 
secure, branded 

portals.

Kurtosys provides an industry class digital experience 
platform for financial services companies.



April Rudin
April is founder of The Rudin Group, a global wealth 
marketing firm specializing in creating solutions for 
multi-family offices, wealth management firms, RIA's, 
hedge funds, private banks, private equity groups 
and other financial service firms who want to be 
visible in the UHNW/HNW space.



64% of High Net Worth (HNW) individuals expect 
their future wealth-management relationship to be 
digital; so much so, that nearly two-thirds would 

replace their current firm unless it’s skilled at 
digital outreach through integrated channels.*

*Source: Capgemini Financial Services Analysis 2015 Capgemini/RBC 
Wealth Management Global HNW Insights Survey 2014



Is there a conflict between trying 
to innovate and still staying 
faithful to the brand? How can 
wealth managers overcome this?



Innovation vs Brand

The two are not in conflict!

Innovation actually supports 
the brand by ensuring that 
client’s can be served in a 
changing climate.

A “brand” should be values-oriented, 
in wealth management the brand 
should be centered around serving a 
client’s needs.



How can wealth managers best 
understand the interests and 
intent of their prospects?



Understanding prospect interests

Surveys
Surveys and “would you rather” type 

questions  are a starting point for 
getting clients to open up but there 

will be more work to do.

Observe
Observe clients during meetings in 

their home and office to see how they 
interact where they are most 

comfortable.

Basic Needs
Start simple with how clients plan to 
meet their basic family needs and 

build out from there.

The golf course is dead: Meet 
prospects where they spend time.



Which channel is best for content 
marketing? Company website, 
social media or print?



Multi-channel marketing

The website is the hub that stores all content while print 
and social media can engage new and existing clients
Print can be used for longer form, more evergreen 
pieces.

All channels are important 
but they should not be used 
the same way

Each channel serves a purpose 
for the type of communication 
and the audience it serves.

Remember: the same client 
may access different channels 
looking for different types of 
experiences

Social media should capture conversations that are 
timely — while keeping in mind that not all social 
media sites serve the same audience



How can wealth managers bring 
a digital strategy into their 
traditional marketing plan?



Digital vs Traditional

A digital strategy is great for making the soft sell 

Without giving up too much of their secret sauce, 
wealth managers can share white papers, 
infographics, and other examples of their thought 
leadership on social media platforms to engage clients 
and prospects



When are the best times to post 
and email content to clients and 
prospects? 



Best times to post

It’s best to email content when clients 
and prospects are most likely to access it

Focus on early morning and early 
evening

If your content is compelling, not only will it 
reach your clients and prospects, it may also be 
shared within their networks -- a double win!
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Digital marketing for wealth 
management: What are the top 
three biggest trends you’re 
currently seeing?



Digital Trends

WM is outsourcing the strategy and content creation to specialty 
financial services marketing firms (like me!) #shamelessplug

It's not the #millennial advisor but all generations of advisors who are 
social

Social Media is here. After lots of 
talking about it, and fear about 
compliance, etc, wealth management 
firms (advisors) realize that they must 
make efforts to "stay alive”



Do asset managers need to be 
thinking of hiring specialists to 
produce their content marketing?



Content specialists

Asset managers sometimes make the mistake of 
thinking that they can use their existing in-house 
resources to develop content marketing.

Developing a strategy becomes a side project shared 
between already time-strapped employees.

Hiring the right specialists will help to ensure that the 
strategy is on message and consistent.

Almost always, yes.



What are your views on 
traditional fund factsheets –
crying out for disruption or still an 
essential tool for investors?



Future of fund factsheets

Fund factsheets are still an important 
tool and a lot of the information on them 
is absolutely necessary.

That said, they aren’t the friendliest documents for clients to read.



Where do you see artificial 
intelligence technology working 
in wealth management?



Artificial Intelligence

Using artificial intelligence has enabled 
social media on one end and surveillance 
activities on the part of large institutions to 
help with regulatory/compliance instead of 
relying on humans.

Artificial intelligence has lots of runway in 
wealth management

Insights into clients behavior can equip advisors 
with better predictive models. 



How can wealth managers 
improve when marketing to 
millennials?



Millennial marketing

Millennials know when they are 
being marketed to

Successful marketing plans will target 
millennials where they are now versus 
where they should be years from now.

Despite being younger and 
trendy, millennials view 
money seriously.



Questions?


