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Why clients chose/switched advisors:

1. Deep Understanding of Goals

2. Customer Service

3. Portfolio Performance

4. Financial Planning Capabilities

5. Referral

6. Fees

Source: YCharts: How Can Advisors Better Communicate with Clients?
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Why clients chose/switched advisors:

1. Performance (78% vs. 53%!)

2. Accessibility

3. Deep Understanding of Goals

4. Fees

5. Breadth of Service

6. Financial Education

Source: YCharts: How Can Advisors Better Communicate with Clients?
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Style/Method of Communication:

1. Email 72.6%

2. Phone Call 45.0%

3. Text Message 35.3%

4. Mail 21.8%

5. Newsletter 7.4%
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Style and Frequency:

1. HNW Client Retention 92.4%

2. HNW Referrals 90.2%

3. HNW Satisfaction 53.4%

• More

• Higher Quality

Source: YCharts: How Can Advisors Better Communicate with Clients?
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Stock market updates

Bond market updates

Financial planning reminders   

Various lists    

Important things to know  

Economic data   

FOMC dates
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It’s just information –
not action!
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What is operational transparency?

Why is it important?

How do I use it to advocate for my fee?
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Operational transparency: slow 
down and show your work!

Locksmith

Bistro restaurants: visible food 
presentation
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Clients feel better about paying for a service when 
they recognize effort!

How often do you communicate your effort, 
action, or overall work?

What can you do to communicate these to your 
clients and/or prospects?
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Operational transparency can help you: 

❖ Advocate for your fee

❖ Define your value proposition

❖ Take control of your value proposition
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Provides your referral sources with answers to 
these questions:

❖ What does your advisor do for you?

❖ Why do you have a financial advisor?

❖ Is your advisor worth it?
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Consistent communication (email, phone, website)

Not what you know (information)

What you are doing (activity or action)
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Most advisors communicate knowledge or 
information to their clients, not action

Operational transparency is key– show your work!

Clients feel better paying for something that 
requires effort
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1. Commit to a cadence

2. Create new touchpoints (blog, emails, video etc...)

3. Champagne vs. sparkling water – segment

4. Prioritize knowing your clients and their goals

Source: YCharts: How Can Advisors Better Communicate with Clients?
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Material presented has been derived from sources considered to be reliable, but the accuracy and completeness cannot be guaranteed. Nothing herein should 

be construed as a solicitation, recommendation or an offer to buy, sell or hold any securities, other investments or to adopt any investment strategy or 

strategies. For educational use only. This information is not intended to serve as investment advice. This material is not intended to be relied upon as a forecast 

or research. The investment or strategy discussed may not be suitable for all investors. Investors must make their own decisions based on their specific 

investment objectives and financial circumstances. Past performance does not guarantee future results.

The Certified Fund Specialist™ (CFS™) is a designation awarded by the Institute of Business and Finance (IBF). The designation is awarded to candidates who 

complete the required self-study program and successfully pass the CFS exam. CFS designation holders have advanced knowledge in the selection and 

managing of mutual funds. The designation requires 30 hours of continuing education every two years.

This document may contain certain information that constitutes forward-looking statements which can be identified by the use of forward-looking terminology 

such as “may,” “expect,” “will,” “hope,” “forecast,” “intend,” “target,” “believe,” and/or comparable terminology (or the negative thereof). Forward looking 

statements cannot be guaranteed. No assurance, representation, or warranty is made by any person that any of Clark Capital’s assumptions, expectations, 

objectives, and/or goals will be achieved. Nothing contained in this document may be relied upon as a guarantee, promise, assurance, or representation as to 

the future. Clark Capital Management Group, Inc. reserves the right to modify its current investment strategies and techniques based on changing market 

dynamics or client needs. The information provided in this report should not be considered a recommendation to purchase or sell any particular security, 

sector or industry. There is no assurance that any securities, sectors or industries discussed herein will be included in an account’s portfolio. Asset allocation 

will vary and the samples shown may not represent an account’s entire portfolio and in the aggregate may represent only a small percentage of an account’s 

portfolio holdings. It should not be assumed that any of the securities transactions, holdings or sectors discussed were or will prove to be profitable, or that the 

investment recommendations or decisions we make in the future will be profitable or will equal the investment performance of the securities discussed herein. 

Clark Capital Management Group, Inc. is an investment adviser registered with the U.S. Securities and Exchange Commission. Registration does not imply a 

certain level of skill or training. More information about Clark Capital’s advisory services and fees can be found in its Form ADV which is available upon request.
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