
MARKETING 
YOURSELF AS A 
DIGITAL-FIRST RIA



What does it mean to be a 
digital-first RIA?

First, let’s address what it doesn’t mean. It does 
not mean that your firm is a fully remote, digital-
meeting only type of outfit.

There’s room for that definition, but there’s also 
room in the middle for firms who want to create 
a hybrid environment. In that case, the amount of 
digital interaction is left up to the client.

Some clients might prefer a Zoom meeting every 
quarter and one text a month on their portfolio 
performance. Other clients might prefer to meet 
in-person, but they want to schedule that meeting 
with an automated calendar app.

And still, there will be clients remaining who want 
the full white glove, in-person treatment.  

Creating a digital-first RIA means having the 
tech in place to give your clients a modern, 
personalized experience—no matter what they 
want that experience to look like. 

MARKETING YOURSELF AS A 
DIGITAL-FIRST RIA

Marketing yourself as a digital-first RIA, then, 
is all about using technology to communicate 
expectations to prospects. 

You want them to know and understand your 
capabilities from the get-go by showing them that 
you’re able to provide a personalized experience 
on par with what they expect.

For the most part, consumer digital expectations 
are being formed by companies outside of 
finance. Amazon, Google, Uber, GrubHub. These 
companies teach us what to expect when we 
interact with a company through our phones.

You don’t have to be the GrubHub of finance. 
But you should at least be able to provide a 
digital experience that’s on par with a service 
like Betterment or Personal Capital—if not even 
better because of the personal differentiation 
you can offer with your personalized advice.

In this ebook, we’ll look at five ways you can 
prove to prospects that you can offer them a 
great digital experience. And you can do a lot of 
it with the technology solutions you already use. 

2Marketing Yourself as a Digital-First RIA



DIGITAL MEETING SCHEDULING
Your digital experience starts the moment a prospect visits your website.

What does your website say about you?

We’re not talking about the words. We mean the way you present your firm. Do you show off your firm’s 
technology, or is there no mention of how you expect a prospect to interact with you once they become 
your client?

Do you make it easy for prospects to grab time on your calendar, or is the only way to reach you through 
your Contact Us page in the website’s main navigation?

Creating a superior digital experience means prioritizing your client in every situation. On your website, that 
means creating a modern meeting scheduling experience.

The days of linking to a static contact form with a captcha are long gone. Firms still do this as a matter of 
convenience, but it doesn’t create a good feeling for a prospect when they fill out that form.

It’s a dead form. They fill it out and then—they wait. There’s uncertainty.

The modern way to allow prospects to contact you is to give them a window into your calendar and let them 
schedule a meeting with you right away. 

MEETING SCHEDULER SOLUTIONS

(Continued on next page)
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An automated scheduler app lets prospects see only the times on your calendar when you’re available  
to meet. 

Instead of leaving them with uncertainty, they get immediate certainty—and they’re in control, which is a 
major component of a great digital client experience. 

We love the way the team at RLS Wealth accommodates all client preferences by implementing a hybrid 
approach. When you click to schedule a meeting on their site, you can schedule either a digital meeting or an 
in-office visit.

It’s all about putting the client in control. 

I can hear you saying that you don’t want to give every site visitor access to your calendar. Add a few 
qualifying questions to your scheduling app to help ensure it’s worth your time. 

A few options for qualifying questions:

• Estimated investable assets
• Income
• Age
• Most pressing financial question

Have notifications for meetings go to your Director of First Impressions. If they don’t qualify, send them a 
templated message referring them to someone else.

Up Next: Remote Meetings)
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REMOTE MEETINGS
Let’s talk more about that digital meeting option.

Digital meetings were once a nice-to-have. In our post-COVID-19 world, they’re now an expectation.

Offering digital, remote meetings begins with your calendar scheduling. If it’s not the default, you need to 
make it clear what a prospect should expect when they book a meeting so they don’t show up to your office 
when you’re not expecting them to be there. 

And while offering a digital meeting solution is a good way to prove to prospects that your firm is digital-
forward, it’s also now a requirement for your clients. 

If you’re looking for a digital meeting solution with your clients, always check with your advisor technology 
vendors first. You may already have what you need without realizing it.

For instance, Riskalyze provides an in-app remote meeting solution for its advisors (helpfully called Riskalyze 
Meetings) that securely connects advisor and client into a view of their portfolio information stored in the 
Riskalyze platform. 

DIGITAL MEETING SOLUTIONS
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TEXTING & CLIENT COMMUNICATION
Do you text with your clients? 

If you’re like most advisory firms, you want to.

But you don’t.

A survey by Redtail CRM found that almost 90% 
of advisory firm employees think that clients want 
to text with them. 

Unfortunately, about 30% of firms have a “no 
texting” policy and over 40% don’t have approval 
from their broker-deal to text.1 (No surprise there, 
right?)

But communicating by text is the number one 
way that people communicate today. If you’re a 
digital-first RIA, offering at least some ability to 
communicate through text should be a priority for 
your firm. 

We know that compliance can be a tricky partner. 
All those archiving requirements are no joke. 
And you’ll need to create a texting policy for your 
team as well. 

If you’re worried about having live, one-on-one 
conversations via text there are other options. 
Orion Advisor Technology lets its advisors set 
up automated portfolio updates that deliver by 
text and get archived right away, but there’s no 
advisor-to-client communication element.

Others, like Redtail CRM, let you text compliantly 
through their app. 

Moral of the story: Adding text as a client 
communication option might be easier and closer 
to reach than you think.

TEXTING SOLUTIONS
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CLIENT PORTAL
You might have a client portal, but do you actually 
use it? 

One survey found that just under 90% of firms 
have a client portal.2 Our guess is that 90% of 
clients aren’t using one, though. 

That said, an online portal that consolidates a 
client’s finances into a single login is a huge win 
for any advisory firm that can offer one. 

It’s going to become increasingly important, too. 
As next-gen investors like Millennials arrive at the 
stage in life where they need a financial advisor, 
they’ll be basing their digital expectations off 
their experience with platforms like those offered 
by Mint, Personal Capital, or Betterment.

CLIENT PORTAL SOLUTIONS

Each of those services provide a clean, intuitive, 
digital-only experience. If your firm has a client 
portal, it’s likely you have the feature set to 
compete. 

The important thing with a client portal is to treat 
it like a key part of your digital client experience. 
Too often, it’s treated as an afterthought.

Talk about the client portal early and often. Use 
it to show a client their data during a meeting so 
they get comfortable with it. Whenever you can, 
add in integrations (like a meeting scheduler app) 
so  your client portal functions as a way to interact 
with you and not simply as an online version of a 
paper statement. 

... too many to list here
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MARKETING YOUR TECH
You’ve got the pieces together to create a digital experience from the first moment of contact all the way 
through an ongoing client relationship.

The big question to ask yourself now is this:

Are we telling prospective clients about it? 

What we’ve found from working with advisors over the past decade+ is that their firms have the tech ready 
to offer compelling digital experiences, but they keep it hidden behind a curtain. 

Become a client, and the curtain gets lifted.

But if you want to present your firm as a technology-forward, digital-first type of practice, it’s time to put your 
tech center stage and make it a key selling point in your marketing. 

We’ve got two simple ideas to get you started. Ready? Let’s go.

1.  Feature Your Client Portal on Your Website

Your website is the best place to show off your tech. It’s likely the first place a person will experience your 
brand and you can put yourself on even footing with digital advice platforms from the start. 

It’s easy to grab mockups of smartphones and computers online and insert screenshots into them to give a 
polished appearance of your client portal in action. 

Sprinkle them throughout your website or create a dedicated page or section to communicate the benefits 
of your client portal and how it helps your clients stay on top of their finances and reach their goals. 

(Continued on next page)
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2.  Use Your Advisor Tech to Get Leads

There are a variety of advisor technology solutions that can help you communicate better with prospective 
clients. We’ll look at just two in this section.

Asset-Map

Asset-Map provides a Discovery tool to help advisors with the cumbersome data gathering process. No 
prospective client likes being told to bring stacks of paper to their first meeting, and no advisor likes to 
sift through them. The Discovery tool acts as a centralized input to get all of a potential client’s assets and 
liabilities onto an Asset-Map report for a centralized mind map-style visual. 

The Discovery tool isn’t limited to something a client does during a meeting, though. It can be embedded 
on a website as a lead generation device, or sent in an automated follow-up email after that first meeting 
gets scheduled through your website.

It’s a great way to kick off a relationship digitally and set the tone right away.

Image source: https://get.asset-map.com/free-demo/
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Riskalyze

By now everyone is familiar with the Riskalyze slogan:

“What’s your Risk Number?”

Advisors use Riskalyze to assess risk in client portfolios, but there’s another big advantage to Riskalyze and 
that’s the ability to embed their Risk Tolerance Questionnaire onto your website—effectively turning it into 
a lead generation questionnaire.

The foundation of a lead magnet is to offer something valuable to a person and give them something 
without expecting to receive anything back (except maybe an email, but certainly not their business). 

The Riskalyze RTQ does this by showing a client an objective assessment of how they should be investing 
according to their personal risk tolerance.  

Again, like the Asset-Map Discovery tool, embedding this feature onto your website creates a digital 
experience for a prospective client without you having to do anything more than add the link and some 
brief contextual copy to explain its value. 

Image source: https://www.ascentwealthadvisors.com/risk-analysis

(Continued on next page)
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Creating the presence and presentation of a digital-first RIA doesn’t have to be an all-consuming revolution. 
It does, however, require thoughtful planning and a digital experience that carries through from first contact 
and into the ongoing client relationship. 

As you look for ways to bring your technology forward and market your firm as a modern wealth management 
solution, start by looking at your existing advisor technology vendors. One of the most common oversights 
in the advisor world is not exploring the range of your existing tools.

Wherever they have capabilities, use them. If they have an advisor marketing kit, take what’s relevant to you 
and use it to inform your messaging.

Most of all, don’t be afraid to put your firm out there. Prospective clients will learn how to think about your 
firm by what you tell them about your firm. Put technology at the center of that conversation to demonstrate 
the benefits they’ll get from working with you.

Disclosure: Three Crowns actively creates marketing content and provides consulting to some of the companies mentioned in this resource, 

as well as others who are not mentioned.
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Visit threecrownsmarketing.com to schedule a consultation with 
our team to get started.

READY TO AMPLIFY YOUR FIRM’S 
MESSAGE WITH DIGITAL MARKETING?

1 https://www.fa-mag.com/news/the-case-for-texting-your-clients-just-got-stronger-56245.html

2 https://emoneyadvisor.com/blog/the-value-of-a-robust-client-portal-in-financial-planning-relationships/

ENDNOTES
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