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1  Cerulli Associates, “The Cerulli Report—Advisor Metrics 2017, The Next Generation of Planning,” 2017. 
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You wouldn’t expect your orthodontist to perform back surgery, too. And yet advisors 
often take a one-size-fits-all approach when it comes to servicing their clients. In 
fact, only 19 percent of advisors feel that investors choose a practice because of its 
niche specialization, according to a 2017 Cerulli Associates report.1 But, according to 
this same report, 81 percent of practice management professionals consider niche 
marketing to be an effective marketing strategy. Why the disconnect?

On one hand, many advisors fear it will alienate potential clients who don’t fit a 
specific profile. Others feel that being more of a generalist increases their field of 
prospects. And while casting a wide net makes sense in theory, this method doesn’t 
necessarily translate into actual clients. 

Instead, the opposite is often true: it’s the individuals who 
choose to focus on a niche market who gain the upper hand 
because it allows them to become more easily identifiable 
as a specialist in a particular area. This, in turn, increases 
the likelihood of more clients wanting to do business with—
and refer others to—them. 

Further, by identifying a targeted group and gaining a thorough understanding of 
its needs, you’re better able to develop a more efficient service model and provide 
a more customized approach to those clients with similar interests and challenges. 
It also makes it that much easier to create the right marketing strategies designed 
just for them. 

In the following, we discuss how you can successfully position your practice and 
maximize its growth opportunities by working with a niche market. Let’s begin by 
defining what the term means. 
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Generally speaking, a niche market refers to a targeted, and usually underserved or unidentified, segment of 
a larger market in which a specific product or service is focused. According to financial planner and industry 
expert Michael Kitces, “There are three core elements needed to successfully serve a niche market: a target 
clientele, an expertise in serving them, and a business model that’s viable to work with them.”2  Niche 
marketing, then, is targeted marketing that caters to a specific and well-defined clientele through processes, 
products, and services that are customized to address their needs. And while these individuals generally have 
similar needs and challenges—such as pediatricians or public-school employees nearing retirement—their 
personal interests may be quite different.

It’s important to note that niche markets aren’t the same as affinity groups. This latter group is generally 
comprised of individuals who share common goals and interests, such as members of religious organizations 
or social groups. Unlike niche markets, members of affinity groups don’t necessarily share similar needs and 
unique challenges. But members of a niche market can be part of an affinity group.

Once you decide to explore a niche market, often the answer to figuring out your target clientele can be found 
at your fingertips—in your book of business. Evaluating your book can be the “secret sauce” in helping you 
narrow your focus. The time and effort you spend reviewing your book will go a long way toward helping you 
succeed at developing a successful niche market. To help you get there, there are three areas that are critical to 
your viability and process:

Niche Markets—What They Are, What They Aren’t

2  Michael Kitces, “How to Find Your Niche as a Financial Advisor,” Nerd’s Eye View at Kitces.com, May 5, 2014.

Identifying and 
aligning your natural 

interests and skill sets 
with the needs of your 

niche market
Revising and 

customizing your 
marketing strategies 

to fit your 
targeted group

Differentiating 
yourself from 
competitors
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As you closely examine your book and begin making a list of your 
existing clients and prospects, you may suddenly see a target group 
emerge organically. Look for common characteristics and interests that 
can help you spot patterns, including similarities in:

Perhaps, you discover that a majority of your clients are recent widows 
or millennial business owners. Do you find great satisfaction in working 
with these groups of individuals? Do you feel you are better able to 
serve them more successfully than your competitors? If so, you’re off to 
a good start in determining your niche. 

1
FINDING 

YOUR
MATCH Demographics 

(age, gender, level of income, marital 
status, profession/occupation)

Geography
(depending on the size of your business)

Financial Goals

Psychographics
(personality, values, lifestyles, habits)
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To maximize this opportunity, you can:
Connect with people in positions of authority and high visibility within your target market: One of 
the best ways to fully understand your niche is to begin identifying your centers of influence, or COIs; 
these key professionals can boost your market access and credibility by introducing you to potential 
new clients, generate ongoing referrals, and help you explore new opportunities. While these strategic 
alliances often include CPAs or attorneys, they can also consist of community leaders, volunteer group 
heads, or others who may have a positive impact on your business. 

Start establishing relationships with them by arranging informal get-togethers, perhaps over breakfast 
or lunch, and ask about their experiences working with an advisor and get a wish list of what they 
would like to see from a financial provider in the future. They will be instrumental in providing you with 
the insights you need to help you establish yourself in your niche.

Speak with trusted clients in your ideal niche: Find out the key factors that made them want to work 
with you and why they have stayed. Discuss the unique benefits they feel you offer them, the specific 
value you bring, as well as the challenges they’ve faced along the way. Ask them if their interactions 
with you are clear and straightforward. Determine if they’ve been satisfied with the goal and strategy 
planning you’ve outlined for them and fully explained the risks. How well have you managed their 
expectations? How often do you keep in touch? Encourage them to be candid because it will inform 
your approach and dealings with prospective clients as you build your market.

If your book doesn’t uncover a pattern of a particular group, think about how you can align your 
interests and skill sets with a particular industry or occupation you’re passionate about. If you’re a 
technology buff, start by reaching out to local or regional technology companies and arranging time 
to meet with their representatives. Let them know up front that you’re only seeking information about 
opportunities to serve them—people will be more willing to talk with you if they know you’re not 
trying to sell them something at the outset.
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Other ways to break into a 
new industry include:

• Determining industry COIs and creating 
an advisory board and requesting key 
COI members to serve on it

• Contacting the targeted industry’s 
trade or professional organizations in 
your area and begin building a network

• Fully researching the characteristics of your niche 
market by conducting in-depth analyses. This research 
should address three important areas that may help in 
identifying new opportunities:

1.  Market analysis—to help determine the unique needs 
and scope of your target group 

2. Resource analysis—to help you determine the 
appropriate amount of support you’ll need in serving 
your market  

3. Competitive analysis—to help you determine who 
your competitors are and identify your barriers to entry
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Defining a Niche Within a Niche
While it may be tempting to try to appeal to a wide range within your niche, it can actually be more 
effective to focus on a smaller subset. Per Michael Kitces,2 most financial professionals struggle 
when spending their marketing dollars because they aren’t targeted enough to be cost-effective. 
But by narrowing your focus even further, it allows you to target your spending to maximize your 
opportunities among your market and select areas where your niche members will most likely see it. 

And in fact, the process of serving a niche itself can actually help lead to an even more refined group. 
For example, if you’ve been working with homeowners, you may discover that a sub-niche, say 
divorced homeowners, exists within this group. They may share challenges and have separate needs 
apart from your primary niche market. This can provide you with an excellent opportunity to further 
develop your services and business model to appeal to this smaller target market—enabling you to 
define your skill sets even more. 

What’s more, it also increases the likelihood that you’ll be able to reach a larger percentage of people 
who may want to use your services. Other benefits include increased visibility among this smaller 
group and a more loyal client base, who in turn, are more likely to refer other prospects to you with 
similar characteristics. And targeting a smaller group means you can be more selective in how you 
choose to spend your money marketing to them. 

A couple of things to keep in mind 
as you explore this option:
• The group should be large enough to produce the volume of business needed for your 

business to remain profitable but small enough so it doesn’t attract a lot of attention from 
your competition. 

• Depending on the size and scope of your business, you’ll need to determine if the time and 
effort in developing a smaller niche market makes profitable sense for your business.

2  Michael Kitces, “How to Find Your Niche as a Financial Advisor,” Nerd’s Eye View at Kitces.com, May 5, 2014.
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Focusing on a specific niche can provide you with an opportunity to 
market to them in ways that can be more effective than generalized 
marketing. Your approach is key to delivering a compelling message 
that resonates, not alienates, your target audience. The importance 
of doing your due diligence and research cannot be overstated: it’s 
important to learn what motivates them, as well as what keeps them 
up at night. 

Review existing materials: 
This is an effective way to ensure you’re addressing your audience’s 
concerns. It’s likely you’ll need to rework your approach, revise your 
content, and refine your value proposition so that it’s more aligned 
with your niche. As part of reevaluating your overall plan and materials, 
according to marketing blogger Heidi Cohen,3 you may also consider: 

• Developing a marketing persona—imaginary versions of your 
niche—to gain a better understanding of your prospects 

• Revising or enhancing your branding and/or graphics to help 
ensure your materials are especially relevant to your unique group

• Determining an effective media strategy, ideally one that is
multi-dimensional, including traditional (i.e., paid advertising)         
and social media 

“Test-drive” your messaging: 
Before finalizing your marketing plan, it’s essential you test-market it 
with existing clients before rolling it out. This, of course, helps ensure 
you’re setting the right tone and reinforcing the proper touchpoints. It’ll 
also help you spot-check any red flags and address any unanswered 
questions (or glaring omissions) in your approach. Soliciting your 
current clients’ feedback will give you much-needed insight into what 
works and what doesn’t. To that end, once you formally roll out your 
strategy, it’s a good idea to create metrics in which you can measure 
your plan’s effectiveness against your goals. This will help you take note 
of success areas, as well as help you identify aspects for improvement. 

2
TAILOR-MADE 

MARKETING 
TO FIT 

YOUR NICHE 

3  Heidi Cohen’s Actionable Marketing Guide, “Niche Marketing Strategy Must Haves,” 2011.
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Get involved: 
While you’re determining how to rework your marketing plan, it’s important to become involved in 
your market’s community. This not only increases your knowledge base but gives you a visible and 
authentic presence. This can be done through a number of unique marketing channels: 

• Consider volunteering to sit on a committee, association, or board or offer to set up a seminar 
to discuss topics unique to this market.

• Look for opportunities to familiarize yourself with your niche market by regularly reviewing 
their publications (perhaps offering to serve as a guest blogger), listening to niche podcasts, 
keeping updated on the latest news through relevant social media accounts, and attending 
conferences and events associated with its members.

• Support charities and organizations that members are interested in. Your ongoing commitment 
and active participation within this community will help instill their trust in you, as well as give you 
a distinct edge on your competition. 

Be strategic in getting the word out: 
In addition to placing ads in various local business and lifestyle publications, you can post flyers and 
announcements at places your clients and prospects frequent, or add a section on your website that 
highlights your niche specialization. Share content you’ve created on other platforms that are visible 
among your niche market, such as submitting some of your blog posts to niche industry publications. 
As previously mentioned, remember to tap into the knowledge base of existing clients already in your 
niche who can provide guidance on fine-tuning your approach. They’re in the best position to inform 
your process and can serve as an excellent sounding board.  

However you pursue your marketing channels, be sure they are the most viable and appealing options 
for your business’ style and approach. You want to make sure that your marketing strategy is giving 
you the highest possible return on investment in the most cost-effective way. You’ll also want to take 
care not to spread yourself too thin; pick a few methods of marketing, gauge progress, then adjust or 
expand from there. By continually reviewing—and tracking—your marketing efforts, you help ensure 
your messaging continues to connect with your target group. Remaining flexible is important since 
you may need to readjust your materials based on ongoing feedback and information (such as learning 
what generates the most leads versus what’s not getting results).
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The success of your niche marketing strategy depends on your ability to 
address your market’s concerns. How well you demonstrate your facility in 
addressing their issues can mean the difference between them coming to 
you or flocking to your competitors. A few ways you can tip the odds in your 
favor include:

• Showing up: Be consistent at providing above-and-beyond 
customer service and making sure it extends across all levels of 
your business. Demonstrate a genuine commitment and passion 
to helping your target clients successfully navigate their financial 
future. Once you determine your clients’ unique issues, become the 
best—and fastest—at solving them.

• Being accessible: Increase your accessibility by offering ways to 
make it easier and more convenient for your target clients to work with 
you. Consider adding texting as an additional method of corresponding 
with you, improving your speed of responsiveness, and offering flexible 
or off-hour appointments to fit your clients’ schedules.

 
• Becoming the go-to person: Build a solid reputation as the 

ultimate resource in your sphere. Write newsletters and engage in 
Q&As with the local media, focusing on issues facing your niche 
market. Immerse yourself in all you need to know about your target 
group so that you’re able to articulate what makes your value 
proposition so unique.

• Joining in: Participate or offer to sponsor fundraising and other 
activities related to your niche market. Consider conducting workshops 
or seminars that not only will help you stand out but serve as great 
networking opportunities. 

A key to setting yourself apart from the competition is being able to 
demonstrate how your services can fulfill a need that’s not currently being 
met by another advisor. Your willingness to take the time to determine 
your strengths and communicate them to your targeted group amidst your 
competitors’ failure to do so will most certainly drive business your way. 

3
DISTINGUISHING 

YOURSELF 
FROM THE 

COMPETITION
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A Partner for Future Growth
Our family of firms is committed to your growth, and 
we want to collaborate with you to help you find 
and attract your target market by building a viable 
service model that caters to your unique group. 
Through the tailored support of our 
Business Consulting Group, you’ll have a 
dedicated partner who can assist you with 
your strategy, help you identify patterns within 
your book, and pinpoint opportunities for new 
and customizable services. With access to a fresh 
approach, innovative ideas, and allocated resources, our 
experienced consultants can help you take measurable 
actions to meet your specific objectives. As your practice 
evolves, our knowledgeable team will be there with you 
to help you continually refine and adjust your plan to help 
maximize your business’ growth and increase its profitability. 

To help you create effective, compelling messaging that resonates with your targeted audience, our 
Cetera Marketing Team can help you refine your value proposition, reevaluate your plan, and provide 
you with the marketing tools, personalized solutions, communications and social media strategy you 
need to develop and grow your market. Our skilled consultants will support and guide you to new 
opportunities using our multiple platforms and digital channels to help promote the unique value of 
your firm—while setting you apart from your competition.

Conclusion
Many advisors have come to believe that all prospects are created equal. Yet, in 
actuality, when you target a specific clientele, it can open up unexpected growth 
opportunities for your practice by providing you with the ability to develop 
a unique knowledge for working with those target clients and solving for the 
challenges they face. By continuing to hone and refine your business model, 
you’ll naturally attract more clients who share similar interests and financial 
needs. Be sure to continually weigh the needs of your niche market with the 
capacities of your firm and adjust accordingly so you can continue to provide a 
high level of service to your ideal clientele.

Building a niche market 
requires planning, research, 
and a significant investment 
of time, but the benefits and 

potential rewards it may 
have on your business is 

well worth the effort.   



If you’re ready to work with a partner who’s focused on helping 
you create long-term value for your targeted ideal clients and 
your business, contact the Cetera Business Development 
team at 800.336.8842 or visit cetera.com today. 
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