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In this Guide,
You Can Focus on What Works

« How to spot the most common marketing time-
wasters—and what to do instead

- A framework to evaluate which tactics to keep, fix,
or ditch

« How to use Al as an assistant, not a replacement

- Why staying consistent matters more than reacting fast

Ntroauction

With viral video trends, Al-generated content, and

Let’s start by identifying what’s costing you time without
delivering ROIL.

rising ad costs in play, financial advisors are navigating The Biggest Marketing Time-Wasters & How to Avoid Them

a marketing environment that’s increasingly chaotic

Time-Waster Why It’s Ineffective What to Do Instead

and costly. It’s not that new tools and tactics lack ) ) ) )
Chasing every new trend Short-lived, hard to measure ROI Focus on timeless, proven strategies
value. It's that AL don’t align with how clients Posting content without strategy No alignment with business goals Use a content roadmap & KPlIs
aCtua"y choose a financial advisor. High-volume, low-quality leads Wastes sales team time Implement precision targeting
Over-relying on vanity metrics Doesn’t drive real revenue Tracek conversion & retention rates

In the rush to keep up, it’s easy to burn time and
budget on efforts that don’t deliver. Advisors switch

tactics too quickly, react emotionally to market noise, ] ] ] ] ]
Checklist: Are You Wasting Time on Common Marketing Pitfalls?

or double down on outdated methods. And with o .
Use this quick litmus test to evaluate your current marketing approach:

prospecting costs rising every year, the margin for

Are you changing strategies too frequently without testing? Quick pivots without data often waste time. Review

error is shrinking. results before switching gears.

Do you focus on engagement metrics but ignore lead quality and conversions? Likes don’t equal clients. Focus
on metrics tied to revenue and retention.

Are you relying on mass outreach rather than targeted, high-value engagement? Broad campaigns miss the
mark. Prioritize prospects who resemble your best clients.

If you checked one or more boxes, use this guide to streamline your efforts and refocus on what works.



The Smart
NMarketer's Framework:

How to Evaluate What’s Actually Driving ROI

Throwing more at marketing isn’t the solution. Smart growth starts with
clarity: knowing which efforts are truly moving the needle, which need
refinement, and which should be cut altogether. That’s where the Keep,
Fix, Ditch framework comes in.

The Keep, Fix, Ditch Framework

These strategies are delivering measurable results. Leads are converting,
costs are in check, and client quality is strong. Double down.

These efforts show potential but aren’t quite working. Maybe your email
open rates are solid, but your click-throughs are low. Adjust and test.

These tactics are draining time or money with little return. No matter how
trendy or familiar they are, it’s time to move on.

Look at your marketing efforts from the past 90 days and sort them into one of the
three categories. Do you see impact—or just activity?

Key Metrics for Evaluating Marketing Performance

Focus on the metrics that reveal whether your marketing efforts are delivering business value:

+ Lead quality and conversion rates:
Measure how likely your leads are to become clients, not just how many names enter your funnel.

« Customer Acquisition Cost (CAC) vs. Customer Lifetime Value (CLV):
Reveal whether your marketing spend is justified by the long-term value of the clients you acquire.
- Channel ROIL:
|dentify which marketing channels—ads, SEO, webinars, email —generate qualified leads and real
business results.
+ Time spent vs. business impact:
Evaluate where your team is investing time and whether that time is producing measurable returns.

Worksheet: How to Audit Your Current Marketing Efforts

Use these questions to run a quick check-up, then turn your responses into a plan:

where to focus, what to refine, and what to stop doing.

1) What’s your best-performing channel in the past year?

2) Which campaign drove actual revenue, not just clicks or views?

3) Are you tracking metrics that matter to your business, or just what
looks good in a report?




Best Practices for Using Al Wisely

How to Use Al as an Assistant
Not a Replacement) iIn Market

Al is no longer a futuristic tool. It’s a present-day productivity booster. But too

- Automate repetitive tasks, like drafting or formatting, but keep strategy
[ and messaging human.

| I Use Al to support, not shortcut, your judgment. Let it surface options
but rely on your experience to choose the right one.

Train your team on when to trust Al and when to override it with context
or creativity.

many firms fall into the trap of using Al reactively or too aggressively, either - Review outputs regularly. Even the best tools can introduce errors or
ignoring its potential or expecting it to replace human expertise entirely. fone mismatenes.

Al can help you scale but only when it’s thoughtfully integrated into your

. . . .. workflow and reviewed with care.
The best approach lies in the middle: use Al to handle the repetitive and

technical, so your team can focus on the strategic and relational.

\/ Checklist: Al Use Cases Worth Exploring

Where Al Helps vs. Where Humans Still Win

Al writing assistants for first drafts or idea generation, not final copy

Al for content repurposing (e.g., summarizing a blog into social copy or a webinar intro)

Marketing Task Al’s Role Human’s Role

Content Creation Drafting, repurposing Editing, brand voice, storytelling Al-driven email personalization with your team refining tone, timing, and segmentation
SEO Optimization Keyword analysis, meta descriptions Strategy, intent matching Al for predlct|ve.analyt|cs to anticipate client behavior, flag drop-off risks, and guide
resource allocation
Ad Targeting & Bidding Real-time adjustments Creative strategy & messaging
Customer Engagement Chatbots, automated responses Personalized interactions
Data Analysis Pattern recognition, reporting Context, decision-making




VWny Marketing Panic
Reactions Backiire
And What to Do Instead

In times of uncertainty, such as market swings, election seasons, and global
events, it’'s tempting to hit pause on marketing. Many advisors assume silence
Is safer than getting the message wrong. But inaction sends its own message:

that you’re unsure, unavailable, or no longer relevant.

The reality? Pulling back mid-campaign often creates deeper problems down
the line: empty pipelines, higher acquisition costs, and a loss of brand trust

that’s hard to rebuild.

Before you cancel campaigns or shelve a strategy, walk through the logic.
What you say can shift, but staying visible is almost always the smarter move.

The Cost of Prematurely Stopping a Campaign

Loss of brand momentum ——-

> Harder to restart when What happens
when businesses pause

marketing due to
Drop in pipeline external events?

you’re out of sight

> Future revenue impact
becomes unavoidable

—— Erosion of audience trust

> Inconsistent messaging
confuses and alienates clients

— Higher re-entry costs

> Ad rates climb when
competition returns

Should You Change Your Marketing Plan?

Has a major external
event occurred?

Move to Step 2. Stay the course.
Keep your cadence
consistent.

Are competitors

pausing or pulling back?

Take the opportunity Match their presence
to step forward and  but lead with relevance

differentiate.

The Bottom Line: Smart marketers don’t disappear. They recalibrate and keep showing up.

Does the event directly impact
your audience’s behavior or
mindset?

Move to Step 3. Keep marketing live,
but review tone and
positioning.

Can your messaging be
adapted to reflect the moment?

Pivot content. If a pause is truly

Stay active. necessary, schedule
your re-entry now
and communicate
proactively.




Case Study

Staying The Course Pays Off

When many firms pulled back from marketing in favor of wait-and-see strategies, one Utah-based advisory
firm doubled down on education. Since 2018, they’ve consistently hosted FMT’s Retirement Planning Today
workshops, even during periods of market volatility and uncertainty.

Rather than going dark, they leaned into their core philosophy of proactive service and built trust by helping
prospects navigate complex retirement questions with clarity and calm. That steady presence paid off:

over time, their education-first approach has delivered $53 million in new AUM, fueled by both workshop
attendees and referral momentum.

Their takeaway? Staying visible, especially when others pull back, creates a lasting advantage.




Worksheet: Your Next 30-Day Marketing Optimization Plan

Use this short-term plan to focus your team and sharpen your strategy:

|
YO u r S ‘ | I a r-t M arke-t | ﬂ g 1) Identify three marketing tasks to cut that drain time or deliver low ROI.
|
/ \C-I: ‘ O n ‘ ‘ aﬂ 2) Choose one area to invest more effort.

Marketing doesn’t have to be overwhelming or reactive. With a focused plan
and the right tools, you can eliminate wasted effort and build a strategy that 3) Choose three KPls you'll track to measure improvement.
actually drives results. Here’s a simple roadmap to help you do just that:

Here’s a simple roadmap to help you do just that:

Step-by-Step Plan to Stop Wasting Time

. Closing the Loop: Focused, Scalable Marketing That Works
& Drive Results
Success doesn’t come from chasing every trend. It comes from doing the right things
1. Audit your marketing to identify what’s working and what’s not consistently and knowing when to adapt. Smart marketing is focused, efficient, and
dedi Its, not noise.
2. Prioritize high-value efforts and eliminate distractions that don’t convert e

_ That’s exactly what FMT Solutions helps advisors deliver: scalable, classroom-based

3. Use Al strategically as an enhancement, not a shortcut ! . . . . . .
marketing that turns curious learners into confident clients. With proven, compliance-
ready courses, we equip you to teach once and connect with many, building trust faster
and growing your practice more efficiently.

4. Make decisions based on data, not panic or peer pressure

5. Stick to long-term strategies, and adapt with intention—not impulse

READY TO REFOCUS?

877-575-4205 | info@fmtsolutions.com fmtsolutions.com




