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Key Learnings

1. Industry Outlook & Opportunity Size

2. Understanding different Client Mindsets

3. How compounding works?

4. Build a strong system - Client Acquisition, Risk Profiling

5. Convert leads into long-term SIP investors

6. Create a scalable, ethical, and tech-enabled MF practice

7. Build a growing SIP book with high retention and low churn
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Ground Rules

 Be on time – Join 5 mins early; session starts & ends as scheduled

 Stay disciplined – Mic on mute; use Chat/Raise Hand for questions

 Engage actively – Polls, chat, and Q&A participation expected

 Stay compliant – Education-only discussion; no product or return promises

 No distractions – Avoid multitasking; Phone in Silent Mode

 Be action-oriented – Capture notes and pointers to take actions. 
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Introduction
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Industry Outlook & Opportunity Size
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What are different 
Client Mindsets?

• Most of the clients have either 

partial or limited investing insights. 

• Missing clarity – Financial Goals, 

Investment options & Tax 

implications. 

• Investors need hand holding either 

NOW or LATER
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InflationTime value of money

Get your Investment equation RIGHT
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Investment ka Simple Funda
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96% of his net worth is achieved after 50th Birthday
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How compounding works?
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Ramesh Suresh

Delayed start can be 
devastating

But by how much?
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Common Mistakes in Compounding



Essential Tech Stack

✓ CRM Software: Track leads, follow-ups, and client lifecycle

✓ Transaction Platform: Omni Compounding App for seamless transactions

✓ Financial Calculators: Financial Goal calculations. 

✓ Reporting Tools: Generate portfolio statements and Performance reports

✓ Communication: WhatsApp Business, email automation

✓ Content Creation: Canva for social media, video tools

✓ Marketing Tools: Awareness, Sales, Business expansion

✓ Social Media: WhatsApp, LinkedIn, Instagram, YouTube, Google Ads, FB

Are you ready to start your Business as MFD?

Documentation Hygiene

Must-Maintain Records

• Client KYC documents (5 years)

• Client Profile details

• Risk profiling forms/ Questions

• Client communication logs

• Financial Goal Planning

• Performance Valuation Reports
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Core Ethical Principles

✓Client First: Always prioritize client interest over commissions

✓ Transparency: Full disclosure of costs, risks, and conflicts of interest

✓ Education: Empower clients to make informed decisions

✓Patience: Build wealth slowly and steadily, avoid shortcuts

✓Accountability: Own your recommendations and stand by clients

Customer Centric Approach – Building Trust Capital

 Success Formula: Ethics + Consistency + Client Service = Sustainable Business
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How to build your client base?
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Build your plan from foundational elements up to advanced tactics.

Marketing Strategy Layers

Research target segments to tailor your 

messaging effectively.
Research

Define how you want the brand to be seen in 

the market.
Positioning

Develop broad plans on content, advertising, 

and growth.
Strategy

Implement daily marketing activities with 

clear timelines.
Execution

Refine campaigns by A/B testing and learning 

from analytics.
Optimization
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Follow these structured steps to build a winning marketing blueprint.

Strategic Planning Process

Identify what success 

looks like for this 

quarter or year.

Assess your existing 

marketing efforts to see 

gaps or strengths.

Draft a clear schedule 

outlining campaigns and 

key dates.

Go live, then analyze 

outcomes to inform the 

next cycle.

Distribute funds wisely 

across channels for 

maximum impact.

Define
Goals

Audit
Current

Create 
Calendar

Launch & 
Learn

Allocate 
Budget

01
02 04

0503

22



Turn strangers into customers with an effective lead nurturing flow.

Lead Generation Funnel

Attract Visitors

Capture Leads

Nurture Prospects

Convert Sales

Delight Clients

Use ads, and social posts to drive 

traffic to your site, Channels, Posts.

Offer valuable resources or sign-ups 

to collect contact details.

Send emails, webinars, or case studies 

to build trust.

Make it easy for leads to purchase 

with clear calls to action.

Keep customers happy with follow-up 

offers and personal touches.
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Ensure all vital elements are covered before executing your plan.

Marketing Plan Checklist

Clearly define your audience and 

understand what is important to them.

Ensure you are clear about the 

platforms where you will publish and 

promote your content.

Lock in specific, measurable targets 

for each campaign.

Ensure all team members understand 

their roles and key timelines.

Know Audience

Channels Chosen

Goals Set

Team Aligned

Ensure that the copy, visuals, and 

advertisements are refined and receive 

approval.

Implement tools to monitor clicks, 

conversions, and revenue.

Content Ready

Analytics Setup
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Visualize the full customer journey from broad awareness to loyal advocacy.

Marketing Funnel Stages

Engage prospects with valuable content 

that addresses their main needs.

Interest

Capture initial interest through broad 

campaigns and brand visibility efforts.

Awareness

Guide prospects to take decisive action 

like signing up or making a purchase.

Conversion

Offer comparisons, demos, or 

testimonials for thoughtful evaluation.

Consideration

Nurture relationships post-purchase to 

drive repeat business and referrals.

Loyalty
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A loop to keep refining strategies and adapting to changing markets.

Continuous Marketing Improvement

Map out goals, budgets, and clear creative 

directions for initiatives.

Tweak strategies, assets, or budgets based 

on insights for better ROI.

Plan Campaigns

Optimize Results

Launch activities across chosen channels to 

reach your target audience.

Track performance metrics to understand 

successes and weak spots.

Execute Tactics

Measure Data
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Simple tips to strengthen any strategic marketing plan.

Essential Marketing Tips

Research target segments thoroughly to tailor 

your messaging effectively.

Maintain brand tone and visuals across every 

marketing material.

Define specific, measurable objectives to guide 

all marketing activities.

Use dashboards or reports to stay updated on 

key campaign metrics.

Know Audience Be Consistent

Set Goals Track Progress

Focus on platforms where your ideal customers 

spend the most time.

Continuously adjust strategies based on data to 

boost long-term results.

Choose Channels Refine Often
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A clear roadmap from brainstorming to post-campaign analysis.

Steps to Launch a Campaign

Capture initial interest 

through broad campaigns 

and brand visibility 

efforts.

Research 
Market

01

02

Craft compelling value 

propositions that 

resonate with your 

audience.

Develop 
Message

Develop visuals and copy 

that are in harmony with 

campaign objectives and 

brand identity.

Design
Assets

Schedule and automate 

your releases to ensure a 

consistent online 

presence.

Schedule
Posts

Analyze performance 

data to identify what is 

effective and what falls 

short.

Review
Results

03

04

05
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Plan initiatives on a monthly scale to stay agile and adaptive.

Monthly Marketing Planner

Review last year’s data, 

identify trends, and finalize 

strategic goals.

January
01

Do a half-year assessment 

to tweak overall strategy 

and forecasts.

June
06

Roll out first marketing 

pushes with new creative 

assets and offers.

February
02

Experiment with emerging 

platforms or ad types to 

test ROI potential.

July
07

Evaluate initial 

performance; reallocate 

funds to the best channels.

March
03

Engage the audience with 

contests, polls, or 

interactive posts.

August
08

Increase frequency of 

posts, start partnerships 

or influencer outreach.

April
04

Start planning for holiday 

campaigns, stock creatives 

and ad inventory.

September
09

Plan webinars, product 

demos, or limited-time 

promotions to drive leads.

May
05

Launch strong seasonal 

promotions aligned with 

market demand.

October
10

Focus on peak buying with 

targeted ads and 

retargeting campaigns.

November
11

Reward loyal customers, 

send thank-you messages, 

and prepare for next year.

December
12
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The result? 

The pitch falls flat for most of them. That’s exactly what happens when you send one generic broadcast to your 

entire client list. 

Restructure your narrative as per your client’s requirement by IDENTIFYING their NEED.
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Storytelling connects with CLIENTS
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Gold
The Tangy Pickle

Stocks
The Spicy Curry

Mutual Funds
The Mixed Sabzi

Alternative Investments
The Special Dessert

Bonds
The Soothing Dal

Real Estate
The Hearty Roti or Rice

Asset Allocation is the KEY
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 Common Pitfalls to Avoid

 Business Mistakes

• Chasing AUM over SIP quality

• Neglecting existing clients

• Over-promising returns

• Poor documentation

• Ignoring market education

• No systematic follow-up

 How to Avoid Them

✓ Focus on SIP continuity

✓ Regular client touchpoints

✓ Set realistic expectations

✓ Maintain digital records

✓ Educate during volatility

✓ Use CRM diligently
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Building a Strong SIP Book

SIP Book Growth Journey

✓ Year 1: Target ₹25 Lakhs monthly SIP (50 clients × ₹50,000)

✓ Year 3: Target ₹1 Crore monthly SIP (100 clients × ₹1,00,000)

✓ Year 5: Target ₹2-3 Crore monthly SIP (300 clients × ₹80,000)

Focus on retention over acquisition - A loyal client is worth 10x in lifetime value

 Focus on retention over acquisition - A loyal client is worth 10x in lifetime value

Note- Always have BIG TARGETS to create your Action plan
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One common challenge or objection 

Built on Nick Murray’s principle: 

Help clients make decisions that 
align with their long-term goals, 
not short-term emotions

Let your calm questions turn 
fear into clarity.

Let’s build wealth-and 
wisdom-together.

"The advisor’s job is not to 
predict the storm… but to help clients 
stay in the boat until it passes."
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