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Why 2026 Planning Starts Now

• Rising client expectations & competition

• Margin pressure and time constraints

• Regulatory & market uncertainty

• Top firms plan early and revisit often

• A written plan creates focus, alignment & accountability

The Case for Proactive Planning
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The Power of a Plan

• Focused

• Scalable

• Client-centric

• Growth-ready

Firms with written plans are more…

Source: 2025 RIA Benchmarking Study from Charles Schwab

82% of top-pe rformin g firms
ha ve a wri tten stra teg ic plan
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Elements of a Strong Plan

• A Clear vision & 3–5 key firm goals

• Client segmentation & service model

• Marketing & growth initiatives

• Clear, measurable goals with a timeline 

Your 2026 Blueprint
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Two Key Planning Tools
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The Strategy Canvas
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Strategy Canvas – 3 Things in 1 Picture

1. Shows strategic profile of an industry by clearly depicting factors that 
affect competition

2. Shows strategic profiles of the competitors 

 a) Which factors “they” invest in

3. Displays your company’s strategic profile or value curve

 b) Showing how you invest in factors of competition
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Understanding the Canvas

• X-Axis: Shows factors of competition for the industry

• Y-Axis: Indicates competitors’ investment in factor

 - Low position means a company invests less, and thus, offers less in that factor
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Source: One Report. Southwest Airlines. 2023

Southwest Airlines Strategic Profile
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Major Factors of 
Competit ion for 

Financial  Advisors
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Financial Advisor Factors of Competition

• Independence
• Cost (fees, etc.)
• Breadth of Services
• Investment Philosophy
• Client Experience
• Client Education
• Advisor Education
• Business Process Effectiveness
(e.g. systematic communications, web-based sales solutions, point of sale 
materials, account reporting, operations support)
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ABC Wealth Strategic Profile – “Today”
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Invest & De-Invest: Key Questions

• How can you diminish your level of effort on factors not fundamental to 
your business?

• How can you elevate your level of investment in factors central to your 
business?

• What must be done to “satisficing” level?

The informat ion provided is based on the condition that the advisor does not share or disseminate the informat ion to the public or to any party not approved to have access to such information. 
The above informat ion is property of Robert R. Albright,  Ph. D., AIM Consulting Associates, LLC.
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Essentials of a Good Strategy

1. Focus

We believe every great strategy has focus –your profile should clearly show it.

Perhaps concentrate on just three factors…

“If everything is important then nothing is important!”

2. Divergence

Does your profile stand apart? If not, you may be acting reactively and trying to 
keep up with the competition

3. Memorable

The Profile lends itself to a good “tag line”

3 Complementary Qualities
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ABC Wealth Strategic Profile – “To-Be”
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ABC Wealth Strategic Profile – “Today”
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Implications of the Strategy Canvas

• Price – provides a great deal of service from both a college planning and financial planning 
standpoint. Financial planning fees and investment management fees are aligned with industry 
averages, however, the fee for college planning is lower than industry averages.

• Scope of Services – Firm delivers a robust suite of services to the families they work with. With the 
focus on college planning, some clients only see this part of the total value proposition Advisor would 
like to break this mold and focus his messaging on the totality of the value he is able to offer.

• Strategic Alliances – Firm has started creating strategic alliances with other firms in the college 
planning space. These alliances provide revenue generating opportunities as well as scale and 
referrals. Advisor should continue to foster and capitalize these relationships.

• Client Experience / Personal Service – Personal care is paramount to the client experience created 
by Firm. Much of the time spent on planning is performed behind the scenes, whereas the true 
advisory value shows through direct client engagement. Firm should identify ways to automate the 
college planning process, like their financial planning process, to allow Advisor to divest from the non-
client facing duties and focus on client facing activities.

Areas of Focus
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The Growth Plan
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Four Fundamental Growth Questions

Who do you 
serve/ want to
serve?

What do
you 
provide?

Why should 
clients work with 
you & how you 
are different?

How do you 
effectively 
communicate?

1 2 3 4
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1. Who Do You Serve/Want to Serve?

Who do you 
serve/ want 
to serve?

What do you 

provide?

Why should 

clients work with 

you & how you 

are different?

How do you 

effectively 

communicate?

1 2 3 4

• What are your client demographics?

• Psychographics?

• Niche/Special interest groups (e.g. dentists, executives)?
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The Power of Focus
You May See the Results You Want to Achieve

Tech Executives

With >$1m to Invest



23For Advisor Use Only. Not for Public Distribution symmetrypartners.com

The Power of Focus
You May See the Results You Want to Achieve

Firms with a documented ideal client persona & client value 
proposition attracted more new clients and assets
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2. What Do You Provide?

• Are you selling product or building relationships?

• Is your offer right for those you serve/want to serve?

Who do you 

serve/ want 

to serve?

What do you 
provide?

Why should 

clients work with 

you & how you 

are different?

How do you 

effectively 

communicate?

1 2 3 4
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3. Why Clients Work with You
How are you different?

• What makes YOU compelling?

• What do your clients value about you?

• What is your mission/value?

2 3 4

Who do you 

serve/ want 

to serve?

What do you 

provide?

Why should 
clients work with 
you & how you 
are different?

How do you 

effectively 

communicate?

1 2 3 4
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Investors Think Advisors are All the Same

Source: Advisor Value  Prop ositions: Ho w Advisors Sho wc as e Their Value  to Investors—a nd Wh a t Investors Secr et ly  Think , B NY  Mellon Per sh in g,  2018

63%

37%

A gree Disag re e

All f inancial advisors
m ak e  th e s a me
promises, m ak i n g  it
difficult to distinguish 
between them.
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What Sets You Apart from Other Advisors

Source: Finan cial Pla nning Association Resea rch a nd Pra ctice  Inst itut e,  2 016 . T rends in Pra ctice  Mana gement:  Def ining and Communicat i ng Your Value
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Investors Think Advisors are All the Same

Source: Advisor Value Propositions: How Advisors Showcase Their Value to Investors—and What Investors Secretly Think, BNY Mellon Pershing, 2021
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Investors Think Advisors are All the Same

• Has to reflect
i. Who you are

ii. What you do

iii. Who you serve

iv. Outcomes you provide

• Is short and succinct
• Uses everyday language
• Transparent (no secret sauce) Tell me more!

Earn the next conversation
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A great mission statement. . .

✓ Has to reflect
✓ who you are
✓ what you do
✓ who you serve
✓ outcomes you provide

✓ Is short and succinct
✓ Uses everyday language
✓ Transparent (no secret sauce)
✓ Earns next conversation
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A great mission statement. . .

✓ Has to reflect
✓ who you are
✓ what you do
✓ who you serve
✓ outcomes you provide

✓ Is short and succinct
✓ Transparent (no secret sauce)
✓ Uses everyday language
✓ Earns next conversation
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4. How Do You Effectively Communicate?

Does everything you do and say reflect:

• Who you serve

• What you provide

• Your unique value/mission

Who do you 

serve/ want 

to serve?

What do you 

provide?

Why should 

clients work with 

you & how you 

are different?

How do you 
effectively 
communicate?

1 2 3 4
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Deepening Client Relationships

• Define your service model by client segment

• Increase proactive touches: reviews, check-ins, tax planning touchpoints

• Educate clients on your process, not predictions

• Ask better questions and document what matters to them most

So urce:  202 5 RI A B enc hma r kin g St ud y from Cha rles Sch wa b
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Client Segmentation Strategies

A segmentation strategy defines the client experience and how it’s 
delivered consistently and efficiently among each segment of clients
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Communication Frequency
Client Reality

Source:  “How Ca n Advisors Better Commu nic a t e with Clients?” Y  Cha rt s 2022

51.3% - Ju s t R ig h t

45 .8% - Ju s t R ig h t 42.2% - J u s t R i g h t
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Ongoing Client Education
Also helps support new business efforts

Sourc e:  2023 RI A B enc hma r kin g St ud y from Cha rles Sch wa b

M e d i a n f i r m  
u s e s  5 tactics t o  
e d u c a t e c l i e n t s
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Leveraging Centers of Influence

• Identify key COIs aligned with your ideal client

• Create a clear “what’s in it for them” message

• Offer tax-aware investment support & HNW planning resources

• Host joint client events, webinars & educational events

So urce:  202 5 RI A B enc hma r kin g St ud y from Cha rles Sch wa b
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Every Expression Defines Who You Are
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Putting it All Together…

F o c u s e d 
c o m pa n i e s  
m ay  b e
pr o f i ta b l e

Y o u build  
loya lty & 
dee per  
relat ion ships 
w h e n you r 
of fer in g 
m at c h e s  yo ur
ideal  cl ients

P e o pl e
don’t  b u y
w h at yo u
do. T hey 
b u y w h y
yo u d o it

Yo u r E 2 E  
exper ie nce  
ne e ds to be  
co hes ive 
a n d al ign e d 
to ideal  
cl ients a n d 
preferences

Who do you 
serve/ want to
serve?

What do you 
provide?

Why should 
clients work with 
you & how you 
are different?

How do you 
effectively 
communicate?

1 2 3 4
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ABC Wealth Growth Plan

W H O d o you serve/want to serve?
Mass af fluent, ed u cat i on -f o cu se d families. Also , p ossi bl e n ic h es in E xec ut i ves a n d c o nve rt in g c ol le g e p l an n in g clients.

W H A T d o you provide?
C ol l eg e p lan ni ng , c o mp re he n si ve fi nanci al p lan ni ng , exc el len t cl ient services, a n d exe cu t ive servi ces

W H Y sh ou ld cl ients wor k wit h you ? Ho w are you different?
W e p ro vid e an exc ell ent cl ient ex pe r ien c e wi th years of exp erti se a n d ex pe r ien c e in p lann ing .

Goal 1 Goal 2 Goal 3 Goal 4

C o n ve rt 7
C o l l eg e
p l a nn i n g cl ie nts

S p e n d 5 0 % of
t i me  wi th cl ie nts

5 n e w c o l le ge  
p l a nn i n g referrals &
5 n e w A U M  referra ls

O n b o a r d 5 0 n e w  
c o l l e ge p la n n in g  
cl ie nts
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ABC Wealth Growth Plan

Goal 3: 5 new college planning referrals & 5 new AUM referrals

Strategy

• Educating clients on all services offered beyond just 
education planning.

• Continue to nurture and grow strategic alliances

Steps to Take

• Create a holistic messaging strategy, emphasizing that you 
provide “Comprehensive Financial Planning for Education-
Focused Families”

• Ask 10 clients why they work with you-why they would refer 
you

• Create drip campaign to college planning clients reminding 
them of all services offered

• Update landing page and share with strategic alliances to 
use to refer potential clients

Target  Com pl et i on  Date: 6/1/2024
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Two Key Planning Tools



“Scrappy,” the Symmetry bull is a symbol of our firm’s belief in the long-term power of markets.

Thank You
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