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Last fall, I wrote about the declining effectiveness of broad-based client 
events, especially when it comes to attracting your most important 
clients. Today, I want to focus on the three qualities that have led to 
successful events for advisors.   

Events fail to draw your top clients for a number of reasons: 

 Everyone leads jammed lives, with too many competing demands 
crammed into too few hours. 

 Invitations that were compelling the first time are not as unique and motivating the second 
and third time around.

 Your largest clients don’t respond to mass events. They live in nicer homes, drive nicer cars 
and go on nicer vacations – and expect special treatment from their advisors 

As a result, the mass client events that worked 10 or 15 years ago – boat cruises, theater nights 
and wine tastings – seldom work today. What have replaced them in effectiveness are events that 
share three characteristics: they are more intimate, more targeted and more unique than mass 
events of the past.

Here are four recent success stories from advisors I’ve talked to:

 At a charity auction, an advisor won the bidding for a wine tasting evening for 12, hosted 
by the high-profile wine columnist in his local newspaper, who also provided the wine. The 
advisor made personal calls to six of his top clients who were wine-lovers, inviting them 
and their spouses to the wine tasting at his home on a Saturday evening – and to his de-
light and surprise had all six say yes. 

 An advisor whose clients include the owner of a BMW dealership invited 15 clients with 
high-end cars to a reception at the dealership, at which the dealer briefly talked about 
what’s new in luxury cars and then provided guests with the opportunity to test drive some 
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recently released BMWs.

 A female advisor invited eight professional women in their 30s and 40s to Saturday morn-
ing at a local spa, ending with a healthy lunch at a nearby restaurant. For women with 
young children and in particular for a couple of divorced mothers, she arranged for the 
spa’s child-care center to be open. 

 An advisor who loves golf invited a dozen clients who share his passion to a pre-season golf 
tune-up. Just before courses opened, they met in a special cordoned-off section at a local 
driving range, where a Nike sports rep let them try Nike’s newest clubs and three pros 
provided tips. 

In all of these cases, the feedback from clients was exceptionally positive. That wasn’t because 
these events were high cost – in fact they cost considerably less than typical mass events – but 
they were high impact. The key to hosting high-impact events of your own is tailoring the right 
event to a small group of the right clients and investing the effort and attention to detail to make 
them truly memorable.

The other key to these events is uniqueness – providing an unusual experience that clients would 
find hard to replicate on their own.  

The exception that proves the rule – mass events that draw a crowd

In fact, as long as events are truly unique and hit client hot buttons, you can still draw a large 
crowd.  Two recent conversations with advisors illustrate that point. 

 Last fall, one advisor’s branch booked a theater for a private preview showing of Skyfall, the 
much-touted James Bond movie featuring Daniel Craig. The day before it opened to the general 
public, the advisors in that branch invited clients to the film screening, including popcorn and soda 
and a short talk by an expert who helped arrange special effects for some past Bond films, as well 
as a reception afterwards. 

They got a terrific turnout of 300 clients – while not all were top clients, the advisors found this an 
efficient way of getting in front of clients in the middle of their books. This experience echoed a 
conversation with an advisor around the release of the most recent Harry Potter movie. On short 
notice, she had an opportunity to invite clients to a preview screening – expecting this to appeal to 
people with children, she sent an invite to all her clients. Much to her surprise, she had 60 clients 
take her up on her invitation, including a number without kids.   

- 2 -
© Copyright 2013, Advisor Perspectives, Inc. All rights reserved.



As you think about your own plans for client events in 2013, remember the three keys – smaller, 
targeted and unique. Use those principles in planning your client events and you too can see 
successful outcomes. 

Dan Richards conducts programs to help advisors gain and retain clients and is an award winning 
faculty member in the MBA program at the University of Toronto. To see more of his written and 
video commentaries, go to www.clientinsights.ca. Use A555A for the rep and dealer code to 
register for website access.
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