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At 5150 Digital Marketing Group, our focus is on helping 

emerging managers raise first, second, or firm transitioning 

funds using data-driven distribution strategies. 

Over the years, we have seen and experienced many things, 

and there seem to be common themes in some of the 

philosophical challenges managers face when thinking about 

raising fund dedicated capital. 

And, for fun, we thought we would share a few of those lessons 

with the goal of helping managers and their firms navigate the 

path to successful fund marketing and distribution.

2



Getting Started

”Raising capital and distributing funds can be a complex and challenging task for 

investment f irms, but with the right strategies and approach, it can lead to fundraising 

success and long-term brand equity. In this paper, we will explore some tips and tricks 

for successful fund distribution as well as ways to create and manage successful fund 

marketing and distribution partnerships.

”Successful fund distribution begins long before investor meetings are set.”

We will examine the importance of building and maintaining relationships with investors, 

especially in the age of hyper personalized marketing and engagements. We will also delve 

into the role of AUM when showcasing performance, credibility, and strategy scale. We will 

examine fundraising timelines, the importance of market readiness, manager diligence, 

as well as a number of other areas that can mean the difference between average and 

great fundraising campaigns.We will also take a look at creating successful engagements 

with a fund distribution partners, as the process goes beyond far beyond selecting a f irm 

with a good network. By following these tips and tricks, investment f irms can navigate the 

complex world of fund distribution with greater success.”
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1. Relationships Matter

All right, this one is a given, of course relationships matter. However, while most of the 

industry is moving f rom transactional to relationship-driven communications, there is still 

a common misperception that technology is detrimental to relationship development and 

management.   We disagree. 
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Case in point: Recently, a $10b private equity manager explained the variance between 

funds the 20th percentile and 80th percentile was usually less than 1%. With the need 

to differentiate beyond performance, he realized their approach to marketing could be 

def ined by the relationships they built and maintained with LP’s, (as well as allocators 

who declined previous investment opportunities.) After getting their f irst fund invested 

($450mm), they made LP relationships a priority. They invested in a CRM to provide their 

team with 360⁰ view of clients, partners, and prospects, along with a marketing automation 

tool that allowed them to automate the delivery of highly personalized communications... 

and at scale. While there were likely many other factors that helped drive their AUM to 

$10b, the CEO gives the credit to upgrading to technology that allowed them to emphasize, 

prioritize, and personalize investor engagement.

Investor relations play a key role 

in the success or failure of asset 

managers. Strong relationships 

help build brand loyalty and 

foster investor advocacy, while 

inconsistent and impersonal 

communications are quick way to 

do the opposite. With increasing 

investor expectations around 

transparency and personalization, 

marketing and communication 

technology is an absolute must, 

especially for teams constrained 

by size, resources, and marketing 

reach.



Our Advice - Embrace technology to proactive and consistent in managing 

conversations and f irm relationships. LPs and prospects won’t care about what 

you know, until they know that you care. Make a point to connect one-on-one 

with LPs on a quarterly basis. Document and track interactions in the CRM so 

that everyone on the team can reference the insights f rom the most previous 

conversations. Learn their pain points, understand their expectations, help them 

make connections, and be a resource to them where you can. Personalized 

communications delivered consistently throughout the investor journey is simply 

the baseline of demonstrating how a f irm treats existing and potential LPs.

And, not surprisingly, many LPs in a new f irm or fund come f rom referrals f rom 

folks touched by prospecting initiatives. Remember, you can actually benef it f rom 

the dreaded “NO” through introductions to investors which they feel are a better 

f it. Additionally, remember that today’s declining prospect could be the biggest 

investor in the next fund. By making an investment in a CRM that includes 

marketing and communications technology will allow managers to personalize 

engagements at scale, leading to deeper relationships, higher asset retention 

rates, and stronger advocacy.
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2. In the Absence of AUM, Performance is Inconsequential

The business of alternative asset management can be boiled down to three functions:

1) Raising capital (marketing),  

2) Investing capital (strategy execution), and  

3) Returning capital (administration/operations).

By assigning a rating to each, investors can develop a quick formula to rate their interest 

in a f irm’s offering. However, many investors and allocators use a quicker way by simply 

looking at a f irm’s total AUM. AUM can provide a quick summary of a manager’s ability 

to attract investors, scale investment strategies, and all while building inf rastructure 

for a growing operation. Without AUM, the f irm will get a poor grade on marketing, a 

question mark on the ability to invest at scale, and uncertainty around the ability to create 

inf rastructure capable of stewarding greater sums of capital. 
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Returns, in the absence of AUM, require 

fund managers/marketers to prove 

the ability to scale the f irm’s average 

investment size without losing investment 

stage, market focus, or expertise where 

previous returns were generated. 

Additionally, they must demonstrate the 

capacity to increase the number of fund 

investments without spreading a team too 

thin and diluting their ability to drive value 

creation.  

Finally, while many fund managers believe a team’s historical performance is the only 

consideration when making a case for a new fund or manager, failing to make a case for 

their ability to attract investors, scale investments, and manage operations will lead to 

disappointing results.  While historical returns matter, we maintain the opinion that if they 

were delivered in the absence of respectable AUM, they will lead to more questions than 

commitments. 



Our Advice - Its the story that matters. Managers who take the time to 

present the right story can overcome objections, while those presenting 

transactional return information will struggle to establish credibility and earn the 

trust of the investor. You should be aware that the ability to attract capital may be 

the only way for investors to assess the prospects of your future. Suff ice to say, it 

may be the most important thing you do to ensure success. 

Create a written game plan with specif ics on your most viable investors, why 

they would invest, and how you can identify them. Detail your marketing plan, 

as well as the key activation strategies to make your fundraising effort a success. 

Fundraising execution reflects a f irm’s experience, sophistication, and philosophy.  

By recognizing that operational and marketing alpha can be as important 

strategy execution, f irst- and second-time funds, as well as emerging managers, 

will have a much better received fundraising effort.
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3. Be Market Ready Before You Meet with Investors

Part One - We see this often. A new fund 

manager has set up shop and is ready to raise 

capital. In a rush to get things started, they 

deploy a commonly used, “f riends and family 

f irst” or “guys who know guys” fundraising 

strategies. Next, they throw together a pitch 

deck with mediocre supporting diligence. 

But nonetheless, they are off to the races.

Their f irst meetings usually come f rom 

their “most likely” investor list (comprised of 

f riends, family, and best industry contacts). 

Unfortunately, testing the prospect waters with below average marketing collateral often 

turns capital requests into “you should (f ill in the blank….change your deck, change your 

audience, change your pitch, change your strategy, etc.)” fundraising consultations.  

While these prospects mean well, they represent an audience segment that requires buy-

in f rom investment experts or industry (sector) insiders. The mistake is not the “who,” as 

much as it is the “when” and the “how.” Many managers blow through their best prospects 

because they don’t understand their audience, and sadly, with poorly conceived materials 

and a lack of proof f rom others, they receive disappointing results, damages relationships, 

and reputational brand damage. This can be avoided by taking the time to do it right the 

f irst time.  However, the story doesn’t end there… 

Part Two - Managing the process: Realizing they need help, they shift to the “guys who 

know guys” strategy. With the hope of being introduced to “the right” investors, they 

engage connectors to make introductions. They trust the connector to reach out to their 

network and properly communicate the value proposition.However, without a scripted 

story and professional collateral, these connectors struggle to articulate the story, leading 

to quick decisions to decline the investment. 

Moreover, when the poorly conceived approach fails to align with its target, follow-up 

conversations and engagement becomes impossible. Managers and their partners should 

categorize their prospects by prof ile and then sequence their process prior to scheduling 

investor conversations, this process will allow them to fully understand how to deliver 

information that is pertinent to their potential investor. Sequencing investor engagement 

will ensure that marketing efforts aren’t an exercise in futility.
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This Is How We Look At Sequencing Prospects:

Anchors will invest f irst for reasons beyond ROI. Tertiary benef its or increased economics 
will give them reason to being the f irst to invest. To make it easier on anchors, make their 
commitment contingent upon f inding outside capital. This can be accompished with a 
commitment to match. 

Influencers represent industry or investment expertise and can serve strategic advisors, 
advisory board members, or consultants to the manager. They require proof in the form of 
an anchor or investment momentum. 

Industry connections represent industry contacts professional networks, previous 
investors, etc. While they can be influenced by anchors, most will seek proof f rom 
respected industry investors.  

Traditional fund investors are those who have expressed interest but won’t pull the trigger 
until they see momentum and/or commitments f rom industry connections. This group is 
influenced by FOMO (fear of missing out). 

Top Off Investors are easy to identify, as they will share that if the fund rches a certain level 
of commitments to come back to them. They need to be communicated with early and 
often, but should be solicited last.

Our Advice - A properly sequenced 

outreach strategy, combined with 

professional collateral will lead to capital. 

Conversely, poorly sequenced campaigns 

with below average collateral can send 

the wrong message to prospective LPs 

and create long-term brand damage.  

And, regardless of pedigree, a naive 

approach may negatively impact a 

manager’s perceived ability to build and 

manage an asset management f irm.
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Sequencing Investor Engagement

3) Industry Connections

5) Top Off Investors

4) Traditional Fund Investors

1) Advisors/Anchors

2) Investment Influencers



4. Guide Your Prospects with Organized Diligence

The days of “take my word for it” ended with Bernie Madoff. Do not ask or expect an 

investor or allocator to skip over or speed up any aspect of their due-diligence process. 

Doing so will raise red flags, leading the marketer to believe something is being hidden. 

When managers skimp on their diligence materials, the timeline for investigation increases 

and the depth of their inquiries deepen. In an effort to get comfortable, the investor will 

now have to dig deeper into the background of the manager, the team, and the historical 

performance of the manager.

Simply put, managers that don’t take the time to assemble, organize, package, and present 

detailed diligence f iles will have a hard time establishing credibility and earn the trust of 

the investor. Without the trust of the investor, there is nothing to talk about.
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Our Advice - Ensure that your 
diligence package provides an in-
depth view of the f irm, the manager, 
the market focus, the history of 
the partners, and the historical 
performance. This should include the 
completion of a standardized industry 
DDQ as well as a well-organized data 
room. These are not unique offerings 
by marketers, they are the minimum 
requirements to earn the respect and 

trust of the investor community.



5. Avoid “Scorch and Burn” Tactics

Instead of doing their homework on targeting specif ic investors, many managers still 

use the old “number’s game” marketing philosophy. They send out generic messages 

to the masses with the hope of engaging viable prospects. This strategy typically entails 

purchasing a database of allocators and investors and then randomly blanketing these 

“new f riends” with uninvited solicitations and marketing collateral. Managers adopting 

“scorch and burn” strategies often learn this lesson the hard way—and generally after 

annoying respected prospects and qualif ied leads and connections with impersonalized 

inundations. Consequently, they will eventually reach out to marketers, seeking help 

for their “return” to market. But be aware, most professional marketers will turn-down 

“scorched-earth” appeals like this, knowing the work required to re-establish the reputation 

and image of the manager  respresents twice the work for about half of the success.

Blasting out uninvited solicitations rarely accomplishes anything positive. What it does 

yield is brand damage, large “opt out” lists, annoyed recipients, and a reputation for not 

understanding, especially in the age of data-driven marketing technology that nobody 

wants to be sold.

Our Advice - Cold emails, even with personalization, have become increasingly 
ineffective, with open rates averaging less than a 3% across industries. When emails 
lack personalized intent or fail to recognize investor or investment f it, the open rate 
drops below 1%, conf irming industry studies that in the absence of credibility and trust, 
investment opportunities are rarely pursued. Realistically, why would anyone ever solicit 
investments without f irst establishing credibility and earning the trust of the investor? 

We recommend emerging managers, as well as f irst- and second-time funds, to 
embrace technology to def ine the investor audience, sequence the approach, and 
use content-based marketing to build awareness and thought-leadership positioning. 
Content built to inform (as opposed to content built to sell) allows managers to engage 
and influence investor with ideas, insights, and resources. If a manager is unwilling to 
do that, we recommend, at a minimum, that they should tap their network to obtain 
introductions and referrals before soliciting anyone. 

Especially for new fund launches, the marketing strategy and tactics of the manager 
become their brand. Keep that in mind when considering the messaging process, the 
marketing material you send, who you send it to, and how it is delivered.
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Investors, allocators, family off ices……they come in all shapes and sizes. With wide-ranging 

investment interests, unique screening processes, and diverse return expectations. Using 

a singular approach to connect with a diverse group of investors simply doesn’t work. The 

days of transactional marketing and impersonal communications are behind us, forcing 

marketers to def ine prospect audiences with granular details in an effort to engage and 

influence throughout the investor experience. 

 

The growing expectations of digitally savvy consumers have put a premium on the 

investor experience, requiring managers to deliver hyper-personalized, marketing and 

communications, on-demand content, and multi-channel engagement. Data-driven 

technology allows marketers prospect with investor insights, increase the effectiveness 

of marketing and communications. Having this data in hand for prospecting, simplif ies 

what fund advisors have done for years… only doing it cheaper, better, and faster. Using a 

combination of data insights, behavioral analytics, and marketing automation, marketers 

are able to shorten sales cycles and improve marketing eff iciencies through the use of 

data-enriched prospecting through the use of personalized communications.

6. Investors Come In all Shapes and Sizes

Our Advice - Def ining your audience 

is a critical step in creating a personalized 

and effective prospecting. Understanding 

the intent and pain points of the investor, 

then tailoring the approach to their 

specif ics, will increase fundraising success. 

Its important to keep in mind, different 

investor and allocators will all have their 

own challenges, so being patient and 

prepared will help build strong.
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7. Invest in Successful Outcomes

Over the years, we’ve had many 

managers who come to us for help with 

fund marketing and distribution but 

start with “We don’t pay for marketing 

and we don’t believe in retainers.” These 

conversations don’t last long, but they 

always make us laugh.

Typically, in these types of relationships, 

marketers and placement agents will use 

initial success fees as a credit against the 

retainer until all expenses are covered. 

That means, on a typical 2/20 fund, it 

Our Advice - Understand the expenses association with a fundraising campaign. 

Most legitimate placement agents and third-party marketers require retainers, but 

credit those retainers against future success fees. As stated above, the typical break-even 

is usually no more than $5-$7m, depending on the research and collateral required, as 

well as the reach and complexity of the campaign. 

While there are f irms that don’t require retainers (typically in the hedge fund 

community), they tend to focus on more seasoned asset managers with solid historical 

performance records and a history of being attractive to investors. In these types of 

engagements, marketers don’t expect to have to spend a bunch of time, energy, or 

resources to make sure the manager, their marketing collateral, and their diligence f iles 

are market ready.   

With that in mind, especially with f irst or second-time funds, the synergy between the 

manager and the marketer is critical. Engagements founded on mutual respect and 

trust allow engagements to become cohesive and collaborative partnerships, leading to 

successful outcomes.
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takes $5 million in new fund capital to cover $100,000 in expenses. So, if a fund manager 

is targeting a $300m fundraise but lacks belief that a marketer’s outcome will cover the 

expense to get there, they should not entertain the engagement. And the same holds true 

for the marketer....if the client is concerned about reaching a $5m break even, they are 

generally not worth investing the time and resources of the marketer.



8. Finding a Distribution Partner

Engaging marketing and distribution partners

Finding an fund marketing and distribution partner generally produces better results. 

While having access to the network of marketer can be helpful, it will only take a 

manager so far. It’s far more important to find a marketer with a philisophical approach 

to fund distribution that resonates with the asset manager and their team. Successful 

placement agents and third-party marketers will bring far more than just a network, 

they will help the manager stand out among other asset managers seeking fund-

dedicated capital.

Understanding the marketer’s strengths and capabilities is paramount and will help 

establish expectations of the partnership. The sales process in a fundraising campaign 

involves more than getting an introduction and setting up a meeting. In fact, nothing 

will demonstrate a manager’s ability to serve investors like well-thought marketing, 

diligence documentation,consistent communications, and a professional fund 

marketer. Additionally, guiding and communicating with prospects throughout the 

journey can play a key role establishing a manager’s credibility and earning the trust 

of the investor. On the flipside, unrealistic expectations, poorly conceived positioning, 

minimal understanding of a targeted audience, delayed follow-ups, poorly articulated 

due diligence questionnaires, and unorganized data rooms will not only serve as 

momentum killers, but can also come back to haunt a manager in conversations with 

other allocators. The investment community is a small one… treating every investor 

interaction as an opportunity to engage a new brand ambassador is a strategy that will 

pay dividends in future campaigns.
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In addition to making strategic 

introductions, a professional 

marketer should be involved in 

all aspects of the fundraising 

campaign, including 

strategy research, collateral 

development, marketing and 

communications, investor lead 

scoring, and closing support.



Market Prep
Whether completed by the manager or the marketing and distribution partner, the 

process should include the following:

1. GP/LP research to understand current capital flows and trends among fund investors,

2. Well-thought manager positioning for marketing collateral and communication 

strategies,

3. A deep understanding of the decision-making processes of the target audience,

4. Omni channel marketing and communications (Right time, right place, with the right 

message),

6. The ability to lead score investor prospects throughout their journey,

7. Diligence documentation, as well as data room organization and management,

8. A seamless and transparent subscription process.
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Things to Look for in a Marketing Partner
There are many attributes to seek in a marketing and distribution partner, we believe the 

following areas represent mission critical attributes and capabilities:   

Market Relevance and Experience - Ask for details on previous engagements with similar 

strategies or targeted investors, especially the strategies and investor segments where 

they have experienced most of their past success. To manage distribution relationships, 

fund placement teams should be in the market with other offerings, with relative 

frequency. Additionally, a marketer should be well-versed in the current trends in the LP 

community. With a solid knowledge of the audience, the marketer can position managers 

to solve the needs and interests of allocators.

Investor and Manager Data - Access to 

an investor database, insights to current 

LP trends, and information on capital 

flows are imperative to properly position a 

manager with the right investor audience.   

Understanding the data sources of the 

marketer will offer great insights into how 

they view the process.  Do they have a 

proprietary database, do they subscribe 

to Preqin or Pitchbook (or others), and 

importantly, will they share that data with 

the manager in a CRM. 
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Marketing & Communication Strategies – Manager positioning, and marketing is critical 

to fundraising success.  Merging the capabilities of the manager with the needs of the 

investor helps fund placement agencies build relevant marketing and communications for 

each targeted audience.  Managers should look for a defined process with creative assets 

that will help set the manager apart. A time-tested, well-thought-out process will provide a 

framework to tell the manager’s story. 

Realistic Expectations – Successful fund distribution takes time and requires preparation.   

Open and honest communications allow managers and marketers to understand timelines 

and set realistic expectations.  Building successful fund distribution requires more than a 

three- or six-month effort and if anyone says or expects otherwise, the relationship is likely 

to fail. With clearly defined marketing expectations and fundraising milestones, managers 

and marketers can build long-term, collaborative relationships. 

Digital technology and Capabilities- Today, fund marketing and distribution involves 

the use of various technologies and mediums to reach and engage potential investors. 

These elements include search engine optimization (SEO), pay-per-click (PPC) advertising, 

social media marketing, email marketing, and content marketing. In addition, various 

technologies such as engagement analytics and prospect tracking tools, marketing 

automation software, and CRM systems are used to measure the effectiveness of 

campaigns and manage investor relationships. Additionally, platforms for fund distribution 

have become increasingly popular in recent years as they provide investors with 

convenient and efficient ways to access and invest in funds. 
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Licensing: Gone are the days of “guys who 

know guys” distribution strategies and 

unlicensed connectors. While it sounds 

obvious, it is important to ensure fund 

marketers are properly licensed and 

engaged with a reputable broker-dealer. 

If not, marketer discussions should stop 

there. While there used to be some grey 

areas, current securities laws require 

individuals who solicit investments in 

return for transaction-based compensation 

be registered as a broker.



8. Do Your Homework

Many managers go with the f irst marketing team with a decent rolodex willing to take 

them to market. Interview questions, such as “how much money have you raised” and/

or “who can you introduce us to right now that would consider investing” provide little 

relevance yet are commonly used to screen marketing f irms. By rephrasing to “how much 

money have you raised for similar sized managers?” or “what kind of investors would you 

target?” followed by, “how deep are your contacts with those types of investors?” can shed 

more light on a marketing f irm’s track record and overall capabilities.

Make sure your marketers conduct their own due diligence and develop a true conviction 

for the strategy. Conf irm their knowledge of current trends and fund flows in the LP 

community, ask to see examples of previous marketing and communications strategies, 

and get a sense for where they have experienced success.  Be aware of the strengths 

and weaknesses of the f irms you interview and do a broker check to make sure they are 

properly licensed and don’t have a bunch of violations in their history. 

Find out what kind of work they do on the f ront end of an engagement and what kind of 

deliverables a manager should expect f rom that work. Additionally, consider if they have 

current market relevance (recent familiarity with the targeted audience of the offering). For 

further insights, Kelly DePonte at Probitas Partners wrote a great piece on selecting and 

engaging placement agents.
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Our Advice - Take your time and get to know 

the allocators and what they bring to the table. 

Some are adept marketers, while others are sales 

specialists in a particular strategy. Some teams will 

be more effective at getting f irst meetings, and 

others will be more effective in the closings. Do 

your own diligence, make sure the f irm you engage 

is a good f it with your team, investment sweet spot, 

and target audience. Taking the time to understand 

their process, strategies, and tactics.  

Finally, f ind a f irm that has marketed to a similar 

audience of LPs, as well as had experience working 

with similar sized f irms and fundraising mandates.



Our Advice – Be patient.  Based on Pitchbook’s latest fundraising research, the 
average time f rom launch to close for a new fund offering is getting longer and 
longer. Take the time to understand  market trends and fund flows before def ining 
your audience, positioning your strategy, creating your marketing collateral, 
producing supportive content, and building  your diligence documentation.  

Once complete, you are ready to conf idently (yet patiently) go to market. Targeted 
investors will need to be aware of your f irm, hear your story, investigate the 
opportunity, meet your team, conduct diligence, and f inally, and present the offering 
to an investment committee.  A study by Aff iliated Managers Group found the process 
requires, on average, anywhere f rom 12-16 touch points to secure new capital. 

Expecting investors to react and respond quicker than the norm can make a manager 
look naive, impatient, or even worse ... desperate. Further, unrealistic expectations 
of the manager indicate a lack of understanding of the process, which will create 
unnecessary and divisive f riction with marketers and investors, impeding the chances 

of successful fundraising.

9. Nothing Happens in Three Months

According to Pitchbook, the average time for new funds raising capital has eclipsed 18 

months. Here is how it generally breaks out: Market preparation (strategy research and 

manager diligence), is conducted, allowing a manager or marketing partner to develop the 

story, position the strategy, and build an effective distribution plan. This f ive-to-eight-week 

process is required for investor selection and collateral development.

Following the pre-market process, developing the marketing collateral, and messaging 

strategies is a collaborative process that can take an additional 4-6 weeks or longer, 

depending on the needs and complexity of the offering. Especially in the case of complex 

offerings or f irst-time managers, it  isn’t unusual to be 8-12 weeks into an engagement 

before the f irst “off icial” sales call is made. And that’s just the beginning of the process. 

From there, you transition to the investor’s timeline, which typically requires anywhere 

f rom 4-6 touchpoints just to get approved in the initial screening process. Once approved 

for consideration the diligence begins, where a manager should anticipate another one to 

four months, depending on size of the investor’s team and their diligence process. 

While setting deadlines will keep the tire-kickers f rom dragging the process out, managers 

and marketers must give prospective investors adequate time to take it through their 

process.
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10. If You Have Struggled Raising Capital, Trust Your Partners
So, the manager has come to the realization that their internal marketing and distribution 

strategy isn’t working, and, thus, are going to engage a third-party to help them with the 

process. So, they interview a number or placement agents and eventually decide on one 

based on their familiarity with the strategy and their history of fundraising success.

However, once the engagement begins, the manager begins to micro-manage the 

fundraising process. When presented with the campaign strategy, they begin to dictate 

who to target, how best to communicate, engage, and influence them, undermining 

the fundraising process of the marketer. While the manager’s intentions are good, their 

efforts send a “lack of conf idence” message to everyone involved in the process, while 

undermining the collaboration between the parties.
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Our Advice - Trust the marketer’s expertise and 
instincts, the ones that made you hire them in the f irst 
place. Give them the ability to accomplish their objectives 
without undermining their trust or conf idence along the 
way. You’ve hired them for their expertise and capabilities…
don’t compromise it by micromanaging the process. 

Seasoned marketers are likely in the market with relative 
f requency, have many strategic relationships, understand 
the needs of targeted investors and know how allocators 
want to be engaged, and have specif ic strategies and 
tactics to influence your audience. If you try to dictate their 
sales and marketing process, you will likely diminish their 
ability to perform at their peak eff iciency. Get the most of 

your investment and allow them to do their job.



11. Your Marketer is not the Competition, or the Enemy

“Wait, we are on the same team with the same goal!” Remember, both you and your 

marketing partner are incentivized to raise capital … nobody wins if capital is not raised. 

Before you engage them, let them earn your trust. Interview them…have them lay out and 

explain their strategy so you understand what they are proposing to do, why they do it 

that way, as well as the outcome they anticipate. The working relationship between the 

manager and the marketer MUST be collaborative, requiring mutual respect and trust. 

Suff ice to say, if you don’t trust them, don’t hire them.  

While the above sounds obvious, we have seen (and experienced) unhealthy dynamics 

destroy the relationship between internal teams and their marketing partners. The 

dynamics usually stem f rom a manager trying to motivate internal and external efforts 

through f inancial incentives that ultimately pit the sides against each other.  

While the manager thinks the competition will keep both sides motivated, what it actually 

does is destroy any chance for collaboration. 

Healthy relationships between the parties allow for the sharing of market intel acquired 

throughout the fundraising process, such as what is working, what isn’t, who has expressed 

interest, what features were most important, etc.

Our Advice - Encourage 

collaboration and support among 

your marketing teams. Competitive, 

non-collaborative approaches have a 

perfect track record... they never, ever 

work. A culture of mutual respect, 

common visions, and a collaborative 

process, however, can lead to 

extraordinary results. You have made 

the investment in the marketer, make 

sure the spirit of the relationship is 

protected every step of the way, so you 

have the best chance at success.
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12. While Your Marketing Partner is a Facilitator, the Investor is Betting on You

Don’t get us wrong, while fund strategy and diligence details are vital to the fundraising 

process, they take a back seat to the relationship between the investor and the managers. 

Regardless of the opinion of those still relying on transactional conversations and 

impersonal communications, investing remains a people-driven business. Investors bet on 

people they f ind likeable, credible, and trustworthy. While exceptions can be made for the 

likability, they are never made based on a manager’s credibility or trustworthiness.

Aside f rom the performance attributes of a strategy, fund investors and allocators look 

for managers with strategies, values, and beliefs that align with their own. No matter how 

good your marketer is, it’s the manager who must earn the conf idence of the investor. 

While the marketer can help, the manager plays a key role in closing.
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Our advice- Once the stage has been set, its  
time to introduce the manager. At this point, the 
closing responsibility is solely on the manager, 
who must connect, validate their credibility, and 
demonstrate their trustworthiness.  

While the marketer has likely made a case for these 
attributes throughout the process, the actions of 
the manager must authenticate them.  

Prospective investors will look to see how 
transparent and responsive the manager is in the 
diligence process, as well as try and assess how the 
existing LP base is viewed and treated.  Staying 
responsive and patient throughout is critical, as it 
provides an opportunity to earn the investors trust. 
The manager will play THE key role in getting the 

commitment across the f inish line.



In Conclusion,

In conclusion, while there are many hurdles asset managers face when launching a new 

f irm, nothing will trump the challenge of raising fund dedicated capital.   Suff ice to say, 

successful fund distribution starts long before the f irst investor meeting takes place.

Having the proper mindset before going to market:

Belief One:  Relationships play a crucial role in the success of asset managers in 

investor communications. Technology should be embraced as a tool for building strong 

relationships, as it allows for increased personalization and transparency, which are 

important to investors. The key to success is being proactive, consistent and personal in 

managing communications and relationships with investors. Teams should aim to connect 

with investors regularly, document interactions and understand their needs. Personalized 

and consistent communications throughout the investor journey is the minimum 

expectation for treating existing and potential investors well. A CRM and marketing 

technology can help deepen relationships and create advocates for the f irm. Don’t overlook 

the value of “No’s” as they can lead to introductions to better-f it investors, and today’s 

declining investor may become the biggest investor in the next fund.

Belief Two: The alternative asset management business can be divided into three 

functions: raising capital (marketing), investing capital (strategy execution), and returning 

capital (administration/operations). AUM is a quick way to measure a f irm’s ability to 

attract investors, execute investment strategies and manage operations, but returns in 

the absence of AUM can lead to questions about the f irm’s ability to scale and manage 

operations. Historical performance is not enough to ensure success, as the ability to attract 

capital is crucial. A written game plan that focuses on the story being presented and the 

most viable investors is essential. Recognizing that operational and marketing alpha can 

be as important as strategy execution can lead to a better received fundraising effort.

Belief Three:  Be prepared for investors.  It’s important to prepare properly, including 

thinking through potential investor questions and concerns. A common mistake many 

make is using a managers best professional network relationships to vet out questions, 

challenges and positioning, as this will likely eliminate opportunities to circle back 

when the manager is properly prepared to invite them to invest.  Going to this audience 

unprepared will lead to damaged f riendships, disappointing results, and long-term brand 

damage. To avoid this, managers should take the time to prepare properly, including 

scripting their story and creating professional collateral. To ensure success, it’s also 

important to properly sequence prospect engagement, starting with anchors and followed 

by influencers, industry connections, traditional fund investors, and top-off investors. 
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A properly sequenced outreach strategy and professional collateral will lead to capital, 

while a poorly sequenced campaign can harm a manager’s perceived ability to build and 

manage an asset management f irm.

Belief Four: Anticipate investor diligence.  Proper diligence materials are essential to 

establish credibility as well as earn the trust of investors. Skimping on diligence materials 

raises red flags and increases the timeline for investigation and depth of inquiries. 

Managers need to assemble, organize, package, and present detailed diligence f iles that 

provide an in-depth view of the f irm, the manager, the market focus, the history of the 

partners, and the historical performance, including a standardized industry DDQ and a 

well-organized data room. These are minimum requirements to earn the respect and trust 

of the investment community.

Belief Five: If it isn’t personalized, don’t send it. Avoid using any type of mass marketing 

(scorch and burn) tactics that include the use of generic marketing or communications to 

random investors with the hope of attracting viable prospects. These uninvited solicitations 

are usually received as annoying and amateurish and often lead to “take me off your list” 

responses, resulting in brand damage and low response rates. Instead, use technology to 

personalize your approach, allowing you to build credibility and trust, and engage potential 

investors with informative content. Before soliciting anyone, keep in mind that your 

marketing strategy and communication tactics represent your brand.

Belief Six: All investors are not alike.  Successful fund marketing requires a highly 

personalized approach, as every investor has unique interests, screening processes, and 

return expectations. The rise of digitally-savvy consumers has increased the importance 

of delivering hyper-personalized content and engagement. Data-driven technology 

allows marketers to increase the effectiveness of marketing through personalized 

communications. It is crucial to def ine and research the audience to recognize their intent, 

pain points, and prof ile, and be prepared for the changing personalities and nuances that 

come with different types of investors. Effective marketing outreach strategies must be 

customized to the individual investor, and managers and marketers should be patient and 

ready to deliver whatever is requested.

Belief Seven: Invest in your outcome.  Having capital to invest is critical to a managers 

short and long-term success, representing at least a third of the overall business (raising 

capital, investing capital, returning capital). For emerging managers, it may represent even 

more than a third.  With that in mind, managers should think and treat fund marketing 

and distribution in the same manner they treat, think, and invest in their investment 

strategy, as well as their reporting. Most placement agents and outsourced marketers 
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work on retainers that are credited against success fees.  Depending on the research 

and collateral required for the campaign, a 2/20 fund is typically able to offset marketing 

and distribution expenses with the f irst $4m-$7m of capital raised.  And while there are 

exceptions, they are typically made for seasoned managers with a performance history.

Selecting fund marketing and distribution partners
In addition to making strategic introductions, a professional placement agency or fund 

marketer should be involved in all aspects of the fundraising campaign, including strategy 

research, collateral development, marketing and communications, investor lead scoring, 

and closing support.

Fund managers should look for a f irm that can design and execute a well-planned fund 

distribution strategy that:

a) can identify and def ine the most viable investor audiences through data analytics and 

GP/LP research,

b) understand the investor motivations and insights to properly position the manager with 

that audience, and

c) effectively translates manager’s story and  value proposition to the targeted audience.

While having access to the network of a professional can be helpful, the online migration of 

investors and allocators have made data and technology an important aspect of any fund 

marketing and distribution strategy. Placement agents and marketers embracing data-

driven technology will have a better ability to identify and engage ideal prospects in the 

rapidly evolving digital distribution landscape.  Here are some of the qualities that most 

fund marketers and placement agents can easily speak to:

Market Relevance and Experience - Details on previous engagements with similar 

strategies or targeted investors, especially the strategies and investor segments where 

they have experienced most of their past success. A marketer should be well-versed in the 

current trends in the LP community, using market research and investor data to position 

managers to solve the needs and interests of allocators.

Investor and Manager Data - Access to an investor database, insights to current LP trends, 

and information on capital flows are imperative to properly position a manager with the 

right investor audience, using CRM and investor lead scoring.

Proven Distribution Strategies – Successful marketers will have an edge, whether that be 

their network, technology use, marketing philosophy etc.  Managers should understand 

the value proposition a marketer offers and how that edge will resonate with the goals and 

expections of the fund.
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Compliance and Transparency - Ensure that the marketer has a strong understanding of 

regulatory compliance, and is able to provide transparent disclosure, documentation, and 

reporting as key components of their service offering.

Strong Communication and Support – Understand the bandwidth and focus of the 

marketer to conf irm they will be responsive, supportive, and able to provide ongoing 

communication throughout the fundraising process.

In closing, it is important to remember that while working with a good fund marketing 

and distribution partner can greatly improve distribution results, the ultimate investment 

decision is based on the investor’s perception of the manager. As such, it is crucial to treat 

every interaction as an interview with a potential brand ambassador, maintain a positive 

reputation and build trust with potential investors. On the other hand, working with an 

underperforming partner can be detrimental to your f irm’s success, so it is important to 

carefully consider your options and choose wisely.

Website:  www.5150dmg.com             Telephone: 602-855-9374             Email:  info@5150dmg.com
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