
Helping Investment Managers
Bridge The Digital Divide

Succeeding with data-driven distribution, 

marketing, communication, and IR/PR



Consumer behavior is changing.

Competing in the digital age.

The adoption of digital technology introduced consumers 

to an entirely new sales process, one in which they have 

access to the information and pricing required to make 

purchase decisions. This shift has changed traditional sales 

and marketing, as companies must now identify, connect, 

and influence buyers without the luxury of face-to-face 

interactions. To succeed, marketers are using data-driven 

insights into how their customers think, conduct research, 

solve problems, and make final decisions, allowing them 

to meet the rising expectations of the digital consumer.

This data holds the key to successful sales and marketing 

strategies, becoming a mission-critical ingredient in build-

ing digitally enabled operations.

Introduction to data-driven investment management.

“The increasing pressure to in-
novate technology and client 
centricity will be intense. The 

shifting market and technology 
landscape, combined with in-

creased competition, will require 
asset managers to act across all 

aspects of their business.”

-Accenture, “The Future of Asset Management”

However, the investment management industry has been slow to adopt data-driven processes, underesti-
mating the growing expectations of those investors who have already migrated. But in the face of ongoing 
fee pressures and increased competition, innovators are changing the blueprint for successful distribution, 
marketing, communications, and IR/PR. These data-enabled are experiencing noteworthy results, including 
reduced marketing costs, improved operational efficiencies, deeper client engagements, and increasing 
asset retention rates, all while meeting the growing expectation of investors.

Online access to pricing, product details, and 
technology has transformed consumer behavior. 
Consumers have become less reliant on tradi-
tional sales processes, bypassing those frustrat-
ing sales intermediaries who stand between the 
buyer and the seller. 

This evolution has shifted the balance of power 
from the seller to the consumer, forcing indus-
tries to reimagine traditional business models in 
hopes of reaching and appeasing digitally savvy 
consumers. Today, the consumer is king, data is 
the currency, and technology is the engine driv-

ing commerce. Welcome to the digital age.
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The current state of technology adoption in investment management.

COVID-19 forced the industry to embrace video communications, however, many struggled to move beyond 
off-the-shelf video conferencing to embrace the full benefits of how data-driven strategies, including stream-
lined operations, marketing, and distribution efficiencies, and the ability to compete without the scale or geo-
graphic reach of their larger market peers.

Many of the large incumbents, those with the systems and 
staffing in place to develop digital teams and technology, 
have embraced the transition to data-driven technology. 
However, managers lacking dedicated digital teams and 
resources have struggled to find financially viable solutions 
that allow them to embrace the benefits of digital without 
spending $400,000-$500,000 annually on dedicated digital 
departments. Instead, these firms have been forced to cob-
ble together partial, off-the-shelf technology, leaving them 
with difficult-to-integrate, fragmented technology solutions.

Embracing the benefits of innovation in fund distribution.

“It’s no longer about the big eat-
ing the small, it’s about the fast 

eating the slow.”
  

-Jason Jennings, author

Online, direct-to-consumer distribution 
channels, such as fund platforms, will take 
over from traditional channels (banks and 
fund advisors) as the main way asset man-
agers raise assets under management

Source:  Asset Management Survey- Distribution state-of-the-
nation: Exploring a changing landscape for fund distribution

With data-driven technology providing compet-
itive advantages to the digitally mature, many 
distribution, marketing, communications, and IR/
PR professionals have sought the most effective 
ways to shift from traditional distribution tactics to 
data-driven strategies. However, most are left with 
more questions than answers, such as: What is 
data-driven? What are the quantifiable benefits? 
What is the best way for resource-constrained 
managers to embrace its benefits? and Why is it 
important now?
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Understanding data-driven: What it is and What it is NOT.
Data-driven technology is changing fund distribution, marketing, communications, and IR/PR allowing firms 
to identify, convert, and retain targeted investors/clients with data analytics, technology innovation, and pro-
cess automation. To better understand what data-driven is, it can be helpful to know what it is NOT. 

Data-driven is not:
• Using automation to blast cold emails to the masses with the hopes of engaging a few (investor 

marketing is no longer a number’s game).
• Replacing personal interactions with social media, chatbots, and automated messaging.
• Relying on traditional marketing channels and tactics for brand awareness and lead generation.
• Wondering where the most recent version of your pitch deck is.
• Working from multiple investor and prospect lists during fundraising initiatives.
• Having siloed prospect and client data across departments and teams

Relationships matter … They always have and always will. 

The growing expectations of digitally savvy consumers have put a premium on the investor experience, re-
quiring managers to deliver hyper-personalized, on-demand, multi-channel interactions. In the age of digital 
distribution, data-driven doesn’t replace relationships. Rather, it enhances them.

Investor prospecting has always been about data.

Advisors in the investment management industry have used face-to-face interactions, and
informal interactions (along with verbal and non-verbal cues), to identify common ground as 
well as shared values and beliefs with prospective investors. These insights and interactions
allow advisors to identify and connect with their most viable prospects, while building rapport, establishing 
credibility, and earning the trust of the investor.

Data-driven is:
• Employing data analytics to define, locate, connect, and influence prospects.
• Delivering personalized marketing and communications at scale.
• Turning to SEM (search engine marketing) to connect with investors seeking research and insights 
(yes, manager/strategy research and diligence begins with google).
• Utilizing social media and online communities to share insights, establish credibility, and build 
brand awareness among prospects, partners, and peers. 
• Creating and distributing optimized content throughout the investor journey
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With experience, fund distribution intermediaries 

develop mental profiles, processes, and heuristics to 
allow them to organize, prioritize, engage, and convert 
prospects. Over time, these processes become more 
and more refined, allowing them to efficiently identify 
and focus on viable opportunities.

Verbal and non-verbal cues are 
important to understanding 

investment conversations… pos-
ture, eye contact, and other cues 

can indicate how engaged an 
investor is in your pitch.

Game On … Innovators/early-adopters are using data to grab market share. 

Today, innovators and early adopters are using data-driven technology to increase the effectiveness of their 
marketing and communications, improving what successful advisors have done for years… only doing it 
cheaper, better, and faster. Using a combination of data insights, behavioral analytics, and marketing auto-
mation, personalized engagement strategies and playbooks can be put in place before the first meeting even 
takes place, shortening the sales cycle, and improving conversion rates. They are fueling their marketing and 
communication strategies and tactics with data insights, while improving the overall investor experience. De-
mographics and firmographics serve as the foundation, while artificial intelligence can fill in the gaps with be-
havioral, and psychographic, and decision-making insights, allowing for the creation of “ideal” investor profiles 
(aka marketing personas). These detailed personas are helping marketing and sales teams focus on clearly 
defined audiences, while eliminating time wasted on less profitable prospects. With the proper data insights, 
innovators are eliminating many of the “unknowns” that often impede and/or delay fundraising campaigns.
Data-driven personas allow marketing, distribution, and IR/PR professions to focus on the values, styles, and 
motivations influencing and driving investor decision-making. This allows teams to develop the strategies and 
tactics specific to the target audience, including communication styles, channel preferences, and even the 
most likely biases held by the investor, helping marketing and communication professionals deliver perfectly 
curated messages at the right time in the right place and to the right audience.

You can have data without 
actionable information, but you 

cannot have actionable infor-
mation without data.

-Daniel Keys Moran

Investor prospecting has always been about data.
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Transitioning for a competitive advantage.
Ongoing fee compression, the need for differentiation, and the evolving behavior of online investors/alloca-
tors have changed the blueprint for success in investment management. Investors, once reliant on industry 
providers for research and investment access, are migrating to online tools and resources, making traditional 
strategies and tactics increasingly ineffective.Today, the most effective way to reach them is using data-driven 
technology.

It’s already happening. Innovators are trading expensive and increasingly ineffective fund distribution, market-
ing, communications, and IR/PR strategies for data-driven solutions. The data-enabled are not just improving 
sales and marketing results, they are also realizing operational efficiencies, deeper investor engagements, and 
increased asset retention rates.

Digital Bridge: Your Path to Data-Driven Technology

Digital Bridge clients are assigned dedicated teams to simplify the process. 5150 serves as a resource to the sales, 
marketing, and service teams of the manager. Dedicated teams can develop a feel for client expectations, mar-
ket needs, and mission-critical engagements.
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5150 helps investment managers succeed 
by simplifying the transition to data-driv-
en technology. 5150’s proprietary platform 
mitigates the technology and integration 
risks, eliminates the need to hire talent, 
and reduces the overall cost by spreading 
the total cost across multiple users. Digital 
Bridge allows investment managers to cre-
ate scale without mass, as well as overcome 
geographic boundaries that have limited the 
size of their target audience.  
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Process 1: Data Cleansing and Consolidation:
The move to data-driven begins by aggregating current and former client data into a single source, providing 
a consistent 360⁰ client view across sales, marketing, and IR/PR functions. Once aggregated and cleansed, the 
data is moved to a single receptacle, accessible by the entire team throughout each and every touchpoint of 
the investor journey. 

Process 2: Investor Segmentation:
Once the data has been cleansed and aggregated, it 

is segmented into investor groups organized by com-
monalities, such as investment size, investor types, 
and client profitability. Segments are enhanced 
through client conversations, interviews, and surveys 
taken from selected members of each group. These 
enhanced profiles provide granular insights into who 
a firm’s best customers are, who they are not, and 
where undiscovered opportunities may exist.

Process 3: Research and Discovery:
While the data team is cleansing, segmenting, and enhancing customer data, our research team is creating a 
custom market report and digital audit that highlights current capital market trends, alternative fund flows, LP 
sentiments, and a historical snapshot of GPs running similar strategies. 

As part of the research and discovery process, the team conducts a digital audit to provide insight into a man-
ager’s current online presence, technology usage, website traffic, social media traction, keyword opportunities, 
content distribution, and asset optimization. Additionally, the audit provides an overview of key competitors, 
including the online presence, marketing strategies, and engagement tactics of 2-3 competitors (or admired 
brands).

Process 4: Investor Persona Creation:
Using the data compiled in our discovery process, investor marketing personas are created, allowing market-
ers to a) personalize investor engagements with the communication styles and channel preferences of tar-
geted investors, b) develop personalized, stage-specific content, and c) identify new prospects and networks 
using look-alike data.

Process 5: Distribution, Marketing, Communications, and IR/PR Playbooks:
Persona-specific playbooks are created to establish marketing, communications, conversion, and service advo-
cacy strategies for each persona used in marketing, communication, distribution, and IR/PR campaigns. 

Playbooks include brand and marketing recommendations, communication strategies, channel preferences, 
prospect pain points, likely biases/hurdles, and individual styles and inclinations.



Process 9: Oversight: Campaign and Investor Journey Management:

We provide 24/7 oversight of campaigns. Our team and clients have access to our campaign 
tracking canvas, allowing clients to see what’s working, what isn’t, what needs work, what needs 
more testing, etc. Using artificial intelligence and campaign tracking technology to analyze 
and modify strategies and tactics in real-time. This hands-on approach improves campaign 
efficacy while creating engagement transparency and consistent oversight.

Want to Learn More?

Process 8: Campaign Design and Automation:

Once content is optimized, persona-specific campaigns are 
designed and automated based on the package selection of 
the client (fundraising, social media, IR/PR). Campaigns are 
created using stage-specific content (created in step 6) for 
each persona. Campaigns are built to include multi-channel, 
multi-personas, and client-specific strategies and tactics. 

Automation allows marketers to identify, connect, and 
inflence prospects at scale providing 24/7 responsiveness. 
This “always-on” philosophy creates a personalized experience 
throughout the investor journey.

Process 6: Multi-Channel Content Creation, Curation, and Management:
We develop, curate, and manage multi-channel, stage-specific content. Intent-specific 
content allows managers to connect and influence prospects based on their unique needs 
and pain points throughout each stage of the investor journey (Awareness, Research, Consid-
eration, Conversion, and Advocacy). A content management system provides quick access, 
compliance approval, and multi-channel content repurposing.

Process 7: SEO/SEM: Keyword Research, Optimization, and Search Marketing:

Keyword/key phrase research is conducted to identify keyword and key phrase search engine 
ranking opportunities. Once keywords and phrases are selected, existing digital assets and 
marketing content is optimized for competitive search rankings.

Calculate My Costs

Wondering what it costs to 
go digital? Calculate your 
annual cost with our tech-

nology cost calculator.

Calculate My Cost

Book a Meeting

We would love to show you 
how our platform can en-

hance your marketing and 
fundraising efforts

Schedule My Meeting

Free Digital Audit

Want insights on your online 
presence, keyword opportu-

nities, and website traffic?

Schedule My Audit
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