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WHY is this important? 
 
When it comes to your best clients, you probably already really enjoy spending time with them and of 
course, want to attract others just like them.  When you commit to a tradition of predictable, client-

focused, and engaging client events, you create a wonderful opportunity to spend even more quality 
time with your best client group. 

 
With well-designed and well-planned client events, not only do you have an opportunity to engage 
with your best clients in a fun and interesting setting, but you may also meet your clients’ friends and 

family. This can make for a more enjoyable event, and you may have the opportunity to be introduced 
to future potential clients. 
 

These tremendous value-added events can inspire conversations your clients have with others that 
create the ‘tipping point’ for friends and family who come to realize they have an underwhelming 

Advisor. This is definitely a brand differentiator in delivering a client experience that goes above and 
beyond client expectations. 

WHO is this proven strategy designed for? 

For Advisors who want to maximize events currently organized and hosted by their organization or 

CUSO, and/or want to organize their own events to further enhance their client relationships and meet 
prospective new clients. 

WHAT should you expect? 

You will: 

• Maximize client events being organized and offered by your organization 

• Maximize client events being organized by CUSO 

• Learn about various types of events you may want to offer to your clients on your own or 

engage your organization or CUSO to provide for your and other clients 

• Decide which types of events are the best fit for your clients, your team, and your business 

• Follow a well-defined process to successfully plan, deliver, and follow up for every client 
event 

• Create an excellent first impression by sending an invitation that is inviting and which 

predisposes a client to want to attend your event 

• Follow a process the day of the event to ensure event venue and logistics are ready to go 

• Leverage your Strategic Partners by inviting and/or having them as guest speakers at 

events 

YOUR CLIENTS 
6 Awesome Client Events 
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Take Action & Implement Successfully  

 

PART 1 – Choose Your Events 

Events Organized by Others 

These are events fully organized and coordinated by someone other than you, such as your 
organization, the CUSO team, or other third-parties, that you have the ability to invite clients to attend.  

Some of these events may be more inclusive and some may involve inviting a select group of clients. 
They may represent any one or more of the client events: Appreciation, Education and Lifestyle. 
 

This is the easiest way to integrate events into your client experience without having to take on the 
responsibility for organizing and coordinating it.  
 

1. Identify your organization’s calendar of events and build these into your client event 
offerings for the year – they may be one or more of the following - Client Appreciation, 

Educational, or Lifestyle. 

2. Identify the CUSO Team’s calendar of events and build these into your client even offerings 
for the year. 

3. Consider any other events hosted by third-parties you may be connected with that might be 
of value to your clients (ie. Aviso, NEI) and add them to your event calendar accordingly.  

4. Once you know the events, be sure to include them in your Annual Client Experience.  

5. Send out invitations to clients as soon as they are received by your organization or by CUSO.  

• We recommend invitations to events go out at minimum 3 to 4 weeks ahead of the 

event – your clients are busy and they also need time to plan accordingly. 

6. Keep track of who is planning to attend so you know who to expect. 

7. Send a follow up to all those who attended thanking them for participating. 

8. Send a follow up to those who registered but did not attend saying you are sorry they 
couldn’t make and if possible, provide a link to a recording or any supplemental resources 

that may have been shared. 

9. You can track clients who attend specific events in your CRM. 
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Events Organized by You & Your Advisory Team 
 

1. Review Types of Events to get a sense of the different types of events you may wish to host 
in addition to those available by others as previously discussed.  

• You may wish to offer a mix of these events to ensure you are covering all aspects of 
your Ideal Client group.   

• Be careful of consistently engaging only a subset of this group at the expense of 

alienating the others because you are choosing events that are too specific.    

• It is also important that some of your events are intended for couples to ensure both 
individuals in the relationship feel valued and appreciated.   

2. Meet with your team to establish which type of specific event(s) you believe will be 
meaningful for your high value clients and manageable by your team.  There are so many 

different types of events for you to choose from, but we have provided the following lists to 
get you started: 

• Client Appreciation Events 

• Educational Events 

• Lifestyle Events  

3. Strive to choose an event strategy that creates a ‘tradition’ your clients can look forward to 

in terms of the event theme and time of year.   

• Consider the region or city you live in, and the demographics of your clientele, to 
ensure you are creating events that you know your clients would thoroughly enjoy in 

an ‘exclusive’ manner. 

4. Identify how many events are reasonable over the course of the year for your clients and 

your team. 

• At minimum you should be doing client events once a year.  Many teams offer them 
semi-annually or quarterly – but be sure it’s manageable. 

• From time to time, you may be affiliated with a firm or strategic partner who offers 
an event to be available to your clients which you believe they will value.   This is a 
one-off event that does not need to be turned into a ‘tradition’ and will simply 

compliment your annual event strategy.  The same can be said for other 
extraordinary events that may come to your city that you want to share with your 

clients.  In other words: if a great opportunity comes up – take it! 

5. When you create ‘traditional’ events, you build efficiencies around the process of scheduling, 
preparing, and delivering the events.  You will want to capture all of this in a process, so it is 

repeatable. 
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PART 2 – Prepare for Your Event 
 

1. Use the Client Appreciation Event Checklist to fully prepare for your event.  This can be used 
for any type of event you plan on hosting. 

2. If the event is something that does not already have a fixed venue (ie. a sporting event, gallery 
event, concert, etc.), choose your location carefully using the Event Location Checklist. 

• Think specifically about attractiveness and accessibility for your Ideal Client Group.   If 

they are older, they may not want to drive far, or drive in the dark during the event, 
and will prefer a venue that has plenty of easy-access parking and building access. 

• Virtual Events are becoming more popular for several reasons and provide many 
benefits.  These benefits include easy access, low-costs, and the ability to record for 
replay. If you are planning to host a Virtual Event, use the Virtual Event Checklist to 

ensure it is delivered professionally. 

3. If you are dealing with a third-party for your event coordination, make sure you have a core 
contact name and number for everything related to your event.  In this way, details and 

requests are not lost in the shuffle. 

4. Review Inviting Clients to Events to ensure you send out invitations that make an outstanding 

first impression of your event, so your clients not only want to participate, but are also eager 
to bring a friend or family member with them to enjoy the occasion. 

• Invitations for events should be sent one month in advance of the event. 

• Refer to the Invitation Card,  Invitation Email, and Invitation Letter samples. 

5. Encourage your best clients to share your event with those important to them without asking 
them to.  Having access to potential clients for these events is always the second objective – 

the primary objective is always to show your absolute best clients a great time!  You can subtly 
encourage them to bring guests by simply including additional ‘tickets’ in their invitation. For 

example, if you invite a couple to your event include 4 ‘tickets’ in your invitation.   This does a 
few things: first it creates a better perceived ‘value’ of the event, it also serves as a tangible 
reminder they can keep somewhere in their home to remind them of the upcoming event, and 

lastly, they will automatically start thinking about who they can bring. 

• Review Event Tickets and create your own branded tickets. 

6. Be sure to acknowledge each RSVP you receive by email to let them know it was received 

and confirm how many attendees they will be bringing. 

7. Keep your attendee list up to date and accurate at all times. 

8. One week before the event, review your checklist to make sure: 

• Your event attendee list is up to date. 

• You are on track for all critical tasks.  

• You have sent a confirmation to any third parties assisting you with the preparation, 
delivery, or hosting of any aspect of your event. 
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9. Use the Event Confirmation Call Script to call each of your event attendees the day before 
the event. 

10. If the venue is large, you may also want to email a map of the venue along with directions to 
the event location. 

11. Make sure you are referring to the checklists to ensure everything is on track for event day 
(venue, food, Guest Speakers, souvenirs for guests, etc.). 

12. If you are facilitating or introducing other speakers, have your script ready to go – it should 

be written down, practiced, and rehearsed! 
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PART 3 - Event Day 
 
 

1. Be ready and well rested – it is show time.  Your participants will match your energy so be 
inspired and excited. 

2. Dress the part accordingly based on the event type, which may vary widely.  

3. Show up early to ensure everything at the venue is exactly as it should be inside and out. 

• If the venue is larger, have signs in the lobby or entrance to guide your guests to the 
right place. 

• Have others on your team there to assist with various aspects of Event Day. 

4. If there is technology involved, make sure you are launching and testing this well before 
event start (video, tv, PowerPoint, virtual aspects, etc.). 

5. Start the event on time and have a great time with your best clients! 

• If there is an Agenda or timeline for the event, be mindful to keep on track as best as 
possible. 

• If required, have scheduled breaks so attendees can stretch, get a drink, or go to the 

washroom. 

• Have beverages and food brought in/served where appropriate. 

6. Wind down the event on time. 

• Be sure to thank everyone for joining you. 

• Provide any ‘souvenirs or take-aways from the event. 

• Spend time saying good-bye to guests individually as they get set to leave. 

• Pack up all items that are yours and check for anything left behind by clients and 
bring those with you too. 

7. The day after the event, send along a Thank You Card to everyone who attended the event.  

8. Meet with your team to do a debrief on the event. 

• Discuss what worked well at the event and celebrate. Discuss what can be improved 
and take steps to implement for the next round   
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Types Of Events 

There are many good reasons to include events in your client experience, some of 
which include the following:  
 

• Add value to client relationships.  

• Provide the opportunity to meet prospective clients in a non-threatening setting. 

• Allow clients to introduce their financial professional to people they know.   

• Create consistency and congruency to the notion of the advisor serving the interests of a 

small exclusive club.  

An annual schedule may include three distinct types of events:  
 

• Client Appreciation Events  

• Educational Events  

• Lifestyle Events   

Client Appreciation Events  
 

A client appreciation event enhances your client relationships. There are two distinct styles: the 

inclusive and the exclusive. Some Advisors present only one type; others offer a combination of both.  
At minimum you should host one focused Client Appreciation Event each year.  

Client Appreciation Event - Inclusive   

This type of event is planned for many attendees at a low cost per head, allowing you to reach 
more clients for a reasonable cost. You can offer these events to most of your clients.    

Some ideas for an inclusive Client Appreciation Event include a simple holiday open house at the 

branch or offsite, a shredding party with morning pancakes or afternoon BBQ, an organized tour 
of the local holiday lights, or attending a local sporting or theatrical event.  

Client Appreciation Event - Exclusive   

This type of event reminds your best clients that they belong to an exclusive group.  These events 
are designed for a small group of your best clients and can involve a high cost per head (though 

the quality and appeal of the event itself matters more than its cost). The benefit to this approach 
is to have a more intimate gathering that allows meaningful interaction with each participant. This 

type of event would be offered to either all AAA clients or a select group of AAA clients who have 
been actively promoting you to people they know.   

An exclusive event could involve a private screening at a movie theatre with popcorn and drinks, 

an afternoon at the racetrack or some other high calibre sporting event, a high end dinner or 
dinner cruise,  or a wine tasting and/or guided winery tour.  The idea is the numbers are small and 
the impact is big. 

1 
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Educational Events 
 

These events often offer clients additional information into financially related topics, but sometimes 

provide meaningful information outside of this.  

While for many advisors, educational events make up their entire event schedule, we recommend that 
you also include Client Appreciation and Life-Style Events because they are FUN!  Also, for the most 

part, clients rely on their advisor to deal with the financial side of things, so too many educational 
events can be counterproductive. That said, your clients and prospective clients will still appreciate 

educational events about topics they are interested in. To ensure the success of such events, survey 
your clients and prospective clients to determine what financial topics they would like to learn more 
about.  

Appropriate material must be coupled with strong promotion. Create an interesting title for the 
workshop to grab attention.  For example, do not promote a seminar about “Estate Planning” but 
instead considering calling it: The How to Disinherit CRA Symposium.    

A catchy title and attention-grabbing subject matter will encourage your clients and their guests to 
attend. Remember Rule #1: Never promote a ’seminar.’ Seminars can have a bad connotation. Instead, 
use terms like symposium or workshop.  Even the word “Webinar” is over-used at this time. 

Perception is everything. 

 

 
Lifestyle Events  
 

Lifestyle events can be the best part of an event series for many advisors and clients because they 
cater to the personal interests of clients and people they know.   

Clients are typically more disposed to bringing someone they know to a Lifestyle event.   As a result, it 

can be the best opportunity for an advisor to be introduced to the people whom their clients know 
and like. Lifestyle events can be a key component of your event series.  

Use Client Profiling information and/or survey your clients to determine what types of Lifestyle events 

will interest them.  This way, you know that your event will be well-attended, and that your clients will 
likely bring friends or family – prospective clients – to the event. 

  

2 

3 
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There are many kinds of client appreciation events you could host and of course, the theme of the 

event should be one the majority of your ideal clients would enjoy. 
  
 

 

Here is a variety of Client Appreciation Events you may want to consider hosting: 

• Fine Dining  

• Wine Tasting  

• Golfing   

• Festival of Lights Holiday Light Tour  

• July 4th Picnic & Celebration (US)  

• July 1st Picnic & Celebration (Canada)  

• Attending a Sporting Event (Hockey, Football, Baseball, etc.)  

• Attending an Arts & Cultural Event (Concert, Play, Museum, etc.)  

• Private screening in a movie theatre  

• Dinner Cruise  

• Whale Watching (or other nature/environmental attractions)  

• Annual Shredding Event with Pancake Breakfast or afternoon BBQ 

• Private tour of a local attraction  

 

The event that will be most suitable and appropriate for your AAA clients will be based on what you 
know about each of them (i.e., their personal interest information).   

• What are their hobbies and interests?   

This will tell you exactly the kind of event your clients will appreciate and want to attend.  There may 
also be some geographical tendencies where you live that make certain activities accessible and 
enjoyable.  

  

Client Appreciation Events  
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There are two different kinds of educational events you could host:  

• Related to their Wealth   

• Related to General Life   
 
 

Here are several types of educational events related to WEALTH, which lend themselves to having 
your traditional Strategic Partners participating partially or fully:  

• Tax Planning  

• Estate Planning  

• Risk Management (Family Security or Insurance Solutions)  

• Planned Gifting  

• Executorship 101  

• Business Succession & Other Important Corporate Strategies  

• Economic Updates & Market Overview   

 

 

These events require qualified professionals and reliable, accurate information. They are important, 
but often this content can and should be communicated one-on-one when you are working with your 

clients in the comprehensive wealth planning & investment management process. Some clients are 
drawn to learning more and will enjoy these events, while others will gravitate more to General Life 

educational events.   

 
 

Here are several types of educational events related to GENERAL LIFE, which will also require an expert 
on the topic. The expert may also be part of your personal or   

professional networks:  

• How to Protect Yourself from Identify Theft  

• Learn How to Effectively Use Your iPad  

• How to Teach Your Kids about Money  

• The Psychology of Retirement   

• What to Consider When Buying a Recreational Property  

• How to Prepare for Downsizing 
  

Educational Events  
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There are a wide variety of Lifestyle Events you could host, and of course they should be reflective of 

the interests and hobbies of your best clients – this is where gathering the Client Snapshot information 
is very important.  
 

These events also require trained professionals (ie. not you) to facilitate them so think about your 
professional network, personal network, client-base and non-traditional strategic partners. You 

probably know a few individuals already who would love the opportunity to provide a value-add to 
your clients, because it promotes the goods and/or services they provide – it’s a fun way for them to 
increase awareness. 

 
 
 

Here are several types of Lifestyle Events you may want to consider hosting: 

 

• Cooking Classes 

• Golf Lessons & Instruction  

• Garden Workshops  

• Travelling Tips & Recommendations  

• Wine Tour and Learning 

• Quilting or Cross-Stitching 

• Book Signing & Reading 

 

 

These events can be done with ‘pockets’ of high-value clients in the event that you have more than 
one distinct group of interests.  For instance, perhaps there is one group who would love to take 

cooking classes and the other wants to learn more about travelling.  Between the two, you are able to 
cover off the majority of your high value clients.  It will be difficult to find one single lifestyle event that 

every single one of your high value clients would be interested in. 

 

This is also a great place to tap into your team because everyone on your team has unique interests 
and hobbies that overlap with some of your clients.  The best way to have a top-notch lifestyle event 

is to have someone champion it that is passionate about the topic.  You may be surprised to learn 
about the interests of your team, and the various professionals and service provides they are 
connected to, that are absolutely perfect for this type of event! 

  

Lifestyle Events  
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Client Event Checklist 
 
Note: This checklist can be used by the person responsible for coordinating events and 
should be modified as required based on the specific event being delivered. 

 
 

 

 90 days (or more) prior to the event, confirm the type of client appreciation event you wish to 
have and when. 

 60 days (or more) prior to the event, identify if outside experts and/or specific venue are 
required, based on the event. 

 RSVP your event expert and confirm date, time and place. 

 RSVP your venue and confirm logistics for date, time and place. 

 45 days prior to the event, identify those you wish to invite: your AAA or preferred clients.  

 45 days prior to the event, create the invitations.  Make them interesting & never email them. 

 Theme or brand the event with a catchy name. 

 45 days prior to the event, coordinate event logistics (food, supplies, IT, order item to anchor 
event – the gift) 

 30 days prior to the event, mail the invitations and carefully track RSVPs. 

 30 days prior to the event, ensure you have the anchor gift for the event. 

 2 weeks prior to the event, have someone from your team go to the venue and finalize the 

details (if required). 

 2 weeks prior to the event, send confirmations to clients who have RSVP’d and follow up with 
those who have not RSVP’d. 

 2 to 3 days prior to the event, make confirmation calls to all attending the event. 

 Day OF the event, have someone from your team arrive early to make sure everything is in 
order.  Make sure you and your team are on time. 

 Day AFTER the event, mail thank-you cards. Be sure to include the event anchor if it was not 

distributed at the event itself. 

 On your next Relationship Call, thank them for coming and ask if they have any suggestions or 
feedback for next time. 
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Event Location Checklist 

Before booking your space, take the time to enter the building and the room as if 
you have never been there before. Use the following checklist to evaluate the 

location. 

 

❑ What is your first impression of the building/room?  

❑ What hesitations do you have?  

❑ What can you do to encourage participants to feel comfortable, relaxed, and confident in 
their decision to attend your event?  

❑ Is the building/suite/room an appropriate business environment? Does it impart a 
professional atmosphere?  

❑ Is there adequate parking? 

❑ Is public transportation available?  

❑ Can participants enter the building after hours?  

❑ Is it a safe environment? Is the building in an isolated area? Is there adequate outside 
lighting?  

❑ What arrangements will you have to make with building management or security?  

❑ When participants enter the building, will they know where to go? (Each participant should 
receive an invitation with clear and precise directions)  

❑ Is there an elevator, or are participants required to climb stairs? (Stairs may be a problem 
depending on the age/physical needs of your participants.) 

❑ When participants reach the correct floor, will they know where to go? Is the suite/room 
number clearly marked? Will you have a "greeter" to escort participants to the appropriate 

room?  

❑ Where will they put their coats, boots, etc.? Is the space adequate?  
What noise or distractions do you have to deal with?  

❑ Does the room have windows? Adequate ventilation? Plants? 

❑ Are there sufficient chairs and are they comfortable? What is the seating configuration?  

❑ Is there a large enough table, or are there several tables around which everyone can be 
comfortably seated?  

❑ Is there room for your easel or presentation board?  

❑ Are there beverage facilities? Is a table available for setting out refreshments? Can this be 
done in an adjacent area by your assistant?  

❑ Are washrooms convenient and available during the hours you hold the event? 
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Virtual Event Checklist 
 
Virtual Events are a great alternative to In-Person Events in instances when you 
are not able to host the event in person.  This is a solid solution if your participants 

are geographically dispersed, or the participants have mobility issues and 
travelling to and from an event is not possible.  This is also a great back-up if an 

event is compromised due to inclement weather making driving unsafe.  A virtual 
event also allows you to easily access experts and speakers across North America 
without incurring additional travel and accommodation costs to do so.   

 
Some events naturally lend themselves to the virtual event platform, while others may be more 
difficult. It is a wonderful alternative to help you stay connected to your clients and prospects in a 

variety of situations. 
 

Setting the Stage  
 

Depending on how experienced you are with Virtual 
Events, and the necessary set-up, you may want to 
schedule a full test-run prior to the live Virtual Event.  If 

this is your first Virtual Event, we highly recommend this.  
Otherwise, if you have done this before, you can follow 
the remainder of the guidance provided in this resource.  

 
First, it is recommended that the host or organizer is 

‘Virtually’ logged on to the Event about 20-30 minutes 
before it starts to ensure there are no technical issues, 
and so that everything can get fully set up.  All panelists 

or guest speakers should be logged on at this time to 
have a full technical roll-call. 
 

It’s a good idea to have someone on your team sign up as a participant so they can experience the 
event just as your clients and prospects would.  This will also alert you to any issues your participants 

may have when logging on. This team member should log on about 10 minutes after the main host & 
organizer haves. 
 

Some virtual platforms have guests wait in the ‘Lobby’, so you can let them in a few minutes before 
the official start time.  In this case, it’s best to have a professional screen (ie. Presentation title slide) 

there to greet them so they know they are in the right place – you don’t want people logging onto a 
blank screen or seeing other items not intended for audience view – refer to Getting Ready below. 
 

If you are the host and presenter, it is recommended you have someone on your team as the technical 
coordinator and moderator for the event to facilitate troubleshooting, record the event (if  
appropriate), and manage chats, questions, or raised hands from the event participants.  

 

Virtual Event Inspiration: 

Virtual Tour of Paris (or any other 
wonderful city) 

Deluxe Virtual Cooking Classes (Food is 
sent ahead for cooking during the class) 

Standard Cooking Classes (ingredient 
and kitchen tool list sent in advance) 

Motivational Speaker & Astronaut, Chris 
Hatfield 
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If, during the technical check you are having issues accessing or logging on, try a few times.  If the 
problem persists, immediately send a cancellation of the original event link, followed directly by the 

new link to all participants. 

 
Getting Ready 

 

• Forward your phone lines and shut your office door to avoid unnecessary interruptions.  

• Close all unnecessary programs on your PC, and/or anything that may reveal private or 

confidential information which does not belong to the clients attending the meeting 
(especially pop-ups from Outlook, Skype, IM, etc.). 

• Have all items you wish to share, open and ready-to-go on-screen during your 

event/meeting (minimized). 

Visual Check 

 

• Set up the screen or window you do want to share – check ‘audience/participant view’ to 
ensure they are seeing what you believe they are. 

• Know how to ‘freeze’ or ‘pause’ the screen to allow you to shift items being viewed 
without looking unprofessional or unorganized to the client (alternately use 2 screens and 
have one as your ‘showing screen’ and the other as your ‘private working screen’).  

• If you are using a PC camera and will be visible by the client at any portion during the 
meeting, check to see your placement on the screen is appropriate (i.e., none of your head 

or face is cut off on the screen). 

• If you are using a PC camera and will be visible, it is also important you are dressed 
professionally – this is especially important and ties directly to your branding. 

 

Audio Check 

 

• Most programs have the option to log into audio via phone or PC – and in many cases the 
phone quality is better.  The PC audio does sometimes allow additional background noise. 

This background noise can be minimized or eliminated through dialing in with a headset.   

• It is important to not have both the PC audio and phone audio on at the same time as it 
may produce an echo and compromise sound quality for everyone listening. 

• Test the sound quality at the beginning of the call and make changes as required – it is 
very distracting to participate in a call where you cannot properly hear the other person.  

• For larger events, ensure as the host or organizer you can ‘mute’ all participants, so you 

do not have unnecessary or unwanted background noise to distract from or ruin your 
event (we have all experienced this, and it does detract from the event significantly).  

• For smaller & more intimate events, you can direct all participants to ‘mute’ themselves 
and ask that they simply ‘unmute’ when they are directly participating by speaking or 
asking a question.  You should do this at the beginning of the event. 
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Show Time – Go Time 

 

• Look the part – dress right, have a professional background & ensure there is good 
lighting.  

• Always start the call on time, warmly greet the audience, introduce the guest speaker, 
and then make sure the participants can see and hear just as well as you can before you 
officially begin. 

• Either you or your moderator can start recording the event. 

o Some programs announce the event is being recorded so everyone is aware and is 
willingly continuing to participate. 

o If there is no automated announcement about the recording, it is important you 
tell the audience the event is going to be recorded.   

o If you are recording the event, be sure to let them know if you will be sending 
them a link afterwards so they can listen to it as a refresher or share it with others 
they believe may benefit. 

• From here, run your event as you normally would – well organized, professional, and 
fully engaging the participants wherever possible.  

• Be respectful of time and end on/or before the scheduled event end time.   

• Be aware of any time constraints that may exist on your virtual platform so you do not 
accidentally get cut off. 
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Inviting Clients to Events 

Client events add value to your client relationships and give you the opportunity to meet prospective 

clients in a non-threatening setting. Once you have decided on your event schedule, you need to tell 

your clients about pending events, and invite them to attend.  

Make a Great First Impression 

People will decide a lot about your event - and your practice - based on the invitation you send. Even 

if your clients choose not to attend a given event, the fact that they have been invited already indicates 

that you provide great service and exclusive perks to your best clients. They will feel part of a 

small, exclusive club. Even if your clients do not all act on the invitation, there is validation just from 

being invited.   

A quality invitation is also important because it creates a perception of the 

type of event you will offer.  If you send out shoddy invitations that look to 

have been hastily prepared, your clients will anticipate that the event will 

be the same way -- and they will not bother to attend, nor will they bring 

friends or family members. If, on the other hand, they receive a 

personalized invitation, carefully laid out, professionally printed on quality 

cardstock of an appealing color, they will know that you tend to put care 

and attention into all you do. They will therefore be predisposed to 

attending the event.  

When someone receives an invitation in the mail, they tend to open it right away, because they know 

that it is something personal and exciting -- something outside the usual everyday bevy of bills and 

marketing mail. Therefore, you should use an invitation-sized card rather than a letter.  It’s best that 

all the addresses are handwritten on the envelopes, and that you use a real postage stamp.  Go the 

extra mile to make your invitation stand out!  

A Word About Email Invitations 

When it comes to high end client appreciation or life-style events, they do not create a positive first 
impression and simply cannot convey the importance of your event.  The invitation will be sitting in 

their inbox with a myriad of other emails and may get forgotten. There is nothing special about an 
email.  

Include a Ticket 

Inside your invitation, include ‘tickets’ for the event, much like you would receive from a sporting event 
with the name, date and place. If you are sending it to a couple, include four tickets. This will let them 

know they are welcome to bring guests to share the event with.  Not only will they have the 
opportunity to bring some close friends or family, it also increases the perceived ‘value’ of the event. 
It is a fantastic, low-key way to be introduced to the family & friends of your absolute best clients.   

More on this tip on the resource called Event Tickets. 
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Invitation Card 

A very simple method of sending an Invitation is to use a beautiful Lavish Card and have a simple insert 
typed up and included with it.  If possible, include a stamp that themes with the event too. 

Gardening Event     Wine-Tasting 

                               

Golf Event       Holiday Event 

                           

Wreath Making      Summer Event 
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Invitation Email  

If you are using email as a means of inviting clients to your events, we recommend they are used for 
educational or online events only.   

You need to be mindful that email invitations may be susceptible to technical 

problems and sometimes never arrive to the intended recipient or end up in their 
spam folder. However, they are essential in the case of online events where 

participants will need to be provided digital links.   

Keep It Short & Sweet 

Be sure the body of the email invitation is easily printed on one-page.  As soon as the invitee sees too 

much text, they will get overwhelmed and likely not even read it. 

If additional detail is required for the event, like a map, instructions on how to prepare, more detail of 

the event itself, or the biography of the guest speaker, be sure to include them as individual 
attachments with the email.   

• Ideally you can have 1 or 2 attachments, but we don’t recommend any more than 3 and only 

if absolutely necessary. 

• All attachments must look professional in terms of formatting and feel.  

Make it FUN! 

Of course, we want you to be consistent with font style, size and branding in your correspondence, but 
this is the best place to use your creative license in terms of making it a little more interesting. 

You may want to incorporate one or more of the following techniques with your Email Invitation: 

• Use larger than normal header fonts to catch attention 

• Use colors that theme with the type of event 

• Use images or graphics to create instant visual attraction 

• Allow for a good amount of white space so it isn’t too crowded 

At the end of the day, ask yourself how you would respond to this event invitation if it landed in your 

inbox? 

Always Send It to Yourself First – Quality Control 

We recommend you ALWAYS send a copy of the invitation to yourself first as a means of ensuring it is 
being received in the format in which it is intended.  It also gives you an opportunity to ensure the 
attachments work properly and look great, along with any links you may have included to register for 

the event.  Last but not least, it is your final opportunity to correct typos, spelling mistakes or anything 
else that might need changing.  
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Invitation Letter 

This letter is for the Preferred Client and Guest 

 

Client Name: 

Client Address: 

Date: 

[Advisor] of [Firm] 
 

Now Presenting Personal Financial Planning Workshops for Clients 
 

Dear [Client]: 
 
I am pleased to announce that we are now offering our preferred clients personal Financial Planning 

Workshops - (name of your Workshop series). 
 
These Workshops are designed to be given in an informal setting for small groups. This allows me to 

focus on the needs of the particular group and ensures that your questions and concerns are addressed 
throughout the Workshop sessions. The material in the (name of your Workshop series) will provide 

you with an excellent introduction to various aspects of financial planning. Each Workshop is followed 
by a personal consultation to determine exactly how this information can be applied in your individual 
situation. 

 
Please contact me at xxx-xxx-xxxx for more information on (name of Workshop series), (and times and 

dates the Workshops will be offered over the next few months.) You will receive an invitation outlining 
the topics to be covered for the various sessions. I would encourage all my preferred clients to attend 
at least one of the Workshops over the next six months. 

 
As you become aware of the various topics being covered in (name of Workshop series) you may think 
of friends, family or associates who could benefit from the information being discussed. Guests are 

welcome to attend. As space is limited to not more than 14 individuals per session, we do request that 
you RSVP for yourself and your guests. 

 

I am confident that this Workshop will greatly benefit you and your family, and I encourage all my 
clients to take advantage of this unique opportunity. 
 

Yours sincerely, 
 
[Advisor] PS. 

*attach your workshop schedule 
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Invitation Tickets 
 

The inclusion of a physical ticket with the invitation immediately conveys a monetary value of being 

invited to the event, which is what we want to achieve.  In addition, it gives your clients something 

tangible to put on their fridge, desk, or mantle that reminds them of the upcoming event, which is also 

great! Finally, when they go to the event, this ticket will have all the details they need to get to the 

right place at the right time. 

Depending on the event and whether you’d like your clients to bring along guests,  

you may want to include extra tickets.  Remember, the primary objective of the 

event is your clients having a terrific time – with or without their guests.  The 

secondary objective is that you may get the opportunity to meet a friend or family 

member that has been brought along as a guest to one of your events.  This person 

could be a potential future client!  

In-House Tickets 

Some advisory teams have individuals on their team who are skilled with using Word.  This can help 

you produce professional and inexpensive ticket templates in-house.  We recommend you use similar 

ticket templates for your events, including the basic information: Event name, Date, Time & Location, 

along with an attractive image or graphic.  Be sure to include RSVP information as well.  We 

recommend these tickets are printed on thick cardstock paper to give the look and feel of an actual 

event ticket. 

The golden rule:  Keep it simple!    

Outsourced Tickets 

Ensure the ’wow-factor’ of your events by contacting a professional 

print shop to produce your event tickets. Many options are available 

locally or online, and for an exceedingly small outlay, you can make 

your event and invitation feel more bespoke and valuable to your best 

clients.  

Even in small batches, high-quality tickets help to elevate an event and 

give it a sense of exclusivity for a cost of pennies per ticket.  Many 

printers offer design templates as well, so you can build your own ticket 

in minutes if you do not have an in-house graphics person. 
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Event Confirmation Call Script 

This phone call is for two and half weeks prior to the Event, for all clients and guests who gave an 
RSVP, or who were unsure the last time you checked. 

 

Hello this is {Client Service Manager}. I’m calling for {client}. 
 

I am just calling as a reminder about the XYZ Event that {Advisor} is hosting on  
{date}.  
 

Will you be able to attend?" Will you have a guest joining you? 
 

Wonderful! 

 
If yes to bringing a guest- We are looking forward to having both of you attend. What is your 

guest’s name?  
 

{Client} do you need driving directions?  

 
Thank you so much! 

 
If Client will not be attending - I’m sorry to hear that.  Hopefully we will see you the next time 
around! 

 

Answering Machine Message: 

For Client who has already RSVP confirmed: 

 
Hello this is {Client Service Manager} for {Client}.  

 
I’m calling as a reminder about the XYZ Event that {Advisor} is hosting on {date} at {location}.  

 
Please call me If you have any questions or need driving directions at {your phone number}.  
 

I look forward to seeing you. 
 

For Client who has not RSVP confirmed: 

 
"Hello this is {Client Service Manager} for {Client}. I’m calling as a reminder about the XYZ Event 

that {Advisor} is hosting on {date} at {location}.  
 
Please call me at {your phone number} to confirm if you will be attending the event, also if you 

will be bringing a guest. I hope to see you there!" 
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