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Executive Summary

There's a story the advisory world has been telling itself for decades: the best clients
come from referrals, and the bigger the client, the more critical the introduction.

Grow the relationship, earn the referral, rinse and repeat. It's an intuitive system, but
at the highest wealth levels, data shows it's also increasingly untrue.

The issue is that referrals no longer do the whole job. Today’s high-net-worth
investors aren’t simply accepting a name from someone they trust. They're validating
that name across websites, search, social media, YouTube, Al tools, reviews, and
content before they ever reach out.

Referrals may create awareness, but digital presence creates validation, and
demonstrated understanding is what converts interest into trust.

In early 2026, Ficomm Partners partnered with Absolute Engagement to survey
1,000 high-net-worth investors who currently work with a financial advisor. The
sample was structured around investable asset quotas, with strong representation of

investors holding $5 million or more. The result is the clearest picture we've seen of
how high-net-worth investors find, evaluate, and choose their advisors.
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If your firm relies primarily
on referrals for growth,
you're building on a
foundation that shrinks
with every generational
shift. And if you're

competing on service

without translating that

depth of understanding
into how you show up
and communicate, you're

losing to firms that do.

That’s the new growth
equation.
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What 1,000 HNW Investors
Reveal About the Modern
Advisor Search

— Half of the wealthiest investors found their advisor without a referral

Among investors with $5 million or more in investable assets, 50% reported that no referral
was involved in finding their current advisor. Only 31% relied on a referral alone. The wealthiest
investors behave more like the youngest investors: they research, validate, and use multiple
channels before making a decision.

— The next generation of ideal clients will not come from referrals alone

Among investors under 45, 59% found their advisor with no referral involved at all. Only 8%
used a referral exclusively. These investors used four or more touchpoints to evaluate and
select their advisor, compared to just one for many investors over 65. This generation will
carry their preferences forward as they accumulate wealth.

= More touchpoints create stronger clients who refer more

According to Absolute Engagement’s client engagement research, investors who used
multiple channels to find their advisor are more likely to provide referrals themselves. Digital
engagement and referral activity are not competing strategies; they're complementary. Firms
that show up across multiple channels are building the kind of engaged relationships that
drive referrals organically.

-+ Alis already part of the advisor selection process

Nearly 9% of all respondents reported using an Al-driven tool such as ChatGPT, Google
Gemini, or Claude to help find their advisor. Among investors under 45, that number jumps to
25%. Among those with $5 million or more, it's 15%.

= You're in a service war, but you're using the wrong weapon

Advisory firm leaders consistently say they compete on service: “We really do more for our
clients than anyone else.” The data confirms that service matters, but it reveals that how

you communicate during the prospecting process matters more than most firms realize.
When asked what was most important in the process of connecting with their advisor before
hiring them, 73.8% of investors rated “they demonstrated that they understood my specific
needs” as very important. That ranked above staying in touch, sharing relevant content, and
helping think about future goals. Demonstrating your understanding earlier and through every
touchpoint a prospect encounters is the advantage.
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Research Methodology

This research was conducted by Absolute Engagement on behalf of Ficomm Partners in
early 2026. Ficomm retains full brand ownership and creative control of all findings.

(Key Methodology Points>

- 1,000 respondents participated, providing a margin of error of
approximately 3.1%.

—> Data was collected over a two-week window in late February and early
March 2026.

- Allrespondents currently work with a financial advisor.

-+ Al respondents either make or meaningfully contribute to financial
decision-making in their household.

—> The sample was structured around investable asset quotas (not income),
ensuring robust representation across wealth levels from $500,000 to
$5 million and above.

— The research used multi-select methodology for advisor discovery
questions, capturing all touchpoints in the buyer journey rather than
forcing a single-answer attribution.

CA Clearer View of the HNW Buyer Journey>

Most research on how consumers find financial advisors relies on general population
samples, with results cut by household income. Those studies are useful for
understanding broad trends, but they leave a critical question unanswered: do high-
net-worth investors behave differently from everyone else?

This study was designed to answer that directly. We surveyed only investors who
currently work with an advisor and structured the sample around investable asset
quotas rather than income. The findings reflect how the high-net-worth segment
behaves in the real world. The data isn’t extrapolated. It comes directly from the people
your firm is trying to reach.
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How High-Net-Worth
Investors Find Their Advisors

In the advisory business, referrals are the default answer to almost every growth
question. Ask a firm leader where their best clients come from, and the word “referrals”
usually arrives before the question is even finished.

And that answer is still partly true: Referrals remain the most commonly cited way
people find an advisor. But in 2026, the myth has outgrown the reality.

The data shows that referrals are rarely the only influence in the decision, and their
dominance is fading rapidly across the demographics most important to future
advisory growth. That includes high-net-worth clients, who are often assumed to be
the most referral-driven, but whose behavior tells a more complicated story.

The Buyer Journey Is Already Multi-Channel

Across 1,000 respondents:

SN

Were referred by a friend,
family member, or colleague 42 °9

Were referred by a professional o
advisor (accountant, attorney) ]7.8 .

Visited their website ]6.] Yo

I

Searched Google 3.] %

©
o))
5

Saw them on social media

Seached YouTube

O
)|
32

@ Personal referral
@ Digital Channel

55

Used an Al-driven tool 8 7
(ChatGPT, Gemini, Claude) .
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Referrals Are Part of the Path, Not the Whole Path

When we analyze the full sample of responses through the lens of referral
involvement, the picture sharpens:

0
45
had no referral 4‘1 %
involved at all
used a referral

exclusively

(no other method)

157

used a referral plus at
least one other method

For nearly half of all high-net-worth investors, the path to their current advisor didn't
involve a referral at any point. And among those who were referred, 15% still used at least
one other channel to validate that recommendation.
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The Wealth Reality:
HNW Investors Are Doing Their Own Homework

In every conference room and strategy conversation where we've previewed this
research, the same objection has surfaced: “But our clients are different. High-net-worth
investors only come from referrals.”

The data says otherwise.

Total $500K

Investable Assets to $999K

Referral only 4] % 44 % 3]%
e 57%  56%  507%
wes A% Q4% 50%

Among investors with $5 million or more in investable assets:

507 Only 31%

found their advisor with no used a referral exclusively
referral involved

The wealthiest investors are the least reliant on referrals of any wealth segment
we surveyed. As Julie Littlechild, Founder and CEO at Absolute Engagement,
observed during the research review: “The wealthiest clients actually are less
reliant on referrals. It's almost like they are acting more like the younger client.”
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This doesn’'t mean the
wealthiest investors are
less relationship-driven.
They are more
diligence-driven.

At higher wealth levels,
the stakes are larger, the
needs are more complex,
and the decision feels
less like choosing a
service provider and more
like hiring a strategic
partner. These investors
may still value trusted
introductions, but they're
not outsourcing the entire
decision to someone else’s
recommendation.
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Just as younger investors do, high-net-worth investors are engaging in more
independent research, using more channels to validate their decisions, and relying
less on any single recommendation.

If your firm serves the HNW segment, this is the finding worth circling. The path
your best future clients take to find you is changing. And every marketing decision
that assumes otherwise is widening the distance between your firm and the people
you're trying to reach.

The Age Factor:

How Younger Investors Are Rewriting the Growth Model
The wealth data becomes even more compelling when you add a generational

lens. The investors who will hold $5M+ in the next decade are already behaving

very differently from today’s retirees; and the age data below, drawn from the full
respondent pool, shows just how stark that shift is.

Under 45

0
Referral only 8 %)

45 to 64 65+

42% 56
e 40% 56%  63%
wve  5Q%  A5%  38%

Table: All respondents by age group, regardless of investable asset level.

Referral was

Only 87

found their advisor
through a referral alone

6/10

found their advisor with
no referral involved at all

Among

investors
under 45

These are the investors who will inherit, earn, and accumulate the wealth your
firm is competing for over the next 20 years. They're the ideal clients of the
future, and they're already behaving like the wealthiest segment of today.
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What Under-45s
Are Actually Doing

Investors under 45 don't just use more digital channels when searching for an advisor.
They also report significantly more touchpoints overall. Their top methods:

Searched Google 34.4 o
33.6%

Were referred by a friend/ 29%
family (but rarely alone)

Visited their website

Saw them on social media 28.6 %

Used an Al-driven tool 25.3 %

Seached YouTube 24. 5%

The pattern is worth sitting with. Younger investors are actively searching
(Google, YouTube, Al tools), being drawn in by content (social media, articles,
ads), and taking independent action (downloading reports, using calculators,
attending webinars).

They're researching like it’s a hiring decision, because to them, it is. They search,
compare, watch, read, ask Al tools, and look for signals that a firm understands
people like them. That behavior will become the default expectation for the next
generation of HNW clients.
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The Multi-Channel Advantage:
Why Showing Up in More
Places Builds Trust

By now, the pattern is hard to ignore: investors are using multiple channels to find and
evaluate advisors, and the younger or wealthier they are, the more channels they use.
But the implications go further than most firms realize.

This isn't just a visibility play—investors who engage across multiple channels also
become better clients.

( How Many Touchpoints Does It Take? )

When asked how many different methods they used to find their advisor:

65%  18% 49

of investors over of the overall Among under-45s, the
65 selected only sample used 4 or pattern inverts

one method more methods nearly half reported using
(usually a referral) 4 or more methods

Your Digital Presence Is Part of Your Referral System

The instinct is to treat digital marketing and referrals as separate strategies, or worse,
as competing budget lines. The data suggests they are neither.

In our research, 15% of investors who received a referral still validated that
recommendation through at least one additional channel before reaching out. Among
investors under 45, most used four or more touchpoints to evaluate an advisor. The
referral opened the door; the digital presence gave them confidence to walk through it.

Absolute Engagement’s client engagement research reveals why this matters for
growth: clients who were referred and validated that referral through at least one other
touchpoint are the most likely to refer others themselves. Digital engagement does not
replace referrals; it supercharges them.

e "
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. ] (The Digital Channels Doing the Heavy Lifting)
]

Across all methods respondents used to find their advisor, 64% of the effective
touchpoints were digital. The top digital channels:

Website Visits Youtube

16.1% 9.5% B
33.6% 24.5% N

Google Search Al-Driven Tools

13.1%. S 8.7% BN
34.4 25.3% I

Social Media Online Reviews

9.6 B 7.9% I8
28.6 I 19.5% N

@ Overall @ Forunder-45

The firms growing fastest are investing in both referrals and digital marketing,
and the data shows that each strategy strengthens the other. A multi-channel
approach is no longer a nice-to-have. For firms targeting high-net-worth clients,
it's a baseline requirement for sustainable growth.

e '
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And the proof is in the behavior of the clients themselves. According to Absolute
Engagement’s referral activity research, cross-referenced with Ficomm's survey
data, the number of touchpoints used to find an advisor is directly connected to
the likelihood of referring. Among investors who used four or more touchpoints
to find their advisor, 85% provided a referral in the last 12 months. Among those
who used only one method, that number drops to 29%. Multi-channel discovery
doesn't just bring in better-informed prospects. It produces better-referring
clients on the other side

857 297

of investors who used of investors who used only
4 or more touchpoints to one method provided a
find their advisor provided a referral in the last 12 months

referral in the last 12 months

“This reflects a pattern we've seen consistently in our work. Clients are often
willing to refer, but that intent doesn’t always translate into action. What's
compelling here is that investors who engage across multiple touchpoints and
validate their decision are more likely to refer others to their advisor. It shows

that how clients find you is closely connected to how they advocate for you.”

Julie Littlechild, Founder and CEO of Absolute Engagement

e "
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Absolute Engagement

on the Referral Gap:
Why Satisfaction Alone

Doesn’t Drive Growth

Julie Littlechild, Founder and CEO of Absolute Engagement

We've been talking about referral growth in this industry for as long as | can remember.

| see the frustration with advisors who know that clients are satisfied and happy to refer,
but don't take action. The reality is that many advisors are clinging to a set of core beliefs,
or assumptions, that are limiting their potential to grow.

So let’s get real about what you've been taught and the reality we see in the data
Absolute Engagement captures from high-net-worth clients every year.

The data tells a different story than the one most firms are operating from.
These five myths are where the gap begins.
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they will refer.
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You’ve been told that if you deliver a great
experience and your clients are satisfied,

The response. You respond by focusing your efforts on delivering better service.

The facts. The reality is that satisfaction is a necessary, but not a sufficient,
condition of referrals. Put another way, willingness does not equal intent. Most
satisfied clients do not refer; the same is true for “Promoters” (using the Net

Promoter Score).

967

of clients are somewhat
or very satisfied, yet only

46

have provided a referral
in the last 12 months

437

of promoters provided a
referral in the last 12 months

25%

for passives and eight
percent for detractors

The opportunity. While there is a natural level of referrals that happen simply
because you deliver a great experience, tapping into the bigger opportunity
demands that you intentionally facilitate the process.

14
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MYTH #2
You've been told that you need to generate
more referrals.

The response. You respond by focusing your efforts on getting more referrals from
existing clients.

The facts. There is a clear and persistent referral gap between the percentage of
clients who are satisfied, those who are willing to refer and those who do.

(y of clients say they have provided a referral,
46 O but advisors report receiving referrals from
only 4 to 5% of their clients.

The referral gap exists because most referrals don't become introductions.

The opportunity. The real opportunity is to identify clients who believe they have
made a referral and translate those into introductions.

MYTH #3

You’ve been told that clients will refer if they

are asked, building on a tacit assumption
that they refer to do you a favor.

The response. You respond by trying to find a comfortable way to make the request.

The facts. The reality is that a minority of clients refer because they were asked and
most do so because they were asked by a friend or family member.

their advisor asked them for a referral.

20 % of clients who referred said it was because

The opportunity. The real opportunity is to help clients understand the problems you

solve so they can spot a referral opportunity.

15
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Referrals alone are the primary
driver of growth.

The response. You respond by focusing on referrals in isolation.

The facts. As the data in this report highlights, referrals alone are not the primary
driver, but they are a significant driver along with other digital marketing efforts.

This is even more pronounced among younger clients.

The opportunity. The real opportunity is to support referrals with a strong digital
presence and communications plan that reinforces the value you provide.

Take Action

So how do you bridge the referral gap? There are a few
strategies that | suggest to all of our Engagement Engine clients.

®

Start with the
right data.

On an annual client feedback
survey, ask if clients have
referred. This one question
will tell you which clients
provided a referral that didn't
become an introduction.
Bridging the gap is simple
from there. Acknowledge
and thank them for the
referral, let them know you
hadn’t met anyone and invite
them to share how they
thought you could help.

@

Help clients spot a referral
opportunity

Most referral opportunities
start with friends or family
members sharing a problem
or concern. We know that
people want to help the
people they care about solve
their problems. But we also
know that the problem they
share is not likely to be the
need for a financial advisor.
Share stories about the
problems you solve so clients
think of you in the moment.

®

Create shareable
content.

Share content that reflects
the aspirations, challenges,
and concerns of your clients.
Provide content that clients
actually want to share
(think creating financially
independent children,
reducing stress, or bucket
list vacation ideas), help
them understand why you
are sharing the content and
make it obvious who else
would find it of interest.

16
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Al Discovery
Is Already Happening

Two years ago, this section wouldn’t exist. Today, 8.7% of high-net-worth
investors in our study reported using an Al tool like ChatGPT, Gemini, or Claude
to help find their financial advisor.

Al as an of all respondents used an Al-driven tool to
Accelerator

find their current advisor

Investors using ChatGPT,
Gemini, or Claude are 25 3 A
()
doing what modern °
buyers already do: looking
for a shortcut to credible of investors with $5M+ used Al
options, useful context,
and confidence before

they engage.
[
15%

of investors under 45 used Al

These numbers may seem modest in isolation. But consider the context:
mainstream adoption of tools like ChatGPT is barely two years old.

The fact that nearly 1in 10 high-net-worth investors has already used Al in their
advisor search is remarkable. Among the youngest segments and wealthiest
segments, adoption is significantly higher.

Every quarter, these tools get faster, smarter, and more embedded in how
people make decisions. This number only moves in one direction.
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(Al Readiness Is Really Brand Readiness>

The instinct is to treat a new problem with a new vendor, in this case, one who
specializes in Al or LLM optimization.

But this isn't a new problem. When an investor asks ChatGPT, Gemini, or Claude to
recommend a financial advisor, the Al doesn’t consult a proprietary database. It draws
from the same sources any prospective client would use (your website, content, social
media presence, reviews, YouTube videos, podcasts, and media mentions). If those
inputs are thin, outdated, or strategically incoherent, your firm will not surface in the
Al's recommendations. If those inputs are rich, strategic, and consistent, you will.

Al readiness is the same work that makes your firm discoverable to every
prospective client, whether they're using Al or not:

A strong website with clear, specific content about who you serve and how
A consistent brand voice across channels

Published thought leadership that demonstrates expertise

Client testimonials and reviews

A social presence that reflects your firm’s values and point of view

¥+ ¥+ ¥+

Integrated SEO strategy that makes all of it discoverable

Al discovery does add a layer. Content hierarchies, structured formats, business
listings, review profiles, and earned media placements all influence how Al tools
evaluate and surface advisory firms. The firms that show up in Al recommendations
are executing their marketing in ways that Al tools can read, interpret, and recommend
with confidence.

Ficomm has been building strategic digital presences for advisory firms for over

a decade. That work has always driven sustainable growth, and it remains the
foundation. What's changing is that we're also developing Al fluency, so we can lead
from the front as these tools reshape how investors find and evaluate advisors.

18
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What Converts Validation
Into Trust?

Finding an advisor and choosing an advisor are two different decisions.
The data in the previous sections tells us how investors discover advisory firms.
This section reveals what actually tips the scales.

We asked investors to rate the importance of four factors in the process of
connecting with their advisor before they started working together.

What Mattered Most ‘ % Rating “Very Important”

Factor All Investors Under 45 65+ +5M+

They demonstrated

w73 8y 6760 79.4% 75

my specific needs

They helped me think

woummestiond  67.8% 68.9% 7120 70.7

goals for the future

They stayed in touch

CETEY 62.6x 63.9% 65.5% 65.7%

They shared content

or tools that were 53.2% 58.1% 54.0% 54.3%

relevant for me

19


https://ficommpartners.com/

The New Growth Equation

ficommpartners.com

The Differentiator Hiding
Inside Every Advisor Pitch

Of the four factors investors rated, one stood out clearly: whether the advisor
demonstrated that they understood the investor’s specific needs.

Ask any advisor if they understand their clients’ needs, and every single one will
say yes. Ask any firm leader if their team delivers a deeply personalized experience,
and the "yes” responses will echo in unison. The industry is saturated with claims of
superior service, deep relationships, and personal attention. Every pitch deck leads
with it, and it's the closest thing this business has to a universal promise.

And yet, 73.8% of investors rated “they demonstrated they understood my specific
needs” as the single most important factor in their decision to hire their advisor. It
ranked above staying in touch regularly, sharing relevant content, and helping think
about future goals.

This is the clearest signal in the research about what actually converts a prospect into

a client.

Investors who chose their advisor did so because, somewhere in the process,
that advisor made them feel understood.

Most advisory firms deliver exceptional service once the relationship begins. The
implication is that demonstrating that understanding has to start much earlier, in
branding, marketing, and prospecting, long before the first meeting. Prospects are
looking for evidence that your firm understands their specific needs, so they don't
have to explain everything from scratch.

20
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Why Messaging, Marketing, and Growth
Have to Work Together

“We understand our clients” is the easiest thing in the world to say. It's one of

the hardest things in the world to prove at scale, across every touchpoint, to every
prospective client, in a way that's specific enough to feel real and consistent enough
to build trust.

Demonstrating understanding cannot be outsourced to a content calendar or bolted
on to a website refresh. It requires:

—> A crystal-clear definition of your ideal client and their specific challenges,
language, and life moments

A messaging framework that speaks to those specifics with precision and
without jargon

Content that reflects real depth rather than generic financial planning platitudes

Consistent execution across every channel your ideal client uses to evaluate you

v+ + o+

Ongoing reinforcement as your ideal client evolves, the market shifts, and your
firm grows

This is an operating model that requires constant focus, strategic thinking, and
ongoing realignment. It cannot be finished; it can only be maintained
and sharpened.

| ,
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Where Advisory Firms Mistake
Delivery for Differentiation

Most advisory firms compete on service, and most of them are right to be proud
of what they deliver. The problem is that service, as this industry defines it, gets
measured after the relationship begins. Service keeps clients. It’s not what wins them.

What wins them is something that happens much earlier: the feeling a prospect gets,
before the first meeting even happens, that this firm already understands who they
are and what they need.

That feeling is manufactured through strategic marketing that demonstrates
understanding before it promises anything. Building that feeling at scale, across every
touchpoint, in a way that'’s specific enough to resonate and consistent enough to
build trust, is genuinely difficult work. It requires a clear definition of who you serve,

a messaging framework that speaks their language, content with real depth behind

it, and the discipline to execute all of it across every channel your ideal client uses to
evaluate you.

Firms that are serious about winning the service war invest in the infrastructure
that proves, before a prospect ever picks up the phone, that they already
understand who's on the other end.
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STEP1

Stop treating
referrals and
digital marketing
as competing
budget lines.

B

STEP 2

Build your
marketing
strategy around
demonstrating
understanding.
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Five Moves for Firms
Ready to Grow Differently

The equation for organic growth has changed. Referrals are still valuable, but
they're no longer sufficient as a primary growth strategy, even at the highest
wealth levels.

For firms ready to adapt, here are five actions that align your marketing to how
high-net-worth investors are making decisions right now.

A referral should not be the end of the journey, but the beginning of a well-
supported validation path.

Practically, this means your referral strategy and your digital strategy should be
designed together. When a client refers someone to your firm, does that person
land on a website that reinforces the referral? Can they find your content, your
social presence, your YouTube channel? Can they validate the recommendation
through multiple channels before they ever reach out? If not, you're leaving
referrals on the table.

Seventy-three percent of investors said the most important factor in choosing
their advisor was that the advisor demonstrated an understanding of their specific
needs.

This means your content strategy, website copy, social media presence, and
initial conversations should all be oriented around proving that you know exactly
who your ideal client is and what keeps them up at night. Speak to specific life
situations and demonstrate through every touchpoint that you understand this
client, not all clients.

And this isn't a campaign you run once. It's a commitment that shapes everything
you publish, every quarter, for as long as you want to keep growing.

23
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STEP 3

Invest in a
multi-channel
digital presence.

STEP 4

Help clients refer
you in a way
prospects can
validate.

STEP 5

Prepare for
Al-driven
advisor
discovery.
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Investors under 45 use four or more touchpoints to evaluate an advisor. Even
among the wealthiest investors ($5M+), the pattern holds: more diversity in
channels, more independent research, less reliance on any single source.

Your website is necessary but not sufficient. You also need to be discoverable
through Google search, visible on social media, present on YouTube, and
increasingly, surfaceable through Al-powered tools. Each channel serves a
different purpose in the buyer journey. Some create awareness, some build
credibility, some demonstrate understanding, and some drive the final decision.

Forty-six percent of clients say they have provided a referral to their financial
advisor in the last 12 months. But most advisory firms report receiving referrals
from only 4-5% of their client base. That gap represents an enormous, untapped
growth opportunity.

The research suggests that clients are willing to refer, but they need help doing it
well. Many don’t know who the firm is looking for, how to make an introduction, or
what happens after they refer someone.

Sometimes closing this gap starts with a single conversation: “Who do you know
who's going through something similar?” Pair that with a digital presence that lets
the referred prospect do their own research before reaching out, and you have the
new growth equation working in your favor.

One in four investors under 45 used Al to help find their advisor. Among the
$5M+ segment, 15% did. These numbers will only grow.

The instinct is to hire a vendor focused on LLM optimization or add an "Al
consultant” to your marketing stack, but that treats Al readiness as a separate
problem, and it isn’t one. Al tools surface firms with strong, strategic digital
presences. The same work that attracts ideal clients through Google, social,

and content is the work that Al tools will reward. Invest in integrated strategic
marketing that makes your firm worth recommending, and the Al piece takes care
of itself.

24
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The growth playbook most firms are still running was built for a version
of the advisory business where referrals did most of the heavy lifting,
service was assumed to be the differentiator, and showing up online was
optional for firms at the high end.

That version of the market is already behind us.

Today’'s HNW investors are still listening to trusted people, but they're
also searching, comparing, watching, reading, asking Al tools, and looking
for proof that a firm understands their specific needs.

The gap between how investors truly behave and how firms market to
them is where the growth opportunity lives, and the firms that close that
gap first will compound the advantage for years.
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Where does your firm stand?

See how your marketing strategy aligns
with how high-net-worth investors find
and validate advisors today.

Click here to take the

Growth Readiness Assessment

About Ficomm Partners

Ficomm Partners is a growth marketing and consulting firm exclusively serving large and
enterprise RIA firms. We combine strategic consulting, execution, and coaching to help advisory
firms build marketing systems designed to drive sustainable, measurable organic growth.
Trusted by more than 250 advisory firms, we bring something most marketing partners in

this space can't: proprietary research, a genuine point of view on how growth works, and the
execution muscle to turn both into results.

Ready to talk? - (iaetitecday

ficommpartners.com
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