
The three Cs approach
We call our approach the “three Cs” because it’s designed 
to help you collect information, capture it in an easily 
accessible place, then capitalize on what you’ve learned, 
to connect with your key audiences. You can use our three 
Cs approach to help gain a better understanding of how 
you can deepen client engagement, increase referrals, 
and build stronger relationships.

One: Collect
It’s important to gather a variety of information about 
your clients, prospects, and COIs. This means asking basic 
business questions about financial goals, risk tolerance, 
and investment preference, then moving beyond 
them, to identify key areas that are important in their 
personal lives.

Too often, advisors assume they already know everything 
about a client, especially if they’ve been working with that 
client for a long time. In every interaction, however, it’s 
important to put those assumptions aside and try to dig 
deeper, so you can get to the root of each answer.

In essence, you need to remain constantly curious about 
the people you serve, and to care about the things they 
care deeply about. And, even if you’ve known a client 
for a long time, try to find new areas of interest and new 
questions to ask that may help open additional doors 
of opportunity. You should also extend your interest 
to members of a client’s family, including children and 
grandchildren. Not only will this approach help illustrate 
your attentiveness, but it may also help you establish 
relationships with your next generation of clients.

Once you’ve recorded your clients’ basic financial 
information, consider collecting the following 
information in your firm’s client relationship  
management (CRM) system:

• What are they passionate about?

• What are their fears?

• Where did they go to school, and how did they select
that school? Where do/did members of their family
go to school?

• What are their hobbies, and if they have children, what
are their children’s hobbies?

• What are their priorities for their children, outside of
financial stability? What values do they want to pass on
to their children?

• What are the names and birthdays of every member
of their immediate family?

• Do they own or rent their primary residence, and do they
own or rent a second home?

• What are their philanthropic and volunteer interests
or goals?

• What are their favorite foods, flowers, and vacation
destinations?

• Do they have any political interests or affiliations?

• What is their preferred communication style, including
texting, email, postal delivery, or calls to their office
or home?

• Have they had any past experience with financial
advisors, and if so, was the experience good or bad?

• What third parties do they use to help them with their
financial plan (e.g., CPAs, attorneys, insurance brokers)?

• What kind of music do they like?

• Do they have any favorite television shows
or performers?

• Do they have any pets, and what are the pets’ birthdays?

The three Cs to deepening 
client engagement
Knowing your clients, prospects, and center of influence (COI) referrals well is an important step in managing 
your business. But the strategy you use to act on your knowledge of your key audiences is even more critical. 
That is why Fidelity has introduced a client engagement approach that you can use to help refine and refocus 
your efforts on the three key action steps we believe are essential to driving deeper engagement.



Two: Capture
Many times, an advisor’s CRM system contains only basic 
information, including names, addresses, and possibly 
portfolio objectives. It rarely includes specific information 
about the client’s personal life and goals. Even if an 
advisor knows his or her client intimately, the advisor 
doesn’t necessarily transfer that knowledge to a CRM 
system or other tool.

However, when clients call, it’s critical that they feel 
“known” by everyone they interact with throughout your 
firm. If you record what you learn, and share it with others 
on your team, any member of your organization with 
access to your CRM system can assist your clients and 
make them feel comfortable.

In addition, as you compile information about a client’s 
interests, you may begin to see themes. Today, many 
companies gather information on what we buy, when we 
buy it, and what form of payment we use. They’re building 
a database of our interests in order to better serve us. 
From a relationship perspective, financial advisors should 
consider taking the same approach. So don’t just ask—be 
sure to capture too.

Three: Capitalize
Once you’ve collected and captured information about 
your clients and prospects, you need to put it to work 
for your practice. This is because information by itself 
is meaningless; it will lead to engagement only if you 
capitalize on it. Let’s look at an example.

You collect the information: One of your COIs has a 
child who chose Dartmouth over Harvard. After digging 
deeper, you learn the family always vacationed in New 
Hampshire, so the state holds particular meaning 
for the child, and that factored into the decision to 
attend Dartmouth.

You capture the information: By capturing the family’s 
personal interests along with the college selection 
information in your CRM system, you can use this 
knowledge to show your client that you listened and care 
about him or her.

You capitalize on the information: For the start of the 
new school year, you research and recommend a few 
nearby shops and restaurants in the area. You also send 
your client a gift certificate to a bed and breakfast near 
the campus, with a note wishing the family well as they 
embark on a new adventure in an extra-special place.

Once you have gathered your information, there are 
several ways you can use that knowledge to show your 
client you paid attention and you’re thinking of him or her. 
Here are some ideas:

• Find books, articles, or gifts that are personalized to
your client’s interests.

• Connect your client with people who share
mutual interests.

• Send a handwritten follow-up note that acknowledges
you heard the client and remember what he or she
told you.

For example, say a prospect told you about a particular 
charity that interests him or her. The next day, you read 
in the paper that this charity just received a large gift from 
an estate. You could write the prospect a note saying that 
you saw the news and hope the gift helps the charity.

On a broader note, it’s important to identify themes 
in your pool of clients and prospects. For example:

• Do your clients share hobbies, interests, and
backgrounds, outside working with your practice?

• Are there consistencies in the types of things they
care about?

• Are there similarities in professional background,
charitable endeavors, hobbies, family type, academic
backgrounds, stage of life, or travel interests?

Use this information to plan events like seminars, 
workshops, dinners, and sports outings for like-minded 
clients and prospects. You can also use these themes 
to inform topic areas for educational forums, newsletter 
articles, or content for your website.

Put our three Cs to work for your business.
You’ve heard the adage “knowledge is power.” Fidelity’s 
three Cs take this approach a step further, emphasizing 
the fact that your knowledge is only powerful when 
you put it to work to help strengthen relationships. By 
collecting more valuable information, capturing it in a 
useful way in the CRM system, and capitalizing on that 
information in a meaningful way, you can deepen client 
engagement and help grow your business.



For more information on the three Cs to deepening client engagement, 
please contact your Relationship Manager or home office.
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To help you get started using the three Cs approach, below is some sample information you may want to consider 
collecting from your clients. 

FAMILY INFORMATION • Children/grandchildren names and birthdays
• Pet names and birthdays
• Trustees
• Siblings, if important to the relationship

OCCUPATION INFORMATION • Employment status (e.g., retired, self-employed)
• Annual income
• Employer
• Industry
• Whether they are a business owner
• What they enjoy about their occupation
• When they started their current job

COMMUNITY INFORMATION • Place(s) they worship
• Causes/nonprofits they are passionate about
• Alma mater
• Boards they are on

RECREATION INFORMATION • Hobbies
• What they do to relieve stress
• What they enjoy doing in their free time 
• Favorite sports teams
• Musical interests (e.g., bands, music type)
• Sports their children/grandchildren play
• Travel interests

OTHER • Trusted third parties (e.g., CPAs, attorneys)
• Trustees
• Health care power of attorney
• Investible assets
• Property information (e.g., second homes, rental properties)


