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Research & Discovery - Understanding Before Strategizing

From Guesswork to Grounded Strategy

Today's investors are sharp, data-driven, and trained to spot copycat positioning a mile away. They expect
managers to demonstrate not just performance, but relevance and understanding. That kind of credibility
doesn't come from guesswork—it comes from knowing the market you're in, the competitors you're up against,
and the psychology of the investors you're trying to reach.

Over time, we have found that most fund managers fit into one of the following four groups when it comes to
research and discovery.

e Group 1digs deep. They track market flows, know their competitors inside and out, and understand
where they have a legitimate edge. Their strategy is rooted in evidence, and it shows.

e Group 2 does some research, but it's surface-level—basic market stats, competitor websites, a
couple of industry reports. It's better than nothing, but it rarely uncovers anything truly differentiating.

e Group 3 skips research altogether and leans on gut instinct, old relationships, or recycled language
they've seen work elsewhere.

o And Group 4? They just wing it—copying competitor decks, guessing what investors care about, and

hoping performance numbers will carry the day.

If you're in Group 1, you're already doing the hard work that sets you apart. But if you see yourself in Groups 2, 3,
or 4, this is where we amplify the impact of your marketing.

Research & Discovery is where everything else anchors. With solid research, your marketing approach,
engagement strategy, investor targeting, collateral, outreach sequences, and stage-specific interactions all
build on true insights instead of hope. It identifies where the market is moving, how your competitors are
positioning, and how your authentic strengths translate into investor trust. Without it, you're just another
manager hoping your story sticks. With it, you're building a strategy grounded in reality, designed for resonance,
and impossible to replicate.

The Research Problem

e Copycat Positioning — Managers default to the same language everyone else uses: "innovative
strategies," "conservative risk management," or "superior returns." None of it creates trust or
differentiation.

o Surface-Level Analysis — Too often research stops at demographics or AUM tiers, without addressing
how investors think, decide, and adopt. It's data without insight.

e Disconnected Strategy — Firms look at their own strengths in isolation, without mapping them against
competitor claims or investor psychology. The result: a pitch deck that's technically solid but
emotionally uncompelling.
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When this happens, trust is lost before it has a chance to form. If positioning isn't grounded in market reality and
investor behavior, prospects tune out immediately—not because they don't like you, but because they don't
understand why you're different.

How We Run Research & Discovery

Our Strategic Discovery Framework

We approach every engagement with the same four-part lens. Together, these dimensions give us—and you—a
complete, grounded view of the market and the people in it.

1. Market Research

We track investor trends, capital flows, and sentiment shifts. We spot the emerging themes that drive allocation
decisions. We identify gaps where demand is strong but competitors fall short—and where you can credibly
own white space.

What we look at in practice: Where is capital moving in your segment? What are allocators worried about right
now? Which emerging opportunities are crowded, and which are overlooked? What do winning managers in
your space have in common—and what do the losers miss?

2, Competitive Analysis

We examine how your competitors position themselves—their purpose, people, process, and target investors.
We break down their messaging, branding, and engagement tactics. We pinpoint where they're strong, where
they're weak, and where white space exists for you to credibly occupy.

What we look at in practice: What language do your top five competitors use? How do they describe their edge?
Who do they target, and how do they reach them? Where do their narratives overlap—and where can you own a
different lane?

3. Manager Assessment

We map your strengths, weaknesses, opportunities, and risks against the market landscape. We translate
credentials and track record into investor-relevant advantages. We identify what's authentic and defensible—
advantages others can't easily claim or copy.

What we look at in practice: What is legitimately true about your firm that isn't true about your competitors?
Which strengths resonate with allocators—and which do allocators not care about? What can you claim that
won't get challenged in an investment committee?

4. Behavioral Finance Layer
We understand how your target investors make decisions. We identify the biases and triggers that shape trust
and engagement:

o Loss Aversion - Investors need to see how you protect downside before they care about upside. We
design early-stage outreach to address this first.

e Confirmation Bias — Credibility comes from acknowledging alternatives, not ignoring them. We build
your narrative to show you've considered and rejected other approaches.
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e Social Proof — Validation from peers and credible sources builds confidence. We identify which
validators matter most to your target investors.

e Authority Bias - Demonstrated expertise matters more than claimed expertise. We position your team's
credentials and track record to work with this bias, not against it.

What this means in practice: Your positioning and sequencing align with how allocators think and decide.
You're not fighting investor psychology; you're working with it.

What You Get From Our Research & Discovery

e Market landscape report with trend analysis and capital-flow shifts specific to your segment.
o Competitive positioning matrix that highlights competitor vulnerabilities and white-space opportunities.
e Manager assessment mapped directly against what allocators prioritize.

e Investor behavior profiles showing decision-making patterns, trust triggers, and adoption timelines for
your key target segments.

e Trustsequence assessment of current market approaches—where competitors are winning, where
they're vulnerable.

e Strategic positioning recommendations tied to market gaps and your authentic, defensible strengths.

What This Changes For You

Clarity on Where You Can Win - You know the allocation fights worth taking on, and the ones that are
crowded or misaligned with your edge. You stop competing on the same terms everyone else does.

Authentic Differentiation — Your positioning lands because it's rooted in market reality and investor behavior,
not guesswork. Allocators see the fit quickly and feel confident championing you internally.

Investor Psychology Intelligence - Your messaging and timing work with how allocators think. Your collateral,
sequences, and outreach feel relevant because they address what drives decisions.

Competitive Edge - You anticipate competitor narratives and counter them with precision. You know their
weak spots and your white space.

Foundation for Trust-Sequenced Marketing — Process 1 (Research & Discovery) flows directly into Process 2
(Investor Archetypes), Process 3 (Marketing Framework), and all nine processes that follow. Every engagement
sits on a grounded, evidence-based foundation—not assumptions.
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How We Make This Work

Depth Over Speed - Surface research produces surface results. Meaningful analysis takes discipline. We
spend the time necessary to uncover insights that aren't obvious.

Dynamic, Not Static — Markets and investors evolve. Your insights must evolve with them. This isn't a one-time
report; it's a foundation we revisit and update as conditions change.

Integration Across Teams — Discovery only works when marketing, sales, and leadership use the same
insights. We ensure your team is aligned on positioning, messaging, and strategy before we move forward.

Insight Over Data — Numbers are meaningless unless they're tied to investor behavior and trust dynamics. We
don't deliver data; we deliver clarity on what it means for your strategy.

Why This Matters

Performance alone isn't enough. Anyone can claim strong returns. What investors trust—and what they act on—
is relevance and understanding.

Instead of hoping your message sticks, you know it will, because it's based on how investors think and decide.
Instead of blending in, you establish a differentiated identity rooted in market reality and investor psychology.

This turns research from a background exercise into a competitive advantage. Because while anyone can copy a
pitch deck, nobody can copy the insights that come from doing the work. And once you have those insights,
everything that follows—your outreach, your engagement sequences, your materials—becomes a reflection of
grounded strategy, not guesswork.
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