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The Marketing Process
9. Measuring/Refining

Refining Your Campaigns with the Right KPIs
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The Process of Creating Trust-Sequenced Marketing Part 9

Measuring What Matters

Trust Development Over Marketing Activities
Most fund marketing measurement is theater. Dashboards full of opens, clicks, sessions, and followers create

the illusion of momentum while nothing meaningful happens in the pipeline. You cannot allocate email opens to

a strategy, and you cannot pay staff with page views.

The only number that ultimately matters is AUM. The real question is whether the right investors are moving
through the trust sequence toward a serious allocation decision—or not. Traditional metrics can’t answer that,

which is why they create so much false confidence.

In our nine-process Trust-Sequenced system, Processes 1-8 build the right market insight, archetypes,
framework, engagement, journey, integration, collateral, and outreach. Process 9 is where we wire in the
instrumentation and start measuring what matters: trust development, relationship progression, and their
connection to AUM—not just marketing activity.

The Measurement Problem

Why Traditional Metrics Mislead

Most fund marketing measurement focuses on the wrong metrics entirely. Managers obsess over email open
rates, website traffic, and social media followers while fundraising stalls indefinitely. These vanity metrics make
you feel productive while capital raising fails because they measure marketing activity, not relationship
progression.

High email open rates mean nothing if prospects never progress beyond polite interest. Impressive website
traffic is worthless if visitors are tire-kickers rather than genuine prospects. Social media engagement feels
good but rarely translates to capital commitments. Nobody on an IC has ever said, “Let’s allocate because their
webinar attendance is up 40%.”

These metrics create false confidence while obscuring what matters: are prospects moving through the trust
sequence toward allocation decisions? Most managers can’t answer this because they’re measuring activity

instead of relationship progression.

Trust Development Indicators
Instead of tracking what you do, you measure what prospects experience and how they respond. Trust

development shows patterns that predict allocation likelihood months before commitments occur.

Trust Sequence Progression Metrics
Awareness » Research

Track how many prospects progress from problem-focused content to solution-exploration materials. This

shows whether your relevance messaging creates genuine interest or just momentary attention.
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e Key indicators: movement from blog readers to white-paper downloads, progression
from social engagement to email subscriptions, advancement from general interest to specific inquiry
patterns.

e How we use it: if this number is flat, you don’t have a “closing” problem—you have a relevance
problem.
Research » Consideration

Monitor prospects transitioning from educational content to strategy-specific evaluation materials. This reveals

whether your credibility building turns skeptical interest into serious evaluation.

e Key indicators: webinar attendance after content engagement, team-bio visits after thought

leadership, competitive comparison research, reference-check initiation.

e How we use it: this tells you whether anyone is evaluating you, not just “learning about the space.”

Consideration » Conversion

Measure how efficiently qualified prospects move from evaluation to commitment. This shows whether your
trust-building removes friction or creates unnecessary barriers.

e Key indicators: meeting-request patterns, DD document engagement, legal review completion rates,
timeline adherence from verbal to signed.

e How we use it:if investors stall here, it’s usually a collateral/process issue, not a performance issue.

Behavioral Quality Indicators

¢ Engagement Depth Over Breadth
Time with content matters more than content volume. A prospect who spends 15 minutes reading your

investment thesis is more valuable than someone who skims five pieces superficially.

e Communication Patterns
When prospects start initiating contact rather than just responding, trust has shifted. Track inbound
inquiries, unsolicited questions, and proactive meeting requests.

¢ Content Sharing and Referral Behavior
Prospects who forward your materials to colleagues or reference your insights in their own memos are

behaving like future advocates. That predicts both allocation and referrals.

Strategic Measurement Framework
We build measurement around relationships and AUM, not activity.

Relationship Progression Analytics

Instead of measuring “marketing efficiency,” we track relationship development.
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e How long prospects spend in each trust stage.
e Which behaviors indicate readiness to advance.
e Which touchpoints correlate with faster progression.
This becomes your early-warning system for both opportunity and risk.

Lead Quality Scoring

We develop scoring systems based on trust indicators rather than just demographic fit.

e Apensionfund that downloads your risk-management materials and attends a webinar scores higher

than one that just opens emails.

e Afamily office that shares your memo internally is weighted more heavily than one that likes a post on
LinkedIn.

The score says, “This relationship is moving,” not just, “This address exists.”

Attribution That Matters

We track which content and interactions contribute to actual capital allocation, not just lead generation.

e The white paper that looks “less popular” might generate fewer but higher-quality prospects who
convert efficiently.

e The small webinar with the right six people may be worth more than the large webinar with the wrong
sixty.

The question is simple: which touches move AUM, directly or indirectly?

Lifetime Value Analysis

We measure not just initial allocation amounts but total relationship value: reinvestments, top-ups, referrals,
and advocacy. Trust-built relationships typically generate multiples of the initial ticket over time.
Specific Deliverables

Trust Development Dashboard

We build dashboards that show:

e Real-time progression through trust-sequence stages.

e Behavioral indicators of relationship quality and advancement likelihood.
e Conversion-velocity analysis revealing bottlenecks.

e Relationship-health scores predicting allocation probability and timing.

This is your fundraising GPS, not just a marketing report.
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Content Performance Analysis

We analyze:
e Trust-building effectiveness of each content piece.
e Material effectiveness, showing materials advance relationships versus which just generate noise.
¢ Engagement-quality metrics emphasizing depth over breadth.
e ROI based on capital raised, not just leads collected.
“Popular” and “valuable” are not the same; we show you the difference.

Relationship Quality Metrics

We define and track:
e Communication initiation and patterns.
e Referral generation, with source attribution and quality.
e Advocacy behavior—who forwards, invites, defends, and champions you.
e Retention and reinvestment that show relationship durability.
This tells you who your true partners are—not just who’s in the CRM.

Competitive Intelligence Framework

We create:

e Brand-sentiment monitoring within target investor communities.
e Share-of-voice analysis in relevant conversations.
e Trust-perception assessment versus key competitors.

e Market-positioning effectiveness based on how investors talk about you.
You see where you quietly win, even when others make more noise.

Strategic Advantages

e Predictive Capability
Trust-development metrics predict allocation decisions months before they show up as AUM, enabling
proactive planning instead of last-minute scrambling.

¢ Resource Optimization
Knowing which activities build trust versus create busyness lets you reallocate time and budget to what
moves relationships—and eventually capital.

¢ Competitive Intelligence
Measuring trust, not just traffic, surfaces competitive advantages that don’t appear on standard

marketing dashboards.
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e Systematic Improvement
Trust-focused measurement lets you tune relationship-building as a system instead of making random
tactical changes based on vanity metrics.

This is how you stop “doing more marketing” and start improving the machine that leads to AUM.

Behavioral Integration

e Psychology-Based Indicators
We measure responses to specific psychological triggers: how prospects react to risk-focused vs.
opportunity-focused messaging, and which trust-building approaches resonate with different
archetypes.

¢ Bias-Informed Analysis
We track how well your content addresses cognitive biases. Are loss-averse prospects engaging with
risk materials? Do confirmation-bias patterns suggest you’re building or losing credibility?

¢ Decision Pattern Recognition
We identify behavioral patterns that precede allocations—so your team recognizes when a relationship

is warming, not just active.

Implementation Considerations

¢ Technology Integration
Trust-development measurement requires connecting CRM, content platforms, and communication
tools so you can see cross-channel progression, not isolated events.

¢ Team Training and Adoption
Shifting from activity-based to relationship-based metrics requires teaching the team what predicts
AUM versus what just looks good in a report.

¢ Patience With Meaningful Metrics
Trust metrics may move slower than activity counts. It takes discipline to prioritize relationship quality

and progression over sheer volume.
We implement this in phases so you get fewer, better metrics—not a bigger reporting burden.

How and Why This Helps You
Instead of optimizing for numbers that don’t predict success, you focus on indicators that correlate with capital

allocation. Instead of feeling “busy” while fundraising stalls, you track progression that leads to predictable
AUM.

Most importantly, measuring trust development creates competitive advantage because it gives you visibility
into relationship progression—not just campaign performance. When you know what reliably precedes
allocation decisions, you can engineer better conditions for those decisions instead of hoping they happen.

The measurement system becomes your fundraising GPS—not just showing where you are, but predicting

where you’re going and how to get there more efficiently, with AUM as the final waypoint that matters.
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