
Get Into The 
Zen of Event 
Marketing!

As Seen in Leading Edge Magazine
Penn Mutual is pleased to provide its producers with the latest thought leadership  
and insights in its quarterly field publication, Leading Edge.
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If you asked most experienced advisers why they aren’t doing more 
event marketing, you would hear familiar objections:  “It’s too  

time-consuming…expensive…dif f icult to plan…risky…distracting.” 

Indeed, event marketing can be all of these, even when it is 
successful, but it doesn’t have to be. 

This is a case study of a Penn Mutual adviser and agency 
collaboration in planning a client appreciation event that  
avoided every negative. How? It found the sweet spot, the  
Zen, of event marketing. 

The event consumed only a modest amount of the adviser’s time 
and money, and it was relatively easy to plan over a 12-week span.  
It met 100% of the stated objective, mainly because the only 
objective was for clients and their guests to have a good time. It 
didn’t distract the adviser from his “day job,” because he delegated 
most work to others.

First, we’ll relate details of the event to demonstrate how you can get 
into the Zen; then, we’ll summarize with a checklist in planning your 
next event. 

The adviser: H. Stanley (“Stan”) Evans, CFP™, LUTCF, is the founding 
partner of Capital Financial Benefits Solutions, LLC, in Baltimore, 
MD. This f irm, which consists of f ive advisers and three support staff, 
is part of AspireWealth Planners (LaBricciosa Agency) in Hunt Valley, 
MD. Stan has worked in the insurance industry with Penn Mutual 
since 1988. He has qualif ied for the Golden Eagle Conference, and 
has also been a consistent and current qualif ying member of the 
Penn Mutual STAR Program, and Hornor, Townsend & Kent (HTK) 
Peak Program. In 2015, he was named a 5-Star Wealth Manager by 
Baltimore Magazine. 

Until recently, Stan had achieved a high level of success without 
relying on event marketing. The one client appreciation event he 
had previously sponsored, a golf tournament, was well attended by 
men but not by women. “We have a lot of women clients, so we are 
interested in gender-neutral event formats.”

The event format: Stan chose to host an unusual wine and food 
tasting event at a premier local restaurant, The Mount Washington 
Tavern in Baltimore, located about two miles from the famous 
Pimlico Race Course, home of the Preakness Stakes. The event was 
held in the restaurant’s most prestigious private-party space, the 
Pimlico Room, complete with memorabilia celebrating the race. Top 
clients of Capital Financial Benefits Solutions were invited, and each 

client was encouraged to bring a friend. In all, 60 people attended. 

From 6 p.m. until 8 p.m. on Thursday evening, April 21, the  
invited guests were free to roam among six stations, each of  
which featured a plate of gourmet food and a paired wine. By design, 
clients and guests kept circulating and nobody sat down. There was 
no education program, advertising, announcements or hand-outs. 
“We set no expectations for the event, other than for our clients to 
have a good time and see our f irm giving back to them,” says Stan. 
“This particular format allows clients to see the more human side of 
you as an adviser. The message is, under my suit and tie is a person 
who thinks and acts like they do.” 

Agency support: The success of The Mt. Washington Tavern  
event would not have been possible without AspireWealth Planners’ 
passion for event marketing. Under Managing Partner David 
LaBricciosa, the agency has developed a “culture of sharing” that 
encourages teamwork among advisers and rapport-building with 
clients through multiple touch points, including social media and 
event marketing. Several of the agency’s 35 advisers are involved in 
event marketing. Under David, the agency has supported and hosted 
events for the new Baltimore Rugby Business Network, launched in 
April, and local and national networks of the Women in Insurance 
and Financial Services (WIFS). 

Collaborators: Stan delegated most event planning details to 
two people: his daughter Lauren Evans, the firm’s Administrative 
Assistant for Client Services, and Michelle LaBricciosa, Business 
Development Specialist. Michelle took responsibility for 
communications with Mt. Washington Tavern and its culinary and 
event planning staff, as well as designing e-mails and invitations. 
Lauren handled communications with invited clients and guests. 

Perhaps most importantly, Michelle implemented a 12-Week 
Event Planning Checklist developed by the agency. She says: “The 
Checklist is very important because we want to be sure that when 
the day of the event comes, the adviser is not racing around to get 
things done. It forces you to take time well before event day to dive 
into the details. It also helps me organize my time and activities 
supporting advisers’ events. I am here to collaborate with Aspire’s 
advisers, so they can plan great events while still focusing on their 
practice and being out in the field meeting prospects and clients.”

Two other collaborators who helped to assure the event’s success 
were Rob Frisch and David Lichty, owners of The Mt. Washington 
Tavern and also clients of Capital Financial Benefits Solutions. Both 
began as bartenders at the Tavern in their 20s, working their way 
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Learning from Stan and Getting to Zen
Perhaps the most important point to observe in Stan’s experience is how he set up 

the event and then took a backseat, delegating details to others with more event-

planning experience and time. Here are suggestions based on his experience:

h  Tap into the event planning resources your agency offers, including 

associates with event-planning expertise (like Michelle).

h  Delegate event-planning details to someone on your team. 

h  Be clear about what you want the event to achieve, keeping in mind that the 

best outcomes can be “soft goals” like showing a more human face for the 

adviser or firm. 

h  Give attendees at the event a chance to flow, mingle and connect. You are 

helping them build their own networks.

h  Don’t be afraid to ask sponsors for financial support, even if little or no 

exposure or direct business results.

h  Hold the event at a “destination location” – one that clients will look forward 

to visiting and talk about afterward. 

h  Consider using event facilities or services offered by your own clients. 

h  Think carefully about how invited guests will feel, both during and after 

the event. You don’t want them to feel pressured by business or sales talk. A 

good experience translates into stronger relationships.

What is Stan’s bottom-line event-planning advice for other advisers? “Don’t overdo the 

time, effort and thinking. Don’t let the details distract you from your core regimen, 

which is onboarding clients and moving them through your planning process. 

Delegate everything you can.”
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up as managers and then owners, and 
rebuilding from a devastating 2011 f ire that 
gutted the restaurant. 

Cost: Stan says the event’s all-in cost 
was $3,800, but he was able to obtain 
sponsorships that defrayed much of this. 
The agency made a contribution, as did 
several mutual fund sponsors that do 
volume business with HTK. Says Stan: 
“These groups were willing to co-sponsor 
our event based on goodwill alone because 
they got no business exposure from it. I 
wanted absolutely no business at the event.” 
The point was that every conversation with 
Stan doesn’t have to be about business. 

Outcome: Two of the invited guests were 
so impressed with the quality of event that 
they expressed interest in becoming clients 
of the firm. Because they were invited by 
top clients and the event created an implied 
endorsement, Stan is confident they will 
become top-tier clients. Based on the 
event’s success, Stan says the firm has set 
a goal of planning two client appreciation/
outreach events per year, one in the spring 
and one in the fall, using a variety of formats. 

Michelle says that many dif ferent event 
formats can be successful, provided they 
are specifically tailored to each adviser’s 
practice. “Like all good marketing, event 
planning is all about getting to specificity 
– f inding your niche. I think sometimes 
advisers put together events because they 
think it’s a good idea. But the specific event 
or format might not be a good idea for the 
clients or guests you are inviting. It’s very 
important to know what will work best for 
your client base and market.”


