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The roadmap to success for financial professionals using real-world
examples, practical how-to's, and a structured approach to marketing
strategy and tactics that covers the basics for beginners and inspires
new ideas for marketing pros The Financial Marketing Services
Handbook, Second Edition gives sales and marketing practitioners the
practical tools and best practices they need both to improve their job
performance and their retail and institutional marketing strategies. The
FSM Handbook guides marketing and sales professionals working in an
industry characterized by


