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The Boutique Investment Bank’s  
Guide to Becoming Essential to Clients

A recent article titled What Does an M&A Boutique Do When Deals Dry Up? published in The Financial Times  
reported that “fees from M&A are falling sharply as cautious corporate clients focus on weathering the  
recession. That leaves boutiques exposed, as they lack the big trading and capital markets businesses that 
have picked up the slack at diversified rivals such as Goldman Sachs and JPMorgan Chase.” The truth of the  
matter is, from where we sit as a financial technology provider to hundreds of investment banks, these concerns 
only continue to grow as the COVID-19 pandemic continues (and frankly shows no sign of slowing).

Now, every investment bank has their own operating  
model and forecasting abilities under the microscope:  
“When the M&A spigot dries up for a while – and truth be  
told, we don’t know how long that will be – it will become  
more apparent how well each business model weathers  
that,” said Paul Taubman, chief executive of the advisory  
firm PJT Partners, a DealCloud client. Over the past  
several months, it’s become clear that some firms –  
especially those with a strong technology and data  
infrastructure, as well as those with a prominent  
restructuring practices – have risen to the challenge.

In the post-recession world (that of 2008, not the one  
we’re currently in), small investment banking firms  
(boutiques) are more frequently given a fair shot at fee  
generation given the regulatory, profitability, and personnel  
challenges the big banks are facing.  In fact, Refinitiv  
recently reported that the top 15 boutiques grew their collective share of M&A fees from 11.8 percent in 2005 to 
18.2 percent just five years later. So, how exactly will investment banks – especially boutiques – weather this 
storm and prove they are more than just deal shops?  Read on for our top five tips.
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“Competition has made advisors and investment banks more important than ever. To capitalize 

on their value and better position their firms, advisors and bankers need to step up marketing and 

relationship management activities now, before deal flow returns to normal levels.”

BEN  H ARRISON,  PRE SIDE NT,  DE ALCLOUD
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1. Know the past, existing, and prospective client universe cold

It may sound simple, but it’s time to dust off the old rolodex and get to calling. If there are business owner  
contacts that bankers have not contacted in months or years, it’s time to get back on the phone. According to a 
recent Euromoney article, “Covid-19 has temporarily grounded ‘suitcase bankers’. Weeks on the road have been 
replaced by long hours on Zoom, as even the most-needy and tech-averse clients concede the necessity of  
remote communication.” 

If you don’t yet have your contacts in order (as in, make sure that email and phone numbers are updated, every 
contact is assigned a relationship manager, etc.), how will you reach these clients? With no end to this “new  
normal” in sight, banks must be smarter and more strategic with their relationship management activities.

Bankers can quickly look at all the deals that have closed over time, and find opportunities for additional revenue generation opportunities.

Bankers can also track deals as they move through the client on-boarding process.
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2. Make your core offerings clear to clients

You know what services your firm delivers to its clients – but do your clients know what you do best? It’s highly 
possible that a business owner you helped secure capital for in the past isn’t aware of your extensive expertise on 
a specific industry. To ensure that these clients know how to call you, and what to call you about, it’s likely that 
you’ll need a set of marketing campaigns to support you. 

When your marketing data (who opened and clicked on these campaigns and when) is tracked directly to your 
CRM data (phone calls, emails, etc.), it’s even easier for bankers to glean who is ripe for a conversation, who is 
showing passive interest in your firm, and who is uninterested in your services.  Looking for more advice on 
kick-starting your firm’s marketing communications program? Click here to learn our tips and tricks.

Smart and strategic investment banks can share updates and intelligence into key industries and core service offerings through digital marketing campaigns.
After campaigns are sent, dealmakers can leverage marketing metrics to develop call lists and to prioritize meetings with key clients and prospects.
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3. Make your new offerings more visible to clients

If your firm is among the many who are diversifying the kinds of services that you provide to clients, your team 
would be wise to kick off marketing, communications, and calling campaigns to introduce your past and  
prospective client base to these new services. Often, a simple press release or email newsletter is an effective 
way to communicate your new offerings to a broad group of people. 

Many business owners likely know your sell-side transaction advisory business, but are likely unfamiliar with  
your newly-formed restructuring services, for example. Don’t assume that digital marketing efforts and simple 
campaigns can’t win your firm new business – they can! If your systems are in sync, the more likely it is that your 
team will connect the dots and triangulate the relationships that lead to earning a sizable fee.

Bankers who want to share new offerings with their contacts can do so using a variety of methods, ranging from thought leadership to deal announcements, 
to email newsletter to webpages and beyond. When those marketing campaigns are tagged to certain industries, clients, and projects, the efficacy of those 

campaigns can be easily assessed, and business development opportunities can be assigned to bankers.  
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4. Get smart on industry data

Given the pandemic, many boutique investment banks who specialize in industries such as travel, healthcare,  
airlines, restaurants, personal services, and live entertainment have been wise to diversify and change up the 
transactions they participate in. If your investment banking firm does not currently have a systematic way to 
track companies, executives, and deals in any given industry or sub-sector, it’s past time to get your  
data in order.

We have successfully implemented the DealCloud solution for over 150 investment banks (such as Raymond 
James, Stephens, and Perella Weinberg Partners), and throughout that process our team has solved for many of 
the biggest pain points that these firms face – one of which is the diligent tracking of industries. As a result, we’ve 
developed an optimized blueprint for investment banks that allows these firms to properly leverage DealCloud’s 
technology for all of their sector-specific needs.

As deals move through the pipeline, bankers can track each and respond to the unique factors affecting each industry. 
This helps bankers ensure that fees can be collected on time, and as expected, in each industry and sub-vertical.
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5. Keep the bankers focused and on-task

According to a recent Reuters article titled Frustration, Fear and Family: Lockdowns Test Investment Bankers,  
“a lack of face-to-face contact is not just exposing the shortcomings of some senior financiers, it is also  
making it harder for junior associates to learn on the job and progress.” For this reason, it’s more important than 
ever to ensure that bankers – from analysts to MDs – have the tools and direction they need to be successful day 
in, day out. For analysts and associates, it’s critical that they have access to training and support for any  
technology that’s new to them. Once they are up and running, it’s important that they begin to incorporate the 
technology into their everyday dealmaking activities. 

Analysts who are tasked with research projects need the ability to search various third-party data providers such 
as Pitchbook, FactSet, Preqin, etc. with ease. We’ve also seen countless investment banks and advisory firms 
put together productivity dashboards. These helps increase the level of team-wide transparency and shows a 
junior-level banker exactly where they stand as compared to their peers.

It’s top-of-mind for every manager that their teams may not be as active in their day-to-day work effort as they would be in the office.  
To properly maintain oversight and visibility on these matters, team managers can create (if they don’t exist already) dashboards which track  

the number of emails, phone calls, and other activities deal professionals are logging.


