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Make Your Clients the Voice Scripting

Step 1: Make Your Clients the Voice You Listen To

In My many years of showing elite financial advisors how to Crack the Code and unlock their
full potential, nothing has been more revealing or measurably valuable than understanding
how you are perceived and described by your clients. This isn't a bland client survey process
but rather a client-centered state of the relationship process — and it's an essential step

to helping you achieve Total Client Engagement.

It is non-optional that you are crystal clear in terms of how your clients perceive you and
describe you. You are so close to your business — it's where you live a big chunk of your life -

but you're not marketing to yourself.

How do you know if your branding strategy is really resonating? After all, it's not what you say

that matters, it's what your clients hear that really counts.

In your next round of calls with your top clients, at the end of each conversation, inform them
that you have engaged a business consulting process to improve the client experience and the
first thing they have asked you to do it to “make your clients the voice”. In other words, if you're
going to improve service it makes sense to survey the clients on the receiving end of your
service model. Using a client-centered approach, simply ask your client if you can ask them

three questions at the end of the conversation:

‘ What's the one thing you value most about our relationship?

This question is designed to kick-start the conversation. They will say nice things about you but

you will realize it is mostly about the person rather than about your practice and process.
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a What's the one thing you feel we could add to the client experience?

Most clients will say, “You don't need to change a thing.” To which you can say, “l appreciate that,
but we know we can raise the bar and when we meet next | will outline some value-added
services that | think you'll really find to be of value.” This seed-planting will make the process

linked and sequential.

Other clients will make suggestions to you, often around things that you are already doing that

they are unaware of.

Many issues are 2 or 3 questions deep. This is a Socratic Method that builds upon itself and reveals
many things that probably didn't occur to you, such as that your clients like and trust you, but they
don't appreciate your full array of solutions. In other words, they connect with the messenger

but not so much with the proprietary aspects of your message.

This exercise enables you to plant the seed that you will be raising the bar and introducing value-

added services that they will find to be of value at an upcoming review meeting.

When you talk about me with a friend or family member, what do you say?
How do you describe me?

You'll realize your clients have no idea how to describe you short of superlatives, pleasantries and
platitudes. If your client can't describe you to you, they certainly don't know how to describe you
to a friend. How many endorsements have taken place in the past that fizzled out because

of vagueness and went to a friend’s head to die?
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Step 2: A Deeper Dive

If the client is open and engaged in the conversation, they are effectively giving you permission

to add some colour and context.

You can convey that, because of the uncertainty in the market place, you have found that many
clients have friends and family members who are unsettled with current market volatility and, as a
result, are looking to the future with apprehension instead of anticipation. Because of this you will
make yourself available to be a Sounding Board for friends and family members. If they respond

with interest you can then explain:

‘ Why you do it — your sense purpose.

If they're important to you, they're important to me. | became a financial advisor to help people
tune out the noise and focus on what matters and what they can control. It's the most fulfilling
thing 1 do.”

9 Who you do it for — the ideal person.

“Your friend does not need to become a client of mine to take advantage of this service.
If, however, after we meet they ask me if | will accept them as a client, it will only be if it's a good fit
based on my ideal client profile. As you know I'm not all things to all people, I'm all things to some

people.”

° How to make an introduction - your process

There is a process in place that clients use to make introductions. If someone asks about me,
or if you feel compelled to introduce someone to me, call me and I'll get the wheels in motion.

And they will view this as a tremendous investment of their time.”

Ideally you would have this conversation with all of your A, AA and AAA clients over the next 30
days. And keep in mind, it will take 10 conversations for you to feel completely comfortable with
the process. You'll get to hear it 10 times and interpret the feedback and get yourself in a groove.

After that, you'll be sailing along. Remember: Done is better than perfect.
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Step 3: A Linked and Sequential Approach

From this point, in all of your client review meetings, use an agenda, point to the conversations

you've had in the previous steps and start drilling down:

“You'll recall we had that conversation on the phone a while back where | asked you some
guestions for the purposes of improving the client experience. | had many very revealing
conversations with clients and it uncovered that there are many value-added services | provide
that most of my clients are unaware of. Let me show you what they are, along with some of the

enhancements we are building into the client experience.”

You can now detail your full array of services and solutions, future-paced with stewardship, not
salesmanship. You aren't asking them to buy something from you, you are asking them to buy

into your fully integrated process using this scripting:

“There are many solutions | provide for my clients that aren’t relevant to you, yet. As your life
unfolds, your needs will evolve. | want to get out in front of this with my integrated process
around wealth, risk, tax, estate and debt management. Each time we meet we will review your
progress and needs and put all the pieces of the financial puzzle together so that you have the
complete picture.” Keep imprinting and triggering moments of recognition and awareness for
the concept of introducing friends and family members with understated stories and

reminders about other clients who endorsed you.

The Favourable Advisor

Sales people ask their clients for favours, “Who else do you know?" “I get paid in 3 ways..."

“I'm trying to grow my business...” All of that makes the advisor look needy.

The Favourable advisor positions the concept of introductions as a service they are providing

to their clients, not as a favour they are asking of their clients. They simply keep reminding
them over the lifetime of the relationship. As a result, their clients continually call them asking
“Can you do me a favour? My friend is going through some issues right now and wants to meet

you. I've explained your process and he totally gets it. Do me a favour - talk to him for me.”




