
&THE 
EXPERIENCE Nail your ongoing 

service offer and escape 
the coming disruption

THE 

OFFER 





What Are your 
biggest questions 
about having a 

compelling service 
offer and Client 



THE 
BIG IDEA



Source:	The	Expectation	of	Advice,	2012,	Lombardo	and	Mota

VALUE IDENTIFIED



VALUE QUANTIFIED



CLARITY



THE 
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DELIVERY



VALUE



PRICE 



RETENTION



DISRUPTION



THE 
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OUTCOME



IN CONTROL



DELIVER IMPACT



BE REWARDED



IN DEMAND



COMPETITIVE



IN 
PRACTICE
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TRANSITION REPORT

$150,000

$850,000

116 review clients

October 
2018

June 
2019

81 clients transitioned 

30 remaining 

5 drop offs 

New advice fees

+ $97k 

+ $15k 

- $18k 

+ $32k

TOTAL + $128k

$130,000

$978,000

111 review clients

+ 15% revenue 

+ 4% capacity (1.6 hours per week)



1. Assume it's fine  
The RC is the reason. It's a degustation, not a buffet. 

2. Reset at Review 
Set the frame as the catalyst for the move 

3. Prepare visual tools 
Break down fees and service simply 

4. Be good at saying no. 
"I can't do it for that” 

      

SUCCESS FACTORS



OUR 
JOB



PART ONE 
THE OFFER



ENGAGE



PART TWO 
THE EXPERIENCE



…& DELIGHT



PART ONE 
THE OFFER



What’S The Most 
Valuable Part of 
Working with you 

Ongoing?



What’S your offer?



THE 
BIG IDEA



OWN THE FRAME



OWN THE WHY



OWN THE MEANING



OWN THE METRIC



THE 
MODEL



WHY 
…should we work together?

WHAT 
…exactly is it you’re offering?

HOW 
…does it work?

PROBLEMS  
they have and the impact 

of not solving them

SOLUTIONS  
you can provide and the 
likely outcomes

FIT  
who you work with/ what 

you’re an expert at and  
why they come to you

ETHOS  
philosophy/ model that 
explains the offer/
transformation

PROCESS  
the steps that explain how 

you work with clients 

PRICE  
How you get paid, when 
you get paid and how much 
you get paid



KEY 
PRINCIPLES



#1 WHY  
(PROBLEMS & SOLUTIONS)



#2 WHAT 
(FIT & ETHOS)



CLEAR FOCUS

TARGET 
MARKET 
“We specialise in 

helping..”

SPECIALIST 
EXPERTISE 

“We’re the best when it 
comes to.."

SPECIFIC 
PROBLEMS



“My advice is for people who 
believe… 

I focus on people who want… 

I promise that engaging with 
what I do will help you get …”



TIP MODELS



#3 HOW 
(PROCESS & PRICE)



clear 
PLAN

management 
STRATEGY

access to 
SUPPORT

Wealth position and gap analysis 

Strategy Planning session 

Statement of Advice (full document) 

Fully implemented

How we get clear on the solution

The system for managing it a
fter that

How they get help so it s
tays fix

ed

Annual Strategy Refocus 

Education program 

Regular comms 

Stay up-to-date on changes 

Claims Assistance Guarantee

Access to your team 

Additional advice at a discount 

Knowledge Centre access 

Total Strategy Management

THREE THINGS I’D WANT



TIP SYSTEMS



Who Believes Their 
target Market is 
Price Sensitive?



THE TRUTH* 
*...according to people with PhDs 

People buy things they want but can’t afford every day 

Price sensitivity does not exist. It’s risk aversion that stops 
people from buying; the reaction to not believing that a 

spend will deliver a desired benefit or outcome.  

It’s what people do when they don’t see the value. 

Get this right and your biggest concern 
won’t be fees levels, it’ll be fair value.



PART TWO 
THE EXPERIENCE



THE 
BIG IDEA



EXPERIENCE





KEY 
PRINCIPLES



#1 EXCITE TO MOTIVATE



“The  ge ’re k 
tod ….”

BIG PICTURE

Fel on c

“Yo re ”

Plan l et  heSHARED 
BELIEF

MEASURED 
PROGRESS

EMOTIONAL 
IMPACT

CLEAR 
REWARD



#2 FIND THE HALFWAY



INVOLVE



“The real price of everything, 
what every thing costs to the 

(person) who wants to acquire 
it, is the toll and trouble of 

acquiring it” 

Adam Smith

PARADOX OF VALUE



#3 DELIVER EXPERIENCE



“Clients leave 
when they run 
out of future”



NEXT 
STEPS



ONE KEY ACTIONABLE THING 
YOU’VE TAKEN FROM TODAY? 



ONE THING YOU WILL 
IMPLEMENT IN THE NEXT 

FORTNIGHT



ACTION PLAN
NOW | Things you can do in the next 48 hours 

Re-do  Rev an 
Set  ur i tle 
Han r otg o h a 
Dra r ere ten 
Sur xin 10 cit  fin he y 
Roly elig  5 se psi 
Tes  me w 5 pe 
Cre a h od

PROJECT | Implementing over time 

Mak s a j an c i t 
Catis u ct 
Mak  anon t 
Red u Cl Ser Agen 
Wor  yo “at k” li 
Lan ne  sic en 
Sto n omn 
Set  te p  u vus

WHAT | What action will you take? WHEN & WHERE | When will you do it and where will the activity take place?



 

• Six week mini-programs 
• Single-topic focus 
• Live weekly training 
• One-step-a-time implementation 
• Peer Review feedback 

…and results with just 2-3 hours/week

MINI-PROGRAMS

http://www.audere.com.au

