Nail your ongoing
service offer and escape
the coming disruption



The program ethos and curriculum is based
on working with advice firms across 3 areas
and 9 strategic shifts that enable a more

scaleable business model by moving FROM
a current paradigm TO the new one.

pull marketing

scale shift 1: LEAD GENERATION
prospecting

consultative approach

scale shift 2: CLIENT ENGAGEMENT
sales appointment

ATTRACT

new clients

first 90 days
scale shift 3: ONBOARDING

implementation

managing energy

scale shift 9: PRODUCTIVITY
managing time

self evolving RESOURCE
scale shift 7: SYSTEMS the business
on-the-run
empowered
scale shift 7: SUPPORT TEAM

constrained

TIME

to focus on
what matters

The end
result is

SCALE

CAPACITY

to work with
clients they way
you want to

PROFIT
to reinvest
and reward

scaleable

scale shift 4: SERVICE OFFER
manual

S E Rv I C E profit driven

existing clients

scale shift 5: FEE MODEL
revenue driven

proactive

scale shift 6: CLIENT EXPERIENCE
reactive



WHAT BRE YOUR
BIGOGEST QUVESTIONS.
ABOVT HAVING A
COMPELLING SERVICE
OFFER AND CLIENT




THE

BIG IDEA




|

What defines a successful financial planning experience?

Lower than average fees/insurance premiums

4%

Achieving core goals and lifestyle objectives

76%

Lower income taxes/other taxes

4%

Better than average investment performance

14%

Other/| don't know I 2% . _ _ . . . _
0 10 20 30 40 50 60 /0 80

Source: The Expectation of Advice, 2012, Lombardo and Mota
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Figure 1. Vanguard quantifies the value-add of best practices in wealth management

Value-add relative to “average” client

Vanguard Adviser’'s Alpha strategy modules Module number experience (in basis points of return)
Suitable asset allocation using broadly diversified funds/ETFs | > 0 bps

Cost-effective implementation (expense ratios) | 75 bps

Rebalancing | 42 bps

Behavioural coaching V 150 bps

Tax efficient accumulation and distribution V > 0 bps

Total-return versus income investing VI > 0 bps

Potential value added “About 3%"

Notes: Return value-add for Modules |, V and VI was deemed significant but too unique for each investor to quantify. See page 8 for detailed descriptions of each module.
Also, for “Potential value added,” we did not sum the values because there can be interactions between the strategies. (bps = basis points).

Source: Vanguard Australia.
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IN
PRACTICE




Millhaven

Financial Services




The

LeverQged TRANSITION REPORT

+ 15% revenue

+ 4% capacity (1.6 hours per week)

$150,000

81 clients transitioned + $97k

30 remaining + $15k

5 drop offs - $18k

New advice fees + $32k

TOTAL + $128k $978,000
$850,000

116 review clients 111 review clients

_

October June
2018 2019



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

5. Prepare visual tools
Break down fees and service simply

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






PART ONE

THE OFFER




)2

.

- J (

’ ﬂ-'\,"l wl¢

.-

e P D
e WL

Sl

.~

& &

-

>

-




PART TWO
THE EXPERIENCE







PART ONE

THE OFFER




WHATS THE MOST

VALUABLE PART OF

WORKING WITH YOV
ONGOING?







THE

BIG IDEA













THE

WEHLIT
MATRCQCAENT
[DIA

THE FINANCIAL ADVISOR’S
SYSTEM FOR ASSESSING &
MANAGING YOUR CLIENT'S
PLANS & GOALS
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PROBLEMS

they have and the impact
of not solving them

FIT

who you work with/ what
you're an expert at and
why they come to you

PROCESS |

the steps that explain how
you work with clients

WHY

...should we work together?

WHAT

...exactly is it you're offering?

HOW

...does it work?

.\ )

)\

SOLUTIONS

you can provide and the
likely outcomes

ETHOS

philosophy/ model that
explains the offer/
transformation

PRICE

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



KEY

PRINCIPLES
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(or why should I listen to you?)
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SPECIFIC
PROBLEMS

SPECIALIST
EXPERTISE




“My advice is for people who
believe...

| focus on people who want...

| promise that engaging with
what | do will help you get..”




MARKET GROWTH RATE

CASH USAGE

———————————————————————

RELATIVE MARKET OHARE

CASH GENERATION

HIGH

LOwW
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How/
WHAT
by
Simon SmEK

&olDEN

MASLOW'S

HIERARCHY
OF NEEDS

Abraham Harold Maslow (apa 1 1908 anes 1970
was a psychologist who studied positive
human qucliies and the lives of exemplo-
1y people. In 1954, Moslow crecled the
Hierarchy of Humaon Needs and
expressed his theories in his book,

s

Self-Actualization - A person’s
motivatfion to reach his or
her full potential. As shown
in Maslow's Hierarchy of
Needs, a person's basic
e —\\ needs must be met
‘OF EMPLOYMENT, OF T -\ before sef-actualizo-
: 7 tion can be
cchieved,







NENE L access to

STRATEGY g

Wealth position and gap analysis Annual Strategy Refocus Access to your team

Strategy Planning session Education program Additional advice at a discount
Statement of Advice (full document) Regular comms Knowledge Centre access

Fully implemented Stay up-to-date on changes Total Strategy Management

Claims Assistance Guarantee @
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WhHo 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







It's about being remarkable



KEY

PRINCIPLES
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HARED
> Planning will get me there

MEASURED &

“Vou are here” _

EMOTIONAL

Feeling on track

“The end game were workin
9 g

towards is....”
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“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
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“Clients leave
when they run
out of future”







ONE KEY ACTIONABLE THING
YOUVE TAKEN FROM TODAY?




ONE THING YOV WILL
IMPLEMENT 1IN THE NEXT
FORTNIGHT




The

LeverQged ACTION PLAN

advice firi

NOW | Things you can do in the next 48 hours PROJECT | Implementing over time

Re-do your Review agendo. Make thic a project and scope it ouvt
Set up your email templates Categorice your clients

Hand over something to the team Make a transition list

Draw your experience timeline Redo your Client Service Agreement
Survey existing 10 clients fo find the why Work ovt your ‘at risk” list

Roleplay explaining the 5 ctep propogsition (aunch one new cervice element

Ject it model with 5 people Stop doing something

Create a ethos model Set your tech up to use visuals

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

Lever@Qged

One-step-a-time implementation
Peer Review feedback

...and results with just 2-3 hours/week

ADVICE PRODUCTIVITY WORKING GROUP

VALUE PROPOSITION WORKING GROUP Secrets to increasing output with

SERVICE MODEL & OFFER WORKING GROUI

. . fewer hours in your work week.
e PRAC 1] (O I ———
clients’ progress, and retain longer. y 9- WART 6§41 QT aEWIcR ard seeing ellents

D U( I Iv *  How to leam and pursue ambitious projects  anc aaw

yan L allae thooaghe

, »  Aframewoed ta systematically bulld good habits (ane
ertoiessy roplane bad Fabits with product e ares).

* Find the best target market for your advice and your

S E Rv I C E * Deliver a Feview experiesce to keep them coming bact year
bus
after year + + o
and make the offer tru
M O D E I h * How to keep clients engaged and close without putting the * Nall your value proposition and make th o Uy

compelling

pressure on you
e Craate an angning sarvice prapacitinon that will get traction B I U E P R I N - Shﬂfp("\ your pit(h and ditferentiate yourself and your
with more clients new and existng I expertise

BKING GROI NEW CLIENT ENGAGEMENT WORKIN(
) Uy onRUy SEYY CLIEN ENOAL iciN WURKNKNIN

MARKETING WORKING GROUP

A road-map to a profitable &
sustainable advice firm.

High-converting, low friction
consultative client engagement. How to cultivate the connections

that deliver great introductions.

*  Mow just § great partnerthips can transform your lead
Aow...and how you can p ok and connec: with ©wem Inas
tte as 7 days

* The secrets to geRting referral traction with patners and

* How to charge premium prices...2x 5x. .or ever 10x what
your competitors are cha'ging, whilst being able to shaw
the value

* Builld the dght fee model for your business and your clients *  A9-step approach to delivering an impactful first

appointment without any sreparation

APPOI NTM E NT et et

through 2 goal setting process to actwon

»  Bulld @ baniton plan Wi yow revense by 10-15% ad
SYST E M give you back hours in week.

- * Mow to make conversations more fun and engaging, using
2 the tools and techniques "naturals” have been using for
1 years

* How to close appointment and get the yes, without being

sleary, pushy or cOoming aC00ss a8 desperate

() Activator

clients — even these you 've only started to wors with

*  The sleaze-free method for encouraging introdactions and
the exact «Lripts you canuse 10 promote yourselr

authentically


http://www.audere.com.au

