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“Discovering the Strategies That Will Provide Growth” 

Executive Summary 
 

Compiled and Provided by Weylman Consulting Group, C. Richard Weylman, Chairman 
 
Objective 
  
As a research-based consulting firm providing education and consultation services to all 

three sectors of the financial services industry – wealth advisory, insurance and banking – 

we are well aware of the challenges the industry is facing. These include tightening DOL 

regulations, additional pricing and fee pressures, escalating competition from ‘robo’ 

advisors, and marketing and prospecting approaches providing tepid advisor activity and 

growth, at best. 

 

We understand the real value in speaking directly with consumers on how they see the 

changes, what they are looking for in an advisor today, and their greatest needs and 

concerns. 

 
The Process 
 
We partnered with 70 of our client firms and advisors helping them conduct over 350 face-

to-face individual client interviews on how best to grow revenue.  The interviews consisted 

of four key question areas along with sub-questions to verify responses. A comprehensive 

set of 17 carefully crafted questions was used to uncover both the functional and the 

emotional responses from their top clients. 

 

These interviews were conducted nationwide across the three industry sectors with 

financially successful clients, ranging in age from the mid-20s to mid-60s, with assets and 

holdings of $250K to well over $10M.  All responses were captured verbatim to insure the 

answers reflect the true ideas and feelings of those financially successful consumers 

interviewed.  

 

 

QUESTION #1:  

HOW CAN ADVISORS OBTAIN MORE QUALITY CLIENTS LIKE YOU? 

 

Finding: Eighty-seven percent of the clients who were interviewed belong to an organization 

or network that supports what they do for a living, such as a business association, or their 

special interests, like a country club, enjoyment of fine wines, book club, etc. 
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Finding: Seventy-one percent of those interviewed said “they and their friends preferred to 

work with an advisor in their own network.” Consumers now have many more sources to 

research teams and advisors in order to find professionals who have experience with their 

type of business or interest.  

 

Finding: Marketing to the masses is no longer effective. “It’s irritating and offensive. They 

don’t know us and have no idea what we want.” With cold telephone, text, phone, mail and 

email solicitation no longer tolerated by most consumers, they now respond only when 

receiving a personal recommendation from a friend or a sense of connection to the source.  

 

Sample Consumer Commentary 

• “I wanted to work with someone like you who understands the challenges of owning a 
restaurant.” 

• “My previous advisor was a fast-talking salesman, always on the come, never ever got to 
know me!”  

• “I only want to work with someone who knows about my business and situations.” 

• “How do I relate to someone who wants me to buy long term care insurance and he 
doesn’t even know me or my birthday?” 

 

 

Focus your marketing on specific groups of people and  

their networks.  

 

 

The key to this strategy is understanding what a ‘market’ truly is and the power of consistent 

networking and communication that occurs within. We have advisors tell us they are 

working ‘the small business owner’ or the ‘medical’ market.  These are far too broad and need 

to be refined and targeted. Rather than small business owners, target convenience store 

owners who network and associate regularly and will help them position themselves as a 

resource for those prospects. Within the medical broad market, target radiologists in area 

hospitals and medical facilities who know one another and can provide a warm introduction 

to others in their network. Note: Our experience guiding the advisors who conducted these 

interviews into specific target or vertical markets has delivered 30% more growth on 

average than peers in their same firm. 

 

  

Strategy 
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Further, to identify and bring on new clients, advisors need to: 

• Fully research each potential target market in terms of its size, income levels, growth 

potential, and current issues 

• Attend their meetings, join their networks, and deliver content specific to that market 

• Meet with key individuals within that market on how to become a resource for their 

industry, business or special interest area 

 

QUESTION #2:   

WHAT DO CLIENTS LOOK FOR WHEN DECIDING WHETHER TO ENGAGE AN ADVISOR? 

 

Finding: People today are looking for distinction, not difference, and what sets one firm, team 

or advisor apart from all others before engaging. “What convinced me to join your team was 

how I was made to feel so welcome at the first meeting. All you wanted to discuss is what I was 

looking for in an advisor, instead of talking all about yourself.” 

 

Finding: Consumers increasingly want to know specifically what an advisor has done for 

current clients before engaging. Like researching CARFAX before purchasing a vehicle today, 

savvy consumers learn about a firm or individual on the internet or from a colleague before 

making a decision to engage or inquire. 

 

Finding: An initial promise of perceived outcome is central to the consumer’s decision to do 

business. The advisor needs to be clear, direct, and comfortable in responding to this with a 

prospective consumer. “I didn’t go with them because he couldn’t tell me how he helped his 

clients other than what products they bought.” 

 

Finding: Most advisors attempt to connect with prospects by discussing who they are, what 

they have, and how they do things. They are attempting to convince as opposed to engage, 

and consumers reject his approach.  

 

Sample Consumer Commentary  

• “Even with a recommendation, it is very hard to see how anyone is different.” 

• “One of the reasons I am working with you is it was clear from the beginning that you 
were all about solving my problems.” 

• “I get a lot of email and mail from advisors who want my money or want me to buy 
something. They never explain what they do for others or why I should even want to talk 
with them.” 

• “I chose you because of everything I heard about was how you helped my friends.” 
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• I talked to three other advisors before I chose you. When I asked them what they do, they 
talked about creating financial plans or how they make decisions about my money. It 
was so annoying, that was not my question.” 

 
 

Be sure your value promise (proposition) succinctly states what 

your work helps people achieve and accomplish. 

 

 

Unfortunately, many advisors and firms have been encouraged to create a value promise or 

proposition based on how they want to be positioned in the marketplace. We know from 

experience and these interviews that this firm- or advisor-centric approach is off-putting 

since it is too much about them. Advisors must be encouraged to interview their clients to 

learn how the advisor is viewed and what the clients feel has been accomplished for them, 

both emotionally and functionally. This is the only way that advisors and firms can position 

themselves from all others in a way that is authentic and compelling to prospects. 

 

Further, to effectively engage with a new prospective client: 

• Having a firm, personal or team brand promise provides a direct entre for the 

prospective client to ask “how do you do that?” 

• Rather than an advisor talking about what they do, or how they do it, they should 

position their results with others by using a phrase such as “what my clients say I do 

for them is . . .” and then state their brand promise. This helps translate what they have 

accomplished for others into a simple value promise statement that the prospect can 

then assess what this means for him or her. 

• Always initially focus on outcomes and not product offerings. With this approach, 

advisors are then speaking directly to the needs and desires of the consumer. 

 

 

QUESTION #3:   

HOW CAN ADVISORS IMPROVE THE WAY THEY COMMUNICATE 

THE VALUE OF THEIR ADVICE? 

 

Finding: Recommendations provided without clear application are confusing to consumers 

and usually ignored. “Unless that information or email is personal to me, it goes in the trash.” 

 

Finding: Most sales presentations sound and look the same. 

Strategy 
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Finding: The advisors’ value promise becomes a solid touchstone to use with clients to 

provide context to the value they bring. “I see you as a partner and not a salesman.” And, “you 

provide me good counsel and practical advice which builds my trust and loyalty.” 

 

Finding: People want clarity on how each recommendation directly applies to them and 

solves their problems. Anything short of this is not effective. “I like that you always explain 

things so I see why I actually need it.” 

 

Finding: The more time in a meeting that the client or prospect is given to speak to their 

concerns, the greater value they place on the recommendations presented.  

 

Sample Consumer Commentary 

• “My old advisor was never focused on helping me arrive at my goals – he ran through 
his checklist and the meeting was over.” 

• “We have comfort with you because you always help me understand your thoughts so I 
know I’m making the best decisions for my family’s future.” 

• “I like the fact that from the beginning you always talked about how your 
recommendations would help me achieve my goals.” 

• “I know you will always ask what I want to talk about when I see you and I like that.” 

 

 

 

Increase value and reduce “cost and fee pressure” by explaining 

the FULL VALUE of each recommendation. 

 

 

The presentation of recommendations and the advisor, team, or firm attributes need to be 

refined. Consumers care far less about what it is, than how it directly helps them. Full value 

means presenting a recommendation and then clearly explaining exactly how it applies to 

that individual’s situation. Only after explaining application does the personal benefit that 

they will gain by accepting the recommendation become meaningful to them.  

 

Given our experience, advisors and firms too often do not explain the full value of their 

recommendations or attributes. For this reason, we now recommend using ‘clarifying 

transitional phrases’ to directly reinforce the full application value for the client. These speak 

to both the functional advantage and emotional benefit the client receives. 

 

  

Strategy 
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Example: “We offer a broad platform of investment, insurance and retirement products. And, 

what this means to you is, that you have access to the resources needed to place your financial 

life in balance. And, the benefit to you is, we will be able to meet your financial needs even if 

they change in the future.” 

 

Example: “We have years of experience in the insurance industry. And, what this means to you 

is, we will use that experience to carefully choose the right insurance solutions for you and your 

business. And, the benefit to you is, you will have the confidence of knowing that your family 

and your partnership will continue even if something unfortunate were to happen.” 

 

In this fee sensitive environment, we have also found that the clients of advisors forget about 

the amount of initial work done on a financial plan or structuring an investment portfolio 

even as recently as one year ago.  Consequently, they are often confused or even upset 

regarding the fees they are paying today. The full value the advisor actually provides needs 

to be in most every discussion, as this remains an important part of the trust relationship 

with the consumer. 

 

Further, to improve communicating the value the advisor brings to the relationship: 

• The interviews clearly show that the relationship between advisor and client needs 

to remain dynamic and not be taken for granted as things change and years pass. 

• At the end of every conversation with a client, the advisor should always ask, “what 

other questions do you have?” or “what else can I help you with today?”   

• Conduct periodic reviews with clients of the actions that advisors are taking to help 

clients achieve their goals, otherwise clients begin to question the fees they are 

paying. 

• At the start of the initial meeting, ask the prospective consumers, “What are your three 

greatest financial concerns right now?” This gives them the opportunity to talk about 

themselves versus hearing all about the advisor’s ‘qualifications.’ 

• The focus should not be on what the advisor thinks the client or prospect wants, but 

rather on creating a process to discover what these individuals really need at a deep 

and functional level.  

• Advisors should position their practice as ‘advice-based’ and not ‘fee or commission 

based’ to keep the discussion on the value of the advice they deliver to the consumer. 
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QUESTION #4: 

HOW CAN ADVISORS IMPROVE THEIR CLIENT RETENTION? 

 

Finding: “Providing good service is not an addition to value but is really a minimum 

requirement for me.”  

 

Finding: By consistently elevating the client experience, their perception is that their advisor 

is focused on a relational approach rather than a transactional one. Always emphasize the 

personal touches and actively listen. “Every time I call in, I have the feeling that I am speaking 

with the right person on your team.” 

 

Finding: Elevating the experience moves the ‘satisfied client’ to a stronger position of 

‘delighted advocacy’ for the advisor, team or firm. 

 

Finding:  Elevating the experience is now an essential part of the client’s value perception. 

 

Finding: The client, and by extension the prospect experience, is a clear point of distinction 

that sets advisors, teams and firms apart from all others. 

 

Sample Consumer Commentary 

In the interviews, clients were outspoken and adamant about what they DO NOT WANT from 
their advisor or firm: 

• “I left my old advisor because they always referred to me as part of their client base.” 

• “My husband and I always resented being talked down to.” 

• “Feeling that I was receiving cookie cutter or off-the-shelf counsel truly upset me.”  

• “I never liked my former advisor saying he’s just reviewed my account – don’t ever want 
to again feel that I’m being taken for granted.” 

• “Every time I met with a previous advisor, I always felt that he was in a hurry and 
treating me with lack of respect.” 

 

What respondents say they DO WANT from their advisor and firm: 

• “I like that I feel comfortable, secure and part of the conversation in all of our meetings.” 

• “I very much appreciate the thoughtful things you are always doing for my family.” 

• “I like that you are educating me and my friends on financial matters in a nice setting.”  
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• “When I receive a personal note or unexpected gift on my birthday or work anniversary 
from my you, it tells me you care about me and not just my money.” 

• “I like receiving the personal attention that you and team always give me no matter how 
busy you all are.” 

 

 

Increase your value by delivering an “elevated client experience” 

at EVERY interaction.  

 

 

An elevated experience at every interaction creates emotional chemistry, stronger 

relationships, repeat business, and brand advocacy. Many factors play into these client 

perceptions and they are not always obvious.  It is often the little things that occur that can 

injure the client relationship – the advisor not remembering a birthday, or a staff member 

neglecting to send a promised form on time. At the same time, it is again the little things that 

can wow a client, the unexpected call to see how the client son’s hockey game went. 

 

At the core to how clients perceive value is the overall experience they have with an advisor, 

their staff, the other partners, the firm behind them, the office space, the activities they 

sponsor, and the processes and systems in place to support the client in all ways. 

 

The real distinction between ‘good service’ and an ‘elevated experience’ for the client is the 

sum of all interactions and how they are made to feel. The ability of the advisor and team to 

anticipate the opportunities and provide the unexpected and the touches that make things 

personal.  

 

Further, to enhance the end-to-end elevated experience for clients: 

• Send handwritten notes from time to time. 

• Create a portfolio of memories (photo book) around an interest of the client or an 

event they attended and hand deliver it. 

• Know their beverage and serve it elegantly (china cups) when they attend an office 

meeting.  

• The receptionist is the initial person that many speak to and the language used and 

attitude communicated is very important. Answer the phone “How may I help you?”  

• Purposely assist the caller with “Robert is not available as he is in a meeting with 

another client, but let’s schedule a time this afternoon when he will call you back.” As 

opposed to “he’s in a meeting, would you like his voice mail?”   

Strategy 
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• Always keep and regularly update personal profiles with key information that you 

can review prior to any meeting in order to personalize and elevate your client or 

prospect experience. 

 

If you would like to have a further discussion regarding executing these strategies or to 

inquire about educational sessions available for your advisors and leaders, please feel 

welcome to call our office at 941-828-3600, or email me personally at 

Richard@RichardWeylman.com. 

 

 

WeylmanConsultingGroup.com 

RichardWeylman.com 

WeylmanCenter.com 
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