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Al Ries has a better idea

“In the long run, winning companies are 
ones that are most focused.  Losing 
companies are ones that are the least 
focused.  The guiding principle, the one 
that should drive your company's every 
decision is the principle of focus.”
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Consider developing a strategic focus

Client 
Segment 

Opportunities

Service 
Opportunities

Geographic 
Opportunities

Backer 
Opportunities

Strategic
Focus
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Ineffective Habit 5: 
Be a fee-based investment advisor

Too much of the perceived value is based on the 
performance of a client’s portfolio

An Investment Counsellor is viewed as a next 
generation stock broker (new age stock 
jockey) – one that is more objective but lacks 
the value-add to justify a fee over time

Clients expect an Investment Counsellor to respond to 
short-term performance
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Consider delivering wealth management

Wealth Management focuses on goals that require 
planning, money, time and ongoing co-ordination of the 
financial ecosystem to accomplish.
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Client’sNeeds

Consider being a wealth manager
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Consider being a wealth manager

Puts you in a position to do higher order work with 
clients

Your clients’ cost benefit analysis = client retention

Cost of acquisition

Lifetime revenue value

Lifetime referral value
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Note: Utilize Rline to track the process

Discovery 
Agreement 

& CER
Planning

Deep
Re-fact

Consider delivering wealth management
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“Tell me your story?” (content analysis)

Ask follow-up questions to get as close to the core as possible. 

“Tell me more about that.”

“What else?”

“What goals do you have that will require planning, money and time 
to accomplish?” (listen, listen, listen)

Ask follow-up questions to get as close to the core as possible.

“Why is that important to you?”

Deep re-fact
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Discovery agreement

You said that you would like to retire in seven years, when Bill 
turns 62.  You are planning to move into a bungalow in Surrey.  
Your children are spread throughout the country and you want the
freedom to travel without the concerns of home upkeep. After 
reading Younger Next Year, you have decided to re-commit 
yourselves to fitness and social engagement.  Recognising that 
you are never old until you stop learning, you’ve decided to learn 
something new. You both expressed a desire to make 
contributions to the greater good of your community and the 
learning could be directed toward helping solve an important 
community issues. 
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4th Quarter 
Goals Review
Road Map
Education Planning
Family Meeting
ED: Legacy Planning

3rd Quarter
Financial Goals Review
Road Map Review 
Long-term Care
Liquidity Analysis
ED: Education Funding Options 

1st Quarter 
Data Gathering 
Risk Tolerance
Discovery Agreement
Client Engagement Road Map
ED: Diversification Road Map

for 
Mr. & Ms. Client

4th Quarter 
Financial Goals Review
Road Map Review
Investment Strategy Review
Implement Tax Strategies 
ED: Long-term Care  

2nd Quarter
Financial Goals Review
Road Map Review
Review/Modify Wills and Trusts
New Spending Plan 
ED: Fixed Income

Year 1

1st Quarter
Financial Goals Review
Road Map Review
Disability Income Review 
Investment Strategy Review
ED: Estate Planning Year 2

2nd Quarter 
Financial Goals Review
Road Map Review
Survivor Income 
Investment Planning
ED: Retirement Options

3rd Quarter 
Financial Goals Review
Road Map Review
Retirement Planning 
Social Security Benefits 
ED: Tax Strategies 

Client Engagement Road Map
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The WOW Factor!

Now, really give them something to talk about!
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WOW quarterly review

1. Set Appointment

The principal or relationship manager should call to 
set up the review.

Confirm attendees and reserve the meeting space.

Send a hand written note thanking the couple for the 
time they are going to spend with you. 

2. Pre-meeting (2 weeks prior to review)

Send an up-to-date Discovery Agreement & CER and 
a letter requesting additions to the agenda
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WOW quarterly review

3. Reception

Tidy-up the reception area - fresh cut flowers 

Receptionist knows clients names (supported by 
digital picture) & clients’ drinking preferences

4. Prep the meeting room with:

Fresh cut flowers, ice water, mints

Richer client-centered materials – upgraded paper
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WOW quarterly review

5. Review: (45 – 60 Minutes) 

Review Discovery Agreement

Review Client Engagement Road Map

“Are we on track?” (see goals-based graphs)

High-level performance reporting (if needed)

Quarterly outlook (optional) 

To do’s - other items on the CER

Education – focused on next quarter’s topics
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WOW quarterly review

6. Follow-through

Walk them to their car – listen for a value-add 
opportunity

Timely follow-up e-mail: updated Discovery 
Agreement, Client Engagement Road Map, next 
actions
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Source: Marty Neumeir, The Brand Gap

Our brains are hardwired to notice what’s different.

Gives you the differentiation to build a value proposition 
that rises above the noise of the investment marketplace
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Ineffective habit 6:
Direct marketing is an effective way to reach prospects

This is not how the vast majority of profitable clients 
make decisions about selecting an advisor.

Direct marketing efforts tend to stroke your ego and 
cause you to kid yourself about results and ROI.

You do not have enough marketing spend to have any 
impact on demand generation.
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Profitable

Asset 
Gatherer 

Client 

Backer

Profitable

Clients

X 100

Call-in 
Leads

Consider endemic marketing
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What problem are we trying to fix?

Existing clients don’t know they are your sales force.

Most of them have not been through sales training.

Drip your sound bite on your clients.
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The tool must be cool

“There is a simple way to package 
information that,under the right 
circumstances,can make it 
irresistible.”

~Malcolm Gladwell, 
The Tipping Point
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Ineffective habit 7: 
The Eat What You Kill approach provides the accountability to grow

Short-term self-interests supersede profit, institutionalising clients, 
systematising processes, leveraging organisational learning, etc. 
– this is highly inefficient

Prevents you from tapping the highest and best use of your 
people

You stop growing when a rain-maker’s financial appetite is 
satisfied and/or when their service requirements consume them

Your growth is largely dependent upon your ability to attract a 
very scarce resource – those with superior marketing, sales, and 
service competencies
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Consider a team approach

Wealth Mgr.
Sr. Advisor

Relationship
Manager

Relationship
Manager 

One-to-Many
Manager

Para
Planner

Para
Planner

Operations

Dir. of 1st

Impressions
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Conclusion 

Consider Ineffective Habits 

IDAExperience

MissionDo Your Best Goals

Focus on Profit/ClientFocus on AUM

Strategic FocusCast a Broad Net

Wealth ManagementInvestment Advice

Endemic Marketing Direct Marketing

Team ApproachEat What You Kill
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Join us?

020 7024 6601

ukadviser.support@russell.com
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Disclosures

This material does not constitute an offer or invitation to anyone in any jurisdiction to invest in any Russell product or use any Russell services where 
such offer or invitation is not lawful, or in which the person making such offer or invitation is not qualified to do so; or to anyone to whom it is unlawful 
to make such offer or invitation, and has not been prepared in connection with any such offer or invitation. 

This marketing material is not intended for distribution to retail clients. Unless otherwise specified, Russell is the source of all data. Unless otherwise 
specified, all information contained in this material is current at the time of issue and to the best of our knowledge all information presented is 
accurate, however this cannot be guaranteed. Any opinions expressed are those of Russell Investments Limited and not a statement of fact and they 
do not constitute investment advice and are subject to change. 

The value of investments and the income from them can fall as well as rise and is not guaranteed. You may not get back the amount originally 
invested. 

There is no guarantee that any target or projected figures will be met and this information is for illustrative purposes only. Any simulated figures and 
estimated figures are for illustrative purposes only. Any past performance figures are not necessarily a guide to future performance. Any reference to 
returns linked to currencies may increase or decrease as a result of currency fluctuations. Any references to tax treatments depend on the 
circumstances of the individual client and may be subject to change in the future. 
Copyright © 2007 – 2009 Russell Investments Limited 

Issued by Russell Investments Limited. Company No. 02086230. Registered in England and Wales with registered office at: Rex House, 10 Regent 
Street, London SW1Y 4PE. Telephone 020 7024 6000. Authorised and regulated by the Financial Services Authority, 25 The North Colonnade, 
Canary Wharf, London E14 5HS




