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+~—{COMMUNICATING VALUE

PRACTICE MANAGEMENT

THE STORY

Delivering value to clients should be uppermost in the
thoughts of advisers. But no matter how you articulate
it consumer perceptions vary. By Tony Vidler
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significant sum of money on

something transient in their life.

Perhaps front row seats at a concert,

a rather extravagant bottle of wine,
that European Grand Tour.
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We didn't “waste" our money on those
fabulous experiences at all. We made a
value judgement, and either in the heat of the
moment or upon careful consideration we
decided that the price tag of whatever that
experience was did in fact represent good
velue. To us.

We were happy to spend the money.
We perceived it was a good exchange of
value. Others may not see the same value in
the experience we did, but who cares? Their
perception of value is different to ours.

Our challenge as advisers, especially
in light of the apparent pressures on
remuneration and conflicts of interest, is to
articulate the value we provide in a sensible
and meaningful way to clients at a very
personal level. Consumers’ perceptions of
i value do differ, and even the same consumer
can have quite differing perceptions of the
value of advice at different times, or with
i different stressors, in their life.

Generally when | ask an adviser "what value
do you deliver to your clients?" the response
is a somewhat stumbling, hesitant, and
almost apologetic one. Typically containing
the following words or phrases: “I'm there for
them”..."confidence"... "certainty”..."peace of
mind"..."a plen”....(or my personal favourite)
“I'm trustworthy”.

Not good enough. And | say that as a
consumer of professional services.

At its most basic level there is an equation
that defines value: VALUE = Benefits
MINUS Costs.

The problem with the vague attempts to
explain what we deliver is that we usually
don't describe the value in a measurable
way; or alternatively; we do not clearly
i define the benefits and the costs so that the
i consumer can assess how value stacks upin

their own mind. The result is that even those
| consumers who we count as “clients” are
i often less than fully gruntled.

Our vision: mutual success for our members

For nearly 70 years TripleA have been delivering advocacy services,
building value, and returning it to a national network of over 200 advisers.

- No clipping your hard earned commissions.
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« An average member saves $2500 dollars each and every year and
this figure is growing. .
For more details visit TripleA.org.nz
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A study by Vanguard (UK) found that 16% of existing clients
of advisers were disgruntled, and a further 30% "complacent”.

Some 40% were “content”. These were existing clients of advisers
remember, not a random survey of people off the street or shadow
shoppers.

The 15% of clients who believed they to be fully engaged with the
adviser and the advice process had a much higher perception of the
value delivered by the adviser. Forty-one per cent of those said they
received “good value” and 29% “very high value”. (| am sure you've
just worked the numbers and realised that 30% of the fully engaged
and happy clients assessed the adviser as delivering something less
than “good value”).

But this was in the UK. Naturally in NZ we would fare much better
if our clients were surveyed and asked the same questions.

Or would we?

Ne should be concerned with these questions if we wish to do
well in the business of providing advice, as there appears to be very
strong correlation between the consumers’ perception of value,
the share of wallet they place with the adviser, and the volume of
referrals they will provide. To put it in plain English: if clients feel they
are getting good value from us then they will do more business with
us and refer more new clients to us

Being able to articulate (and then deliver upon the promise of) the
value we can provide is essential to building engaged clients and a
profitable business.

What is apparent from this (and other) studies is that consumers
place significant value on advice being able to help them achieve their
goals. That is where the earlier “who cares?” comment now comes
into play. We have to be able to express the value we can deliver in
away that is relevant to the individual consumer, not just in a vague
or generic fashion and hope that it hits the mark with an individual
prospect

So let's change the question: “What outcome - or desirable
benefit - do you achieve for your clients?” This question ties into the
achievement of a specific objective or result that clients want.

“| fix financial headaches”.... "I get clients into the home of their
dreams” ... “I make sure clients can predict, and count on, their future
income” ... “I make sure money turns up if there is a disaster”..

These are specific outcomes that clients and prospects want
and will value. Being able to define what you deliver through your
professional expertise to clients is powerful positioning and a
powerful expression of value. It is a differentiator.

It doesn't work for everyone, but then not everyone should be
working with you. Some consumers just aren't good prospects
for you and your expertise. If somebody doesn't want to achieve a
specific outcome or have a particular problem resolved, then they
aren't really a prospect.

Establishing the value that you can create in the achievement
of a goal or reselution of a problem, however, is the first step to
creating a strong value proposition for your desired target market.

The second part is expressing the benefit of that outcome you
achieve. “...so clients don't have to worry week to week”.... “...and
begin building their wealth”.... “...so they can live comfortably and
enjoy their retirement”... "...to keep families together and looked
after in times of great stress”.

Bringing these two elements together creates a powerful value
proposition and expression of value, and minimises the “costs”
part of the equation

For example: “I fix financial headaches for typical Kiwi families
so they don't have to worry week to week” becomes a strong
value proposition for somebody providing cash flow management
and budgeting help to middle-income New Zealanders

Would a consumer pay a few hundred dollars for advice on
how to have that problem fixed for years to come if that was
something that was worrying them?

| believe so. If so, then the “cost” part of the equation was
appropriately put into its place, because the benefits are clearly
expressed in a meaningful way to the target market, and the
value is a clearly desirable outcome

Cost is rarely the issue by itself. The challenge is putting cost
into its proper place:

The Benefits received for the Cost which result in a Valuable
Outcome is the story we need to be telling. @
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