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Dedication














  This book is dedicated to my Nanna. Who would have thought that when I was a kid those conversations about running ‘the company’, hiring and firing, profitability and productivity while you baked scones, cakes and apple pies would  impact so much on my life journey? I think we fired every family member at least once over the years and I’m sure there might have been some we never hired back, but that will be our secret.




  I don’t know where you got your ideas from but I thank you for sharing them with me. Our conversations inspired me to go and do greater things in my own business life. You are one of the smartest people I’ve ever met.




  Thanks Nan.





































Preface














    He was very specific.




   He told me to stand by the river. Stand by the river next to your client.




   "Why?" I asked.




   Because sooner or later everything comes down the river. You will see it coming around the bend of the river. It eventually gets in front of you, capturing all of your attention. Then you watch it flow down the river past you. Then it disappears out of sight... like it was never there.




   Stand by the river, he said, next to your client.




   "If you don't, then you and your client will get caught up with it and probably get washed away."




   The moral—Stand next to your client. Let the distractions pass you both by and stay focused on what's important to you both. Being distracted doesn't help you reach your mutual goals. WL and JA, you're good people. Thank you.




   Thank you also to my Service 7 reviewers, Jason Andrew, Karen Hill, Toby Jenkins and Nathan Williams—you all helped me keep focus on my client.




































Welcome to




Service 7














 At University almost every Marketing Graduate in my course aspired to become a Brand or Marketing Manager for a Fast Moving Consumer Goods company—to work with Coke, Pepsi, Nestlé or Unilever. But that didn't float my boat.


In addition to marketing, I studied human resource management. I really wanted to work in services marketing. I liked the idea of adding value through people and the challenges those interactions bring.


I was fortunate enough to land my first corporate marketing job in financial services, with a small independently owned financial advice business. Looking back it was the best start to my career that I could have hoped to have. The financial planners I worked with didn't know much about design, printing or websites and I didn't know much about asset allocation, financial services guides or superannuation contribution limits. It seems it was meant to be.


Since that time I've been developing my ideas about the steps to successful services marketing. Thank you for allowing me to share them through Service 7—seven principles that I believe will help your professional service business deliver advice and experiences your client will love.


 


Peter Bowman
































Principle 1: 




Anyone can sell anything on price but to sell a service at a premium price, you need to add value
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Every person I've met in business is in business to make money. And, as you'd expect, some of them are more interested in money than others. Of course that's not the only motivation or reason people have to start and grow a business. Money is however, the common thread amongst all organisations regardless of what they do, even charities, religious institutions and environmental groups. Without funds, they can't do what they need to do to achieve their purpose.


It occurs to me that anyone can sell anything on price, but to charge a premium price, sellers need to add value. Some purchase interactions do, however, leave me speechless. I'm surprised, at times, what clients will buy and what organisations will do to add value. 


Perhaps the strangest thing I've seen sold on price was a piece of old cheesy toast that the seller claimed appeared to show the image of the Virgin Mary. How much would you pay for that? Well the successful bidder on eBay paid US $28,000. I can remember my grandmother once telling me that fools and their money were easily parted and I'm quite confident that my grandmother would have thought this was the case here, despite her strong Catholic upbringing.


This story though, as absurd as it is to me, demonstrates a few things about value. Value can be tangible; you can see it, taste it, smell it, feel it (and if the image on the toast started to speak—hear it!). It also demonstrates to me that value means different things to different people. There's no way I would pay that kind of money for a piece of toast. 


So to define it, value is the extent to which your business can meet the needs, wants and desires of your clients. The value you deliver can be both tangible and intangible—and just because it might not be valuable to you, doesn't mean that it isn't valuable to your clients.


The toast story also demonstrates that value is intangible. What a person thinks and feels is equally as important. Self-confidence, family or social group status, and in this case a spiritual connection, can all be very valuable attributes a client will be more than happy with, and pay very handsomely for, if they see it as a premium offering.


So how do you identify and articulate value to your client to deliver a service they will love to buy from you? Let's take a look at Goal based value, Participation based value and Attribute based value. 


Goal based value


This is the most obvious client value. If a professional advisor meets a client's goals, the client is going to be satisfied. How well do you meet your client's goals? How well do you demonstrate to your client that you're meeting those goals?


It is also important to note that sometimes an advisor can't meet the goals of their client—perhaps the goals are unrealistic, unachievable in the set time-frame or perhaps even illegal. In situations like this, it is important to understand what can and cannot be achieved and what options and opportunities are available for your client. Helping them redefine their goals, within the context of what is achievable, might also be a part of the value you deliver.


Client goals in seeking advice through a financial planner might include:




	A goal to get clarity on their current position. This may include helping them make the most of what they've got, helping them budget to reduce waste and make better purchase decisions and help them pay less tax.


	A goal to be better off financially. This could be around helping them achieve a lifestyle goal or helping them make a retirement goal a reality. 


	A goal to be more in control and less worried about money. This may include giving them clarity and direction, avoid bad financial decisions and ensure debt levels don't get out of control. It might also include wealth protection outcomes, like insurance.


	A goal to give them more time. This may involve being their personal financial controller, allowing them to focus on their lifestyle, career or the things they'd prefer to be doing.





A professional service provider who takes the time to really understand and help the client define their goals at the start of their service process will lay the foundations for a lasting relationship.


So before you deliver your service, take some time to make sure you really understand your client's goals. Then as your service continues, make sure you stop once in a while to re-check with the client, to ensure you still understand their goals, in case they have changed.


Too often service providers think they know the client's goals or even worse, don't care, or think them important. They forget every client is an individual and needs to be taken on their own journey. This includes taking the time to listen to each individual's goals. Even though you may have a new client who has similar needs to an existing one, don't make the mistake of rushing them through the process to your solution. Take the time to listen to them and ensure you understand their needs. Being physically present with a client, but not mentally or emotionally present with a client is a trap many professional advisors fall into.


Participation based value


A service process by its nature, requires the client to somehow participate in the process. The client's participation and engagement often determines some of the outcomes a professional advisor seeks to deliver. 


Your service process may be transactional (servicing a one-off need) or it may be part of an ongoing service program. The challenge for professional advisors is to ensure that the client's experience is a positive and relevant one.


The consequences of using the services of a financial planner might result in the client's ability to become successful at:



	setting realistic and achievable goals


	managing cash flow and pay the bills without stress


	acting with certainty and confidence


	becoming informed and educated about money matters


	being motivated and supported as you both work towards the agreed goals


	accessing ongoing proactive advice as their life situation changes, and


	freeing up their time to spend on the things they'd rather be doing.





A professional service provider who takes the time to consider their service process, and build in positive consequences along the way will be more successful than a provider who doesn't. 
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