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Product-Centric Financial

Adyvisor Attributes

1. Focus * Product Niche
2. Objective e Sell Product
3. Expertise * Narrow and Deep

* Own Issues and Goals
* Realize Goals

* Broad and Deep

* Product Specific

4. Deliverables * Product * Knowledge
¢ Product Expertise e Strategies
* Qutcomes
5. Communication * Product Technical * Needs
* Benefits e Strategies
* Complex * Value
* Industry-Focused e Outcomes

6. Process * Transactional
¢ A Sales Call
7. Role * A Salesperson

Instead of focusing on consumer needs
with the intent of helping consumers
realize their goals, product-centric FAs
(PFAs) tend to focus on their own
specialty/product niche with the primary
intent of selling their product/service.
Consumers need FAs with a real depth
and breadth of knowledge and offerings
to attain the financial outcomes they
desire. However, PFA offerings are
generally limited to only their products.
Consumers want to gain a better
understanding of the complex issues and
options in front of them, yet PFAs regu-
larly communicate in industry jargon and
technical terms. Ultimately consumers
are looking for a trusted advisor who is
truly consultative in approach, yet PFAs
tend to act more like salespeople and are
transactional in approach.

As a result, interactions with FAs
usually leave consumers wanting more.
In fact, a study published by Accenture
indicates that as many as three out of
four consumers switch FAs before
settling (maybe literally) on one. The
flip side to these findings is FAs are losing
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e Simplify the Complex
e Consumer-Focused

e Consultative
* A Partnership

e A True Advisor

three out of four prospective clients.
This suggests that instead of attracting
today’s consumer, product-centric
practices often drive them away.

Where are the FAs you support on
the value continuum? What about your
own practices’

A Bleak Future

Product-centric strategies cannot
fulfill the needs of the marketplace;
these practices do not give consumers
what they want or need, nor are they an
adequate vehicle to help advisors get
to the next level in their practice,
particularly if the goal is to attract more
affluent consumers. In fact, further
research from CEG Worldwide suggests
that the vast majority of advisors believe
that a more comprehensive approach
to providing financial advice will
become the dominant business model.
And from this, over 75% of more
successful advisors surmise there will be
a thinning of the ranks, that is, fewer but
much more successful advisors.

Notably, the broker/dealer community

that relies so heavily on recruiting talent
to drive growth is already feeling the
affects of scarcity of top producers, as
acquisition costs are becoming prohibi-
tive. Because of this, BDs are realizing
that future growth needs to be organic
and many think it will be best found by
increasing the performance of their
existing advisors.

So employing higher-value, client-
centric business models may not just be an
option for advisors to achieve greater
success, it may very well be necessary for
FAs to maintain practice sustainability
and for the platforms they represent to
generate the sustainable growth they seek.
And, the distribution industry can help.

Elevating the Wholesalers
Role and Affect

Financial advisors want and need
help, yet just as there is a value-gap
between FAs and consumers, a similar
gap exists between wholesalers and FAs.
Most wholesalers employ product-
centric strategies in their territories, and
FAs need help that transcends simply
‘product’. The Seven Practices of High-
Value Financial Services Professionals™
offers a value-centric business model
that transcends product and captures
the language, processes, and deliverables
employed by the best in the industry.
The Seven Practices is both:

1. A comprehensive ‘methodology’ to
help wholesalers employ higher-value/
higher-producing practices and

2. A comprehensive and robust ‘tool’
for wholesalers to use to help advisors do
the same.

The Seven Practices provides the
path and building blocks to create the
ultimate sustainable value-add whole-
salers (and those that support them)
that are of great value to the platforms
and advisors they serve.

Building the Foundation, cont. on page 7
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So what can you do to be of greater
value to the FAs you serve? Let’s start by
taking a closer look at the foundation of
The Seven Practices.

Operate From a Value
Laden Foundation
Practice 1 — Seek to Help Others Succeed
The first step to fulfilling a deeper
and more meaningful role and driving
needed behavioral change is to
acknowledge that the industry’s current
product-centric model is not fully serv-
ing the marketplace. This may seem like
heresy to some, yet the truth is that the
financial services industry is suffering
from rampant commoditization and
widespread consumer dissatisfaction;
net sales of insurance products are flat or
declining, and many FAs find little
value in what wholesalers have to offer.
Helping FAs employ the compre-
hensive and consultative practices that
consumers seek starts with recognizing
that wholesalers need to deliver more
than just great products (and product

Practice 1
A High-Value FSP is Driven to Help
Others Succeed

Practice 2

A High-Value FSP Possess In-Depth
Understanding of Value and Core
Issues

Practice 3
A High-Value FSP has In-Depth
Knowledge of Financial Planning

Practice 4
A High-Value FSP is Equipped with
Robust Strategies and Deliverables

Practice 5
A High-Value FSP Utilizes High
Performance Processes

Practice 6
A High-Value FSP Effectively
Conveys Value

Practice 7
A High-Value FSP Employs a
Truly Consultative Approach
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support) to serve the real needs of the
consuming public, particularly the afflu-
ent and the financial advisors that serve
them. It requires operating with the
genuine purpose to help others succeed
— to help both advisors and their
clients achieve their financial, life,
retirement, and legacy goals.

Being driven or compelled to help
others succeed is not a cliché, but a fun-
damental operating principle. It is the
motivating force that drives and the
directional beacon that guides. It leverages
the time tested truth that those who put
themselves last will be first, and that
having an unparalleled focus on satisfying
the customer is integral to long-term
business success.

Therefore, you want to ask yourself,
what is the driving purpose of your work:
to sell product or to help others?

Practice 2 — In-Depth Understanding of
Own Vdlue and Core Market Needs

Helping financial advisors and their
clients achieve greater success also
requires a thorough understanding of
both consumer and FA needs and the
ability to clearly articulate the value
delivered through the industry’s product
and services.

While most believe that product per-
formance is the key attribute to adding
value in either the wholesaler-to-FA or
FA-to-client relationship, the consuming
public is saying otherwise. Research from
Case Western University reveals that,
while performance is on their radar screen,
consumers instead are more interested
in working with financial advisors that:

e Simplify the complex process of
financial planning: Financial advisors
must truly help consumers grasp the
concepts, ideas, and strategies needed to
optimize their wealth;

e Sincerely value the relationship:
Financial advisors need to make consumers

Building the Foundation, cont. on page 8

On the
Road to

STP

How Compliant Is Your
Electronic Processing?

When addressing implementation, one of
the first things that a company must do is
compare its current practices for electronic
processing to that of the NAVA STP
Standards. Just because a firm is doing
electronic processing, does not mean that
it is compliant with the standards. As a
matter of fact, many companies that have
done an analysis have found gaps in their
current state. The following is a sample of
some of the types of activities that need to
be analyzed and vetted — and they differ for
distributors and insurers.

For Distributors:

v ldentity Authentication — That recorded
verification has been done and retained
as part of the transaction record.

v Consents & Notifications — That these
are complete and documented.

v Sequencing of Events — That the prescribed
order within the sales and application
process is occurring as defined, including
signature capture at point-of-sale.

v Privacy Requirements — That all data
transmissions are secure and there is use
of ‘safe harbor portals for collecting
information and signatures from clients.

v Records Management — That all material
events and artifacts are captured and
retained in the prescribed manner.

For Insurers:

v/ Accuracy of Product Data—That all prod-
uct profiles (PPfAs) are accurate, complete,
and made available on a timely basis to
distributors and other third-parties.

v Electronic Forms — That all fields of the
forms (including signature blocks) conform
to the standards and are properly tagged
for the order entry platforms.

v Records Management — That all elec-
tronically presented and/or signed
documents can be received and managed
as prescribed.

For more information about the STP

Standards Initiative, please contact
Deborah Tucker at: dtucker@navanet.org.
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feel important, regardless of the size of
their assets;

e Exercise integrity: Consumers
need to trust that their financial
advisors are putting the consumer’s
needs above everything else and finally;

® Perform: Financial advisors need
to demonstrate that they consistently
generate the desired outcomes for the
consumetr.
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THE SEVEN PRACTICES

of High-Value Financial Services Professionals

Recognizing that client satisfaction
and success drive FA success, the funda-
mental focus of high-value wholesalers
not only shifts from product to value, but
also from just the FA, “Mr. ‘FA’ what do
you think about this product solution?” to
the client and the FA, “Mr. ‘FA’ what
would your clients say about the value of this
strategy?”, and “Mr. ‘FA’ how will delivering
the value of the strategy affect your success?”

The conversation goes from telling an
FA what is new, changed, or added to the
product and how it will help the FA ‘grow
their business’ to discussing how the FA
can leverage the value inherent in the
product and services offered to help their
clients achieve their financial, life, retire-
ment, and legacy goals and, as a result,

how that will help the FA enhance their

practice success and sustainability.

Communicate Real Value

Product knowledge and expertise no
longer suffice without the capacity to
convey the value realized from their
strategic application. Consumers (and
subsequently FAs) care more about
what a product does for them in the
context of their financial and life goals
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and the degree to which it helps them
succeed, than they do about what a
product is or its features and benefits.
Effectively conveying the value of the
industry’s offerings necessitates:

1. An understanding of the value
inherent in one’s products and services
(different than features and benefits);

2. How the value helps consumers
and FAs overcome the critical barriers
that may impede their success and;

3.The ability to comprehensively
communicate ‘value’, with the same
depth as a product explanation, in lan-
guage that resonates with consumer and
financial advisors.

For many wholesalers and the
companies they represent, this is a skill
yet to be mastered.

Finally

Developing high-value wholesalers is
not a ‘flavor-of-the-month’ initiative, but
instead a necessary innovation in business
modeling to meet the more comprehen-
sive needs of today’s FA and consuming
public. Maximizing the effect of whole-
salers (and those that support them)
requires sustained attention and commit-
ment to more value-centric strategies,
and the rewards that come from fulfilling
the markets’ core needs are immense. By
being of greater value to FAs in their
quest to fulfill the real needs of today’s
consumers, the distribution industry can
fulfill an even more prominent role in the
success of today’s FA and consumer,
and ultimately be that small group of
thoughtful professionals that “change the
world”. Are we up to the task?

Tom Rieman is founder of Impact Traiming
and Consulting, Inc., a firm dedicated to
developing higher-value and higher-performing
fmancial services professionals. This article is
an excerpt from his upcoming book Bridging
the Vialue Gap: The Seven Practices of High-
Value Financial Services Professionals™.
For more information he can be reached at

888-479-9623 or r@impactful net.
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MARKETING CONFERENCE
February 24-27, La Quinta, CA
La Quinta Resort & Spa

COMPLIANCE & REGULATORY
AFFAIRS CONFERENCE

June 1-3, Washington, DC

JW Marriott Pennsylvania Avenue

OPERATIONS & TECHNOLOGY CONFERENCE
June 29-July 2, Philadelphia, PA
Philadelphia Marriott Downtown

17TH ANNUAL MEETING
October 5-7, Philadelphia, PA
Philadelphia Marriott Downtown
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MARKETING CONFERENCE

February 22-25, Palm Desert, CA

JW Marriott Desert Springs Resort & Spa

OPERATIONS & TECHNOLOGY CONFERENCE
June 28-July 1, Boston, MA
The Westin Copley Place

18TH ANNUAL MEETING
September 19-22, Boston, MA
The Westin Copley Place
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website at www.navanet.org.
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