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1. TRUTHS: 

a. if a client doesn’t like you they won’t tell you directly

b. if a client promotes you they like you

2. THEMES:

a. client retention, while an important strategy, is a loss (lost revenue) mitigation strategy and is not a growth strategy; knowing the client is not satisfied is a rear guard action and is not a driver of business

b. driving client satisfaction is as important a strategy/activity as sales or client acquisition strategies 

c. driving client satisfaction is a relatively small expense and directly drives margin 

d. the challenge is to identify satisfied clients, create loyalty and get clients to act as promoters

3. REVIEW:

· Clients are yearning to be told what to do and are willing to “pay up” for consultative guidance and advisory services; but what exactly do they demand? – it varies client to client

· The “ombudsman” – review this role – consultative, multi-disciplinary expertise; a promised land - few firms or individuals measure up (yet) but dramatic staffing and training commitments being made in past 2-3 years and are being made in 2005 staff plans – for many institutions, the first staff investments in over 5 years; service provider or team must move beyond a stewardship (passive) role and toward an advocate/agent/facilitator (active) role

· “Share of client” – review this concept – consistently exceeding client expectations builds trust; conversely, must take stock and assess how their expectations are being met – don’t leave them unfulfilled; trust advances a relationship beyond conventional wealth management issues and into a values driven discussion where opportunities to broaden the client intercourse transcend the conventional investment management delivery and discussion; deepening the relationship affords opportunities to become connected to a clients other professional advisors

· …but how do we disenfranchise (word choice – implies a breach of trust) them – must remove annoyances and inhibitors of quality communication, of access and of information (objective must be transparency)

· client satisfaction multiple – review this concept; serving the client serves the business (in that order!); client satisfaction is self propagating – has exponential effects on business that are measurable and inure to the business

· Client satisfaction - but how do we know? – if a client likes you you can gain greater share of client but service provider must ask “how are we doing”; similarly, senior managers must ask – “how are we doing” to verify or assess the different notional readings

· What are the drivers of client satisfaction:

familiarity - building an intimate relationship

knowledge

trust

conviction

open communication

accessibility/transparency

urgency

pro-activity

4. “The One Number You Need to Grow” (Harvard Business Review December 2003)

· central thesis: to grow a business you need to create “net promoters”; to do that you must determine who is most loyal? most techniques to identify satisfied clients are inadequate (i.e. surveys, focus groups); client referrals are an unambiguous “proof” of client satisfaction

· HBR (more) – promoters, passively satisfied, detractors; make client loyalty a strategic goal; turn passively satisfied into promoters

· HBR (more) – “get loyal clients to be in effect your marketing department”; “loyalty is the willingness of someone – a client – to make an investment or personal sacrifices in order to strengthen a relationship.” “when (clients) act as references, they do more than indicate that they’ve received good economic value from the company; they put their reputations on the line and they will risk their reputations only if the feel intense loyalty”

5. TACTICS

· the ombudsman role is central to an optimal client service delivery, but collaboration w/ colleagues is critical – introducing colleagues will unfurl other opportunities; must avoid a covetous primary relationship management system

· client contact matters – it’s clear that physical contact is correlated to client satisfaction and more highly correlated with lower rates of client dissatisfaction

· client satisfaction activities are energizing and create professional sustainability; most operational/administrative duties and tasks are enervating – business model must allow service provider  to be freed up to face off with client

· to reach the promised land – hire service providers who get it (both the DNA code and the spirit) and free them up to face off with client; the psychometric tendencies of the service provider can be modified to accent strengths and avoid weaknesses; use Myers Briggs examples (i.e. ISTJ, INFP) 

· don’t be afraid to make changes in client management responsibilities - changing the service provider or team  is generally accepted to be a primary source of  client dissatisfaction usually because the client was not consulted; if consulted and if satisfied they will approve

· low client satisfaction situations (often detractors) are candidates for a relationship shift culling; don’t be afraid to cull the herd

· middle band (potentially 60-70%) are passively satisfied and are often “retained” due to inertia – they are not necessarily “satisfied”; the inconvenience of changing managers exceeds their resolve to act

· align load management to play to service provider or team’s strengths to build net promoters

· CRM systems have limitations – they can provide service contact transparency but not do not measure quality

· relationship plans must go beyond investment policy statement (IPS); the IPS is the bare minimum; must contain measurable actions and timelines

· business alignments need to be changed to front, middle, back office – the conventional broker dealer structure must become integrated into bank/trust company delivery; service provider time is an extraordinarily expensive soft cost

· each of these tactics has incremental costs but they need to be seen as high IRR investments – hiring tactics; administrative support; systems support; work station support; tools of analysis; training and education

