“What Got You Here...

..Won't Get You There
(Post 2012) !”

“Differentiate or Die”




Commission

Pressu re Threatened

Post 2012

“The Causes” Weak

Servicing

Technolpgy
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New Model Response?

Commissions to Fees?
Assets Under Management?
Client Segmentation?
Service Proposition?

Wraps & Platforms?

Chartered or Certified?
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Key #1: A Business That Works

Practice

“Differentiate or Die”




Definition: A Business That Works

“Being a true entrepreneur is a conscious
decision.

It's a decision to invest Iin infrastructure that
allows you to leverage results off other peopl
and systems.

It's an enterprise independent of it's owne

Mark C Tibergien
CEO, Pershing Advisor Solutions
Previously Principle of Moss Adams LLP
(11 largest accounting firm in the USA)

“Tibergien is the only individual to have been name d to the annual 1A
25 list of the most influential people in and aroun d the financial
planning profession every year since the list's inc eption seven years
ago!”
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Hard-Wired For Business Failure

Infancy Adolescence Maturity
(Wonder) (Blunder) (Thunder)

Business
: < I] Separate
! St (Sep

Entity)

Problem!

What
The Business

@ é Needs...

Is Not Necessarily
What
The Owner
Wants!

Business
Owner
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How Successful Business Leaders Think

Movers and Shakers Stack the Deck by Working At
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Context

Structure

Systemic

Far Reaching
High-Level Thinking

To-Do
Tactics
Reactive
Proximate
Gratification

This Level




Conditions = Creating Inevitable Outcomes

/

Inevitable
4 Outcomes
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Conditions: The ‘Inevitable’ Business

S Profitable &
: Valuable

Profitability

Satisfaction/
Retention

Acquisition

e Rl cro

_____________________________ e —

Q/ers Ideology EHE_/

“Differentiate or Die”




~Thriving Post 2012

Key # 2. Client Acquisition Strategy
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Setting Conditions for

Consistent, Perfect-Client Attraction
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Setting Conditions for

Consistent, Perfect-Client Attraction

Positioning Packaging Promoting Performance

Rerfect-Client Attraction Discovery Servicing

(Selling)
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Positioning: “Who On Earth Are You?”

..Niche Market

...Dominant Local

... Technical Speciality

...Unique sales method

...Brand with Local Presence
. ... Standardised Approach

. ... Famous Person/Team
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Questions Your Business Must Answer

“How will I know if
you're talking to ME?”

How will you reach me...
cost-efficiently?”

“Do you understand
what | really want (before
I've even met you)?”

“Do you know what
triggers me to buy
(before I've even met
you?)”
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Positioning: Why A Niche Market?

...Problems
...Solutions
...Budget
...Gatekeepers

...Dominate!
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How To Select Your Profitable Niche!

Demography Industry

Behaviour Psychography
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Why Your Language

Destroys Your Cashflow & Profits!
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“Me,

My Team,

My Service,
You My Expertise,
& My Website ,
Your

My Qualifications,

My Years of Experience,
My Brilliance,

Me, Me, Me...

Blah, blah, blah...

/7277777777277 "

Business
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“YOU
&
Your Business ?

Are you kidding??!!!
Big, Big, Big Clue...

Can you articulate

my problems

better than me?”
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A copy of all the slides...
with |
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The full presentation
on Audio!
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A FREE Copy of
The IFA Marketing Manifesto!
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‘The IFA Marketing Manifesto’
Workshops
oth March (North)
11" March (South)
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