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Objectives:

» Understand broadly the concept of ‘Trusted Advisor’

» Understand the needs, motivations and obstacles affecting clients
decisions

» Help clients think about their needs and potential solutions, in
mutually beneficial ways

* Reduce clients concern and resistance by making
recommendations in more compelling ways

* The intent is to help you think in a way that helps you build stronger
relationships with clients

* [ncrease your success
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Agenda

Trust and it’s implications
Trusted Advisor

Client Decision Making Process
Influence Process

Next steps
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The SPEED of Trust — Increased trust results in
Increased speed and lower costs

Trust is confidence - you know it when you feel it.

I Trust =1/ Speed !| Cost

You can have all the facts and figures, all the supporting evidence, all

the endorsements that you want, but if you don’t command trust, you
won’t get anywhere — Nail Fitzgerlad

- The Speed of Trust by Stephen M R Covey g




Insights on Trust

*Grows, rather than just appears
(AN s

*It can be effectively taught and learned
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|t can become a leverageable, strategic
advantage ik B

*|s both rational and emotional
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It entails risk 15 1F /& AU 1
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Trust and Value Relationship

* The more value you provide, the
greater the client’s trust in you

Val u e * The greater the client’s trust in you,
} the more value you are allowed to

Trust

provide

* The greater the clients trust in you,
the more you can influence their

perspective and their decisions
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The Evolution of a Client-Advisor Relationship
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Characteristics of Trusted AdvisorsES Gt

Executive feedback on Managers who seek to be the Trusted
Advisors must first build their credibility in these ways...

. Do homework on our challenges . Be able to marshal resources
and then offer solutions that create in their company to get
value things done
WEF TR RBAEMERTTE RE S BT BRI R

. Give us solutions to problems that . Serve as our spokesperson
could not be developed by people and represent our interests in
In our own company their company
X 1) R IR TT 58, RN ] A RBASAS 2 HEREGTARNRSZHR
H . Help us separate logic from

. Act like they’re entering a long-term emotion
relationship as opposed to B ETE . BE RS
pursuing a single transaction ] _
EIRKIE. NEHE— A5 . Demon;trate mtegr_lty and

capability as a business-

. Be consistent, dependable and person
forthright in all conversations and BI/E AR AR EEMNGE S
discussions
ﬁﬁ}ﬁ—ﬁ[\ Ej‘u'ﬁim‘ Eﬁ?ﬁ The Trusted Advisor by David Maister, Charles M

- Green, and Robert Galford.



Client Relationships: Thinking Persons Game

How you Think determines what you See,

\What you See determines what you can
Know,

«\WWhat you Know determines Who you can
Know,

Who and What you Know determines your
Influence,

*Your Influence is your Advantage
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Client Decision Making Process

* The need to establish a more desirable situation —
iInduced by a random event
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 Dialogue begins— defining and exploring the
difference and getting perspectives
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» Solution forming — time to solidify the criteria for the
solution

TR T 58— B P 7 R
» Course of action — alternatives / status quo
178 B8 —— Al AR R
* Implementation — Weighing the risks and committing
to a course of action M
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Understanding the Client

» Strong due diligence

— web sites, SEC filing, Analyst calls, press
releases, chairman letters, Google alerts

— understand internal and external issues the
company is focusec

» Internal — operational, financial, organizational,
product or technology

» External — clients, competitors, suppliers, regulatory,
globalization

» Continuous and ongoing process of
learning and discovery ﬁ
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Influence Process

Get Involved —
 Establishing credibility for yourself and your company
Client Perspective -

« What are the priorities, motivations and obstacles affecting their
decisions?

Providing fresh perspective-

» Exploring the potential value of issues addressed by your
solution.

Form mutual understanding —
 Clients situation and needs
Recommendation —

Course of action

Get commitment from Client
Deliver as promised
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Take Aways

 Performance iIs foundational.
Without this it will be difficult to
build meaningful relationships

* Treat each client, relationship as
unigue

* Strive to learn more about the
client and its people every day

*ALWAYS BE CLIENT FOCUSED
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