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Scott McKain 

ÅInternationally known expert, speaker and best-

selling author 

 

ÅMember of the Professional Speakers Hall of 

Fame 

 

ÅMember of the Speakers Roundtable, the top 

20 business speakers in the nation 

 

ÅAuthor of three books, each #1 on 

Amazon.comôs best business sellers 

 

ÅLatest Release, ñCollapse of Distinctionò, 

names by Miami Herald, Huffington Post and 

thirty other media outlets as one of the ñTen Best 

Business Booksò of the year 
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Todayôs program will examine... 

Å Several critical issues for financial advisors: 

Å Why is it so difficult for clients and prospects to tell the 

difference between my practice and others as a high net 

worth advisor? 

Å How can I get the attention of the right prospects? 

Å What does it take to ensure client loyalty? 

Å Are there any secrets to gaining more ï and more 

impactful ï referrals from my current clients? 

Å ...and more! 



John Cougar Mellencamp 

Å Remember the singer? 

Å How about the song, 

ñSmall Townò? 

Å My all-time favorite song! 

Å I was born in the SAME 

small town! 



Crothersville, Indiana 



Crothersville, Indiana 

Å My parents owned the sole grocery store in 

our little town 

Å Until... 



WHY did you shop here? 



It taught me... 

Å The importance of the emotional connection 

Å Product is NEVER enough, on its own 

Å Product is EASILY duplicated by your competition in 

financial services 

Å The EXPERIENCE you create will be the critical factor 

to your success! 



That does not mean... 

Å Products are unimportant! 

Å They are the instruments of your business 

Å Performance is unimportant! 

Å No one has a great experience when their high net 

worth advisor dramatically underperforms! 



It DOES mean... 

Å Creating distinction in the marketplace via the 

compelling experience clients have with your 

practice can make you stand out and move up, 

regardless of the volatile economic situation we 

ALL ï clients and advisors, alike ï are sharing. 



As we deal with clients... 

Å One of the most difficult concepts for professionals 

to grasp is the fundamental difference between 

client service and the client experience.  

 

Å They often has been used as interchangeable 

terms. 

 

Å However, they are VERY different from one 

another! 



The Three Levels of Interaction 



Three Levels of Client Interaction 

Å This program will examine the Three Levels of 

Client Interaction. 

 

Å ALL three are critical to creating the Ultimate 

Client Experience! 



Three Levels of Client Interaction 

Å The Three Levels are PROGRESSIVE! 

Å Meaning if you do not fulfill the clientôs expectations and 

desires at a earlier level, nothing you do at later levels 

will have traction from the clientôs point of view 

 



Level 1: Processing 

The Three Levels of Interaction 



Three Levels of Client Interaction 

Å Level One: PROCESSING 

Å Processing consists of the elements of the 

transaction the client has a right to expect we will 

deliver flawlessly. 



Level One: PROCESSING 

Å Youôre fourth in line as you are driving through a 

local fast food restaurant.  

Å The line of cars moves slowly as they snake their 

way through the line to approach the speaker to 

place an order.  



Level One: PROCESSING 

Å As you finally make it to the point where you can order 

your lunch, you are greeted with this sound from the 

speaker:  

ñGOODAFTERNOONWELCOMETOFASTBURGERSMAYI

TAKEYOURORDERPLEASE?ò 

Å You place your order for lunch and then hear: 

ñTHANKYOUNEXTWINDOWò 

 



Level One: PROCESSING 

Å A disinterested, gum-chewing cashier takes your 

money and points you to the next window, where 

a disinterested clerk pitches a bag of food at you.   

Å Have a nice lunch. 

 



Level One: PROCESSING 

Å Did the fast-food restaurant ñdo their job?ò 

Å You were delivered a meal 

Å You didnôt have to wait an inordinate amount of time 

Å The problem is, you were ñprocessed.ò 



Level One: PROCESSING 

Å Letôs be clear: 

Å Any organization MUST process its Clients! 

Å You must deliver on what the client has a right to 

expect. 

Å In this point, a fast food meal 



Level One: PROCESSING 

Å Two problems: 

Å #1) Sometimes we confuse ñprocessingò with 

ñserviceò or ñexperience.ò 

Å #2) Processing is not nearly enough to create a 

sense of loyalty and a feeling of an ñexperienceò 

from the client. 



Level One: PROCESSING 

Å Processing consists of the basic elements of the 

transaction any client has a right to expect 

because they have chosen to do business with us, 

instead of our competition. 



Level One: PROCESSING 

Å Clients want ï and expect ï your organization to 

provide them Level One in a timely, efficient and 

consistent manner.   

Å Clients want the processing that exists in any 

business situation to be accurate and well 

organized. 

 



Level One: PROCESSING 

Å Clients understand there is always going to be the 

element of processing in dealing with any 

organization. 

Å They just donôt want it to be the sum of the 

relationship. 

Å If all you offer is processing, it is never enough to 

create a loyal client ï or an Ultimate Client 

Experience! 

 



Level One: PROCESSING 

Å However, you cannot build loyalty and significant 

relationships with Clients if you cannot perform at 

Level One.   

Å If I have to wait in the lobby for an hour, or my 

statement is incorrect, or telephone calls arenôt returned 

promptly ï why should I even give you a chance to 

gain additional business? 



Level One: PROCESSING 

Å Clients do NOT want you to ñmake it right.ò 

Å Clients want you to ñGET IT RIGHT!ò 

Å They have a right to EXPECT that Level One will 

be executed perfectly! 



Level 2: Service 

The Three Levels of Interaction 



Level Two: SERVICE 

Å What is ñclient serviceò anyway? 

Å Here are some varied definitions: 

Å ñActivities and programs provided by the seller to make 

the relationship a satisfying one for the client.ò  

Å (Basic, but not bad) 

Å from the website of the Northern Colleges Network in the 

United Kingdom. 



Definitions of ñclient serviceò 

Å ñThe activities that support orders, including application, 

advice, configuration, order processing, handling, post-

sale communication and special services. The primary 

objective of client service is to increase client 

satisfaction, operational efficiency and client loyalty.ò  

Å (Does this one sound to you like a committee wrote it?) 

Å  from the consulting company FiveTwelve Groupôs website  

 

 



Definitions of ñclient serviceò 

Å ñThe degree of assistance and courtesy granted those 

who patronize the organization.ò  

Å (Usually when dealing with client service issues, expect the 

client to assume the ñdegree of assistanceò to be the Third 

Degree ï not a good thing) 

Å from the ñNational Business Research Instituteò website 

 



Definitions of ñclient serviceò 

Å ñThe area of the company that provides product 

information, help and/or technical support to new 

Clients and sells them the products or services they 

need or want.ò  

Å (This one made my blood boil!) 

Å from the ñBusiness Trouble Shooterò website of Halverson-

Quigley Management Systems 



Definitions of ñclient serviceò 

Å These definitions help us understand the basic 

problem with the level and quality of client service 

thatôs driving your Clients crazy!   

Å Every statement listed ï and many others ï 

discuss ñactivitiesò and ñprogramsò and ñdegree(s) 

of assistance.ò  



Definitions of ñclient serviceò 

Å NONE talked about the ñvaluesò or ñcommitmentò 

or ñmissionò of a business to their Clients. 

Å One of the definitions cited here even restricts 

client service to ñthe AREA of the companyò... 

Å As if ONLY that specific division or area was 

responsible for ï and responsive to ï the needs of 

Clients! 

 

 



Level Two: SERVICE 

Å Level Two: SERVICE means you 

have a commitment to taking the way 

you interact with your Clients a level 

above mere processing. 

Å It means that youôve pledged as a 

professional, department, or 

organization that youôll meet a higher 

standard. 

Å EVERYONE in the organization is 

serving a client! 



Level Two: SERVICE 

Å After youôve processed the client correctly, they 

ask, ñNow what?ò   

Å And, therefore, SO SHOULD WE! 

Å What should happen NEXT? 

Å In other words, how will you, as a high net worth 

advisor, prove by your actions that service to your 

Clients is part of the very fabric of your 

organization? 



Level Two: SERVICE 

Å In part, SERVICE is the comprehensive effort 

made by the organization to ensure that ï even as 

we PROCESS the client perfectly ï they do not 

notice the processing! 



Another point on SERVICE 

Å When you attend a movie, the product (the movie) 

may be wonderful... 

Å But if the theater is dirty 

Å if the popcorn at the concession stand is stale  

Å if the bulb on the projector is so old that the movie isn't 

as bright as it should be 

Å You aren't going to be satisfied.  



Another point on SERVICE 

Å The product might be magnificently assembled, 

but if the service is not there, the client is not 

going to want to repeat their business with your 

organization. 



Level 3: Experience 

The Three Levels of Interaction 



Level Three: EXPERIENCE 

Å PROCESSING and SERVICE are critical to the 

success of your organization. 

Å However, CLIENT LOYALTY is created ONLY at 

Level Three: EXPERIENCE! 

 



Level Three: EXPERIENCE 

Å A great product and great service MAY cause a 

business to obtain and retain Clients on an 

occasional basis.  

Å A great emotional experience will cause a 

business to connect with its Clients, to bond with 

them and secure a lifetime of loyalty.  

Å Creating such a bond is one of the hardest parts 

of client relationship. 

 



Level Three: EXPERIENCE 

Å The EXPERIENCE takes what you have already 

created in Levels One and Two... 

Å ...and ADDS the elements of: 

Å PERSONALIZATION 

Å The client believes you are creating a solution for THEM 

Å EMOTION 

Å The client feels emotionally engaged with you 



Level Three: EXPERIENCE 

Å A reason contemplating an Ultimate Client 

Experience can be challenging is it takes a non-

technical, and difficult aspect of business to a 

much higher level.  

Å Many high net worth advisors feel more 

comfortable dealing with the concrete, definable, 

and measurable aspects of business.  



Level Three: EXPERIENCE 

Å We are often ï and rightfully ï extremely proud of 

the technical aspects of the products we 

represent, or the services we provide, to our 

clients. 

Å In part, because we have spent so much time trying to 

develop a superior methodology or service 



Level Three: EXPERIENCE 

Å Unfortunately, the result can often become we 

think like money managers and marketers rather 

than clients and prospects. 



Level Three: EXPERIENCE 

Å Clients blend:  

Å the facts about the quality of your product and the 

delivery of your service  

Å with the feelings they have about the experience of 

doing business with you 



Level Three: EXPERIENCE 

Å When Clients connect with your product, they are 

interested.  

Å When Clients connect with your service, they are 

appreciative.  

Å When Clients connect with your experience, they 

can become amazed! 

Å They want to repeat the experience you provide 

Å They become loyal to your products and services 

 



Level Three: EXPERIENCE 

Å The client experience is the powerful feeling that 

is generated when: 

Å The processing goes perfectly  

Å The service element is impeccable 

Å And there is a compelling emotional element that 

engages the client. 



Level Three: EXPERIENCE 

Å It means youôve knocked it out of the park in both 

Level One and Level Two ï but, youôve done more 

than handle and assist: 

Å Youôve emotionally moved the client! 



The Three Destroyers of Differentiation   



What is ñDistinction? 



Progression Toward Distinction 



Destroyer #1 

ÅCopycat Competition 



Destroyer #1: 
Copycat Competition 

Å If you have an edge, I seek to either: 

Å imitate it  

Å improve upon it incrementally  

Å The problem is, it gains us NO traction with 
our customers in the marketplace 

Å Many organizations - & high net worth 
advisors - focus more on the competition  
than the customer ! 



58 

Destroyer #2:  
Global competition & Instant Communication 

Å Clients are globally interconnected. 

Å Meaning they have more access than ever before 

to insights & information that was previously 

proprietary. 



59 

Destroyer #3:  

Familiarity Breeds __________ 

ÅMom always told me:  

Å Familiarity breeds contempt.  

Å With all due respect...it s not true! 

Å Familiarity breeds 

complacency .  



60 

ÅThe more familiar clients are with what 

you do  

Å-- and how you do it --  

Åthe more likely they are to take you for 

granted. 

ÅAND...the reverse is true, as well! 

Destroyer #3:  
Familiarity Breeds Complacency 



The Four Cornerstones of Distinction 

  

  

  


