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Presentation

Presenter Notes
Presentation Notes
Welcome – thanks for coming.  I’m (name and title) with First Eagle. Today will be focusing on strategies and tactics that are built to help grow your business while retaining your current clients. 
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Running a Business that Attracts 
and Retains High Net Worth Clients
“We are what we repeatedly do. Excellence, then, is not an act but a habit.” 

Aristotle

Presenter Notes
Presentation Notes
In this first section, we’ll address your current business processes and client service offerings. In our experience, it’s helpful to have a high-functioning business and a client-service-oriented mindset as a foundation for a successful client acquisition strategy. Let’s take a moment to think about your favorite hotel. What are some of the attributes that made it one of your favorites? Was it the services they provided? Was it the individuals who worked there? Was it going above and beyond what you expected? Take time to reflect on your own business. What do you currently do that creates that five-star experience for your clients and prospects?
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Financial Services the Affluent Receive

Source: Oechsli Institute Research, 2016
The Oechsli Institute offers proprietary research on the financial services industry and specializes in helping financial professionals grow their business. 
. 

88% Investment Management

73% Financial Planning

35% Tax Planning

34% Estate Planning

21% Life Insurance

20% LTC Insurance

16% Document Organization

Presenter Notes
Presentation Notes
As this slide clearly illustrates – today’s affluent are NOT receiving comprehensive wealth management – which is what they want.   Most financial professionals focus on investments, nearly three-quarters claim to do financial planning – but when it comes to capital preservation; insurance, tax or even keeping financial documents current and organized – many teams are missing the mark. And as you seek to upscale your clientele in the High Net Worth (HNW) marketspace, their demands are going to be more expansive and complicated. These services are not just great options to offer anymore, they are standard and should be expanded upon to build a sophisticated client experience. 
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1. Client Onboarding: How can you make the first 90 days spectacular?

2. Client Review Meetings: How do you create an experience that is productive and enjoyable?

3. Client Events: How should your events run, from conception to follow-up?

4. Market Volatility: How do we proactively reach out to clients during times of volatility?

5. Small Tokens of Appreciation: When and how should you send small gifts to clients?

Consistency through SOPs

Presenter Notes
Presentation Notes
Here are some things to consider when setting up your processes: 
Client Onboarding: How can you make the first 90 days spectacular?
Client Review Meetings: How do you create an experience that is productive and enjoyable?
Client Events: How should your events run, from conception to follow-up?
Market Volatility: How do we proactively reach out to clients during times of volatility?
Tokens of Appreciation: When and how should you send small items to clients?
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Articulating Your Value

“Your brand is what other people say when you are not in the room” 

Jeff Bezos

Presenter Notes
Presentation Notes
After discussing what you should be offering your clients in terms of services, how are you supposed to articulate this value to your clients in a manner that resonates with them? We’ll discuss more in this section. 
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Value Proposition Should Address These Questions

• “What do you do?”

• “Why do you do it?”

• “How can you help me?”

• “What makes you different?”

• “What can I expect from the relationship?”

• “How does a team approach contribute to my 
financial success?”

• “How do you execute a holistic financial plan?”

Articulating Your Value

Messaging Should Be

•Consistent

•Concise

•Meaningful

•Repeatable

•Intentional

Presenter Notes
Presentation Notes
When building your value proposition statement, you should focus on answering these questions. 
“What do you do?”
“Why do you do it?”
“How can you help me?”
“What makes you different?”
“What can I expect from the relationship?”
“How does a team approach contribute to my financial success?”
“How do you execute a holistic financial plan?”
When you come up with your messaging, it will make it easier on your clients and prospects for them to remember if it’s consistent, concise, meaningful, repeatable and intentional. 
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Proactive: Demonstrates you are thinking about the client

Predictable: Clients know when they can expect to hear from you

Accessible: Provide clients with the comfort of knowing they can reach you when needed

Suggestions for a recurring communication strategy:

Predictable Communication Plan

Communication Type
Platinum Clients

(Top 10%)

Gold Clients

(Top 11‒25%)
Silver Clients

(Top 26‒50% Clients)

Proactive Touch Base Monthly Quarterly Annually

Personal Consultation 

and Portfolio Review
Quarterly Semiannually

Annual Virtual/

Phone Conversation

Relationship Building 

Offsite Event
Semiannually Annually

Annual Large 

Group Event

Presenter Notes
Presentation Notes
Creating a predictable communication plan helps reinforce with clients that you are there for them through all market environments, not just when things get rough. Here are some ideas on communication plans but please adjust to your clients’ needs. 
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Incorporating Holistic Financial Planning is No Longer Just an Option

Percentage of HNW Advisors that expect to 
have significantly more conversations on 
these topics over the next few years. 

Source: Equitable, InvestmentNews Research, 2020

Additional considerations 

Planning for the future 

• Health care

– Biggest expenses during retirement

• Cyber Security

• Sequence of returns

• Cash flow management

33%

25%

23%

24%

21%

17%

13%

11%

Physical well being/health care

Financial Situation

Independence/moving to assisted living

Emotional/mental well-being

Life goals

Real estate

Charitable giving planning

Education/college planning

Presenter Notes
Presentation Notes
As mentioned earlier, comprehensive wealth management is no longer a nice to have for financial professionals, it must be a part of the business if you want to remain competitive. In another study conducted by Equitable and Investment News Research, there’s expectations that even more topics are going to become a regular part of conversations with HNW clients. 
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Curating Prospects from Current Connections

“People influence people. Nothing influences people more than a recommendation from a trusted 
friend.”

Mark Zuckerberg

Presenter Notes
Presentation Notes
Now that we’ve discussed setting up your business practices for success and being able to articulate your value proposition, we can transition to where are places that you can source prospects that match your ideal client profile. 
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The average person knows more than 600 people. Help them narrow their focus.  

Identifying Potential Clients Through Current Connections

Colleagues

Organizations Neighbors

Client

FriendsProfessional

Recreation

Family 

Sourced 
Names

Sourced 
Names

Sourced 
Names

Sourced 
Names

Sourced 
Names

Sourced 
Names

Sourced 
Names

Sourced 
Names

Sourced 
Names

Sourced 
Names

Sourced 
Names

Sourced 
Names

Sourced 
Names

Sourced 
Names

Presenter Notes
Presentation Notes
The average person knows more than 600 people. It’s probably even more once you add in social networks such as LinkedIn, Instagram, Facebook, TikTok. When you speak with your current connections in regard to referrals, help them help you. If these individuals trust you with your assets, they likely want to help you succeed as well. Oftentimes when you ask a client if they know anyone who may be a good fit for your practice, they’ll respond with “Let me think about it.” Their intentions are often sincere but unfortunately life can get in the way, they’ll leave the meeting and can be distracted by work or family or a long to-do list that they need to get to.  Help them by narrowing down their focus. 
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Section Header

GAMEPLAN: Building your Advocates

• Create a target list of your best relationships (5-15)

o Willingness & Ability 

• Monthly Contact

o In person every other month (meeting, lunch, coffee, spouse 

dinner, etc)

o Ideas for not in person contact (phone call, gift, hand-written 

note)

o GIFTology - Personalized gift at a random time based on their 

interests, family, travel, etc.

• Coaching the Introduction

o “If you have ever wanted to introduce someone to me, but 

didn’t know what to say, here is the best way to introduce me…”

• Create the Avenue for Introductions

• SMALL group events tailored to 1 client or like-minded clients
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Section Header

The Power of Gifting

• It’s the Thoughtfulness of the Thought that 

counts 

• Personalize

• Give gifts at unique times

• Client Anniversary

• Surprise & Delight timing

• Make it a Process

• List of advocates & prospects

• Budget

• Frequency
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The opinions expressed are not necessarily those of the firm. These materials are provided for informational purpose only. Any statistic contained herein have been 
obtained from sources believed to be reliable, but the accuracy of this information cannot be guaranteed. The views expressed herein may change at any time 
subsequent to the date of issue hereof. 

First Eagle Investments is the brand name for First Eagle Investment Management, LLC and its subsidiary investment advisers.

FEF Distributors, LLC (“FEFD”) (SIPC), a limited purpose broker-dealer, distributes certain First Eagle products. FEFD does not provide services to any investor, but 
rather provides services to its First Eagle affiliates. As such, when FEFD presents a fund, strategy or other product to a prospective investor, FEFD and its 
representatives do not determine whether an investment in the fund, strategy or other product is in the best interests of, or is otherwise beneficial or suitable for, 
the investor. No statement by FEFD should be construed as a recommendation. Investors should exercise their own judgment and/or consult with a financial 
professional to determine whether it is advisable for the investor to invest in any First Eagle fund, strategy, or product.

© 2023 First Eagle Investment Management, LLC. All rights reserved.

Disclosures

Presenter Notes
Presentation Notes
[Read disclosures]
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