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Your Business Poten-al 
Uncover  

Bre$ Davidson 
Founder 



2 

Review 
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Crea*ng True Differen*a*on To 
Create Lead Flow 

Business Lead Flow Founda-ons: 
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Differen*a*on 
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Why does 
differen*a*on 
ma<er? 
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“For your business to really work, you need 
to know who you work best with, what they 

want and how to deliver it to them 
profitably.” 
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Remember 
you can’t be all things to all 
people. 
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Who do you work with? 
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So, how do you 
differen*ate 
yourself? 
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Ideal client avatar doc 

Resources: 
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Segmenta*on 
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Client Segmenta4on 
a.  Iden@fying who you really work with 

b.  Understanding their needs beCer 

c.  To become the killer provider in those segments 

d.  Which improves your pricing power 

e.  And your referral rates 

f.  Streamlining your back office processes (less excep@ons) 

What is the point of segmen/ng your clients? 

Put all that together and profitability  
goes through the roof  
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Business Strategy 
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Business Strategy 
a.  It’s your choice of where you want to go 

b.  It’s the inputs you choose and how you fit them together in your 

unique way 

What is strategy? 

* Google “What is strategy?” – Michael Porter 
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“Strategic posi*oning a<empts to achieve 
sustainable compe**ve advantage by 
preserving what is dis*nc*ve about a 

company.” 

Source: “What is strategy?”, Michael Porter 
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Business Strategy 
1.  Strategy is the crea@on of a unique and valuable posi@on, involving a 

different set of ac@vi@es. Strategic posi@on emerges from three dis@nct 

sources: 

a.  Serving few needs of many customers (e.g. The pension specialist) 

b.  Serving broad needs of few customers (e.g. The HNW financial planner) 

c.  Serving broad needs of many customers in a narrow market (e.g. The 

expat adviser) 

Three key principles underlie strategic posi/oning: 

Source: “What is strategy?”, Michael Porter 
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Business Strategy 
2.  Strategy requires you to make trade-offs in compe@ng – to choose what not 

to do. 

•  Some compe@@ve ac@vi@es are incompa@ble. That is, gains in one area 

can be achieved only at the expense of another area. 

•  E.g. Serving high end and low end clients (the inputs) 

Three key principles underlie strategic posi/oning: 

Source: “What is strategy?”, Michael Porter 
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Business Strategy 
3.  Strategy involves crea@ng “fit” among a company’s ac@vi@es. 

•  Fit has to do with the way a company’s ac@vi@es interact and reinforce one 

another. 

•  When ac@vi@es mutually reinforce one another, compe@tors can’t easily imitate 

them. 

•  E.g. budget airlines have been hard to compete with for full service airlines.  

•  They can’t just lower prices as all the inputs are designed around full service. 

Three key principles underlie strategic posi/oning: 

Source: “What is strategy?”, Michael Porter 
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All of these things ma$er 
Segmenta-on Business 

strategy 

Ideal client 
avatar 
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Finding Your Niche 
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Going niche  
is good 
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WHY ? 
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Going Niche Is Good 
•  Everyone is searching on Google for a niche specialist 

•  Generalists are a bit scary (an unknown quan@ty) 

•  20 years ago finding a specialist was difficult - today it’s much easier 

•  Less compe@@on (not ‘no’ compe@@on) 

Why ? 
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Independent Pension 
Specialists 
www.ipsl.uk.com  



25 

Is that business any 
be<er than you?  
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The Top 5 Issues 
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You need to know your clients’ top 5 issues 
or concerns 
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Top 5 Issues Analysis – Re4rees 
•  Don’t lose my capital 

ü Because this is all I’ve got 

•  Produce enough income to support my lifestyle 
ü Through all market condi@ons 

ü For as long as I live 

•  Family issues 
ü Assist children/grandchildren 

ü Care issues (for my parents, me in future) 

•  Remove the hassle from managing my money 
•  Help me live the life I really want to live 



29 

How to conduct a top 5 issues analysis 
The learning from the top 5 issues analysis 
The top 5 issues for various client segments 

Resources: 
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Where can you 
use this 
knowledge? 
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Website (text, video) 1 
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Online (Unbiased, Vouched For) 2 
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Content marke/ng 3 
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Social media 4 
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Client events/seminars 5 
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Face to face 6 



37 
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Choose some  
wackier branding 
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Why don’t more firms  
try to really 
stand out? 
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It takes some courage  
is this the reason why you don’t 
want to step up? 
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Are you a liCle bit nervous  
or unsure about  

what you believe in? 
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Crea4ng Differen4a4on To Improve Lead Flow 
1.) Know who you work for (Client segmenta@on) 

2.) Complete your Ideal Client Avatar 

3.) Do your top 5 issues analysis for each client segment 

4.) Get clear on your business strategy 

5.) Go as niche as possible 

6.) Get bolder in your branding 

Work to be done: 

These jobs are the founda*on for your 
marke*ng to succeed 
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Business Lead Flow Founda@ons: 
Knowing What You Stand For - 
And How It Wins Clients 
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Start With Why 
•  What is it that mo@vates you? 

•  Why do you love Financial Planning? 

•  What are your values? 

•  What do you believe in strongly? 

•  What do you care about? 

•  What do you hate? 

•  Why? 

Why not share that with your target audience? 
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How do you  
share that? 
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Sharing Your Why 
•  Write about the issues you help people with 

•  In your own style (let the real you come through) 

•  Communica@ng your values strongly and effec@vely 

•  “I’ve read your blogs for ages” 

Content marke/ng 1 
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Sharing Your Why 
•  Some text 

•  Your visual style/brand 

•  Video, podcasts etc 

•  Your blogs 

Website 2 
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Sharing Your Why 
•  TwiCer 

•  Facebook 

•  LinkedIn 

•  Gives you leverage 

Social media 3 
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Sharing Your Why 
•  I know within 5 minutes if I’m in the right place 

•  So do you 

•  So do your prospec@ve clients 

Seminars/Events 4 
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It’s be<er to be different  
than it is to be beCer 
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Fish Financial  
www.fishfin.co.uk  
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Why Content  
Is So Important 
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Start With Why 
•  What is it that mo@vates you? 

•  Why do you love Financial Planning? 

•  What are your values? 

•  What do you believe in strongly? 

•  What do you care about? 

•  What do you hate? 

•  Why? 

Why not share that with your target audience? 
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Sharing Your Why 
•  Write about the issues you help people with 

•  In your own style (let the real you come through) 

•  Communica@ng your values strongly and effec@vely 

•  “I’ve read your blogs for ages” 

Content marke/ng 1 
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Sharing Your Why 
•  TwiCer 

•  Facebook 

•  LinkedIn 

•  Gives you leverage 

Social media 2 
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Sharing Your Why 
•  Write about the issues you help people with 

•  In your own style (let the real you come through) 

•  Communica@ng your values strongly and effec@vely 

•  “I’ve read your blogs for ages” 

Content marke/ng 3 
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The Red House Consul4ng 
hBp://www.theredhousefp.com/ar-cles.php  
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Content 
•  It’s been purchased and is therefore generic 

•  Who’s the only person that knows your clients in@mately? 

•  You need to be involved in the wri@ng of the content (oh no!) 

•  You can s@ll outsource it to a copywriter (yay!) 

The problem with most content is it’s crap: 
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Let’s do an exercise 
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Re*ring Execu*ves 
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Editorial Calendar Exercise 
a.  What are their top 5 issues? 

b.  Brainstorm ar@cle topics around each top 5 issue (15 mins) 

c.  Create bullet points for the ar@cle on a separate page (template) 

d.  Plan out the next 3 months of wri@ng work (template) 

e.  Set aside @me for wri@ng each week 

f.  Make it fun (allow way too much @me) 

For Re/ring Execu/ves: 
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That’s how  
you plan your 

content 
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The Content Crea4on Process 
a.  I write two blogs on one day per week 
b.  If you publish fortnightly you might need one day per fortnight 
c.  One pom (25 minutes) planning 
d.  Two poms wri@ng 
e.  One pom edi@ng, doing 25 headings, click to tweet ideas 
f.  I’m experienced and like wri@ng 
g.  Work out your @mings 
h.  I then send to my copywriter/editor 
i.  She makes changes and I check and sign off 
j.  She then sets up in Mailchimp for distribu@on... 
k.  … and posts on our website and sets up social media for the week 



65 

The Content Crea4on Process  
(Outsourced) 
a.  Brief two blogs at one sikng with your copywriter 
b.  Allow 25 minutes for each blog (1 hr per week, or per f’night) 
c.  Give them your thoughts - tell them client stories 
d.  Let them ask ques@ons to get to the core of the issue 
e.  Have them read back their angle to you 
f.  They dral ar@cles and send to you for a read 
g.  You provide feedback 
h.  They finalise 
i.  They set up in Mailchimp for distribu@on... 
j.  … and post on your website and set up social media for the week 
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How To Create 
Compliant Content 
That Doesn’t Suck 
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Follow the process 
I’ve just outlined 
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Crea4ng Good Content 
Plan ahead Step 1:  

Don’t do specific product marke@ng Step 2:  

•  Talk about real client issues (not products) 
•  Tell client stories (or composites) 
•  Talk about how people felt 
•  Describe solu@ons in layman’s terms  

Aim to build connec@on and recogni@on Step 3:  

Let ‘you’ come through Step 4:  
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Genera*ng Marke*ng 
Leverage 
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Where can you  
use one piece of 
content? 
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Genera4ng Marke4ng Leverage 
a.  E-newsleCer to clients, Professional Connec@ons, prospect list 

b.  Hard copy newsleCer (if appropriate) 

c.  Social Media (TwiCer, LinkedIn, Facebook) 

d.  Pdf giveaway to subscribe to your list 

e.  Giveaway at client seminar 

f.  Turn it into a seminar topic (for clients and prospects) 

g.  Rehash best of/top 5 blogs for summer/Christmas 

Where can you use one piece of content? 
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Free Tools You Can Use 
a.  Mailchimp 

b.  Google docs 

c.  Facebook 

d.  TwiCer 

e.  LinkedIn 

f.  Hootsuite 
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Mixing  
The New Tradi4onal 
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Why should it be a choice between  
‘old’ or ‘new’ methods  

of marke@ng? 
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Old vs New 

Professional connec7ons 

Referrals 

• Seminars/Events 
 
• Corporate Hospitality 
 
• Hard copy newsleFer 

 

• E-newsleFers/Blogs 
 
• Internal content 
 
• Social media 

 

NEW OLD 
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Old vs New 
Clients will respond to all of these 
•  How do each of these generate clients? 
•  Investment luncheon 
•  Client luncheon at annual review mee@ng 
Professional connec*ons will respond to all of these 
•  Many professionals are also looking to engage with Social Media 
•  Bring some clients along 
Referrals 
•  Social media greases the wheels of the modern referral 
•  As do events and more tradi@onal methods  
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But you’ve got to do 
something 
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Remember your sales manager  
encouraging ac*vity? 
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The same rules  
apply to your marke@ng 
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Let me talk about client events 



81 

Why aren’t more people  
doing them? 
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Client Events 
•  Once every 12 months 
•  It generates so much goodwill (two-head syndrome) 
•  It gives you a focus to invite prospects and warm leads (clients 

and professional connec@ons) 
•  Get clients to bring a friend 
•  Get professional connec@ons to bring a client or two 
•  These are incredibly warm leads 
•  Use topical events to create a hook 
•  Get your team to do it, or buy some help 
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Resources: 
3 month event planner 
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10 Simple Ideas  
That Will Transform 
Your Lead Flow 
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Update Unbiased and 
Vouched For profiles 1 
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Update Unbiased and Vouched For profiles 

•  Get the words right 
ü  Postcode - BN3 7QR (Brighton Finanical) 

•  Make the first page grab your target market’s 
a$en4on (don’t be generic) 

•  Buy the premium lis4ng 

•  On Vouched For you need lots of reviews 
(constantly) - make it a process 
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Hold a client event annually 2 
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Hold a client event annually 

•  It gives you about 8 touches over four months 

•  It builds marke4ng momentum every year 

•  As you build credibility, more prospects will a$end 

•  You don’t need many new leads to make it very 
profitable 

•  But you run it for your clients first and foremost 
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Create a fortnightly e-newsleYer/ blog 
that you send to your clients 3 
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Create A Fortnightly E-Newsle$er 

•  Send it to your clients... 

•  ...and your prospects 

•  ...and your professional connec4ons 

•  It’s a referral genera4on tool  

•  Make it good and don’t skimp on the 4me 
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Link it up and leverage it via 
Social Media 4 
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Leverage It Via Social Media 

•  Now you are ge`ng leverage for your effort 

•  There’s a whole new world out there to talk to 

•  Great content is worth sharing 

•  You give your professional connec4ons a chance to 
promote you 

•  Remember when marke4ng was expensive? 
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Create an internal service 
standard for clients 5 
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Create an internal service standard for clients 

•  Your external service standard is what you promise 

•  The internal service standard is what you actually 
deliver 

•  It provides for 10 - 12 marke4ng touches per year 
(for top 25% of your client base) 

This is the first thing I’d do 
Just doing this will increase lead flow 
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Resources: 
Internal service standard 
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Improve your first mee/ng 
skills 6 



97 

Improve your first mee4ng skills 

•  If your marke4ng works, you want to convert 

•  Prac4ce - but don’t prac4ce on great leads 

•  Ask amazing ques4ons at the first mee4ng (don’t 
save them for later) 

•  Give the client some wow in terms of what you can 
deliver 
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Shorten your review mee/ngs to a 
cashflow and a one page scorecard 7 



99 

Shorten Your Review Mee4ngs 

•  Don’t focus on investment stuff 

•  Use the cashflow model as the conversa4on starter 

•  Show me that everything is (s4ll) going to be 
alright… 

•  Or tell me what to do about it if it’s not 

•  Give the client the highlights of investment and tax 
stuff on a one page scorecard  
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Get a new brand iden/ty  
(from a professional) 8 
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Get a new brand iden4ty (from a professional) 
•  Points 6., 7. and 8. are all linked 

•  If you generate leads and any of these are poor you 
risk blowing the lead 

•  There’s no excuse for not looking good 

•  Focus on the ‘style’ as well as the ‘substance’ 

•  Invest some 4me and money to do it right 

•  It will reinvigorate you and your team 

•  That alone should pay for the expense 
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Buy some leads if you need to 9 
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Buy some leads if you need to 
•  Ask around for lead companies that deliver (try 

www.oportura.co.uk) 

•  Decent lead genera4on requires siking 

•  You’ll get lots of unsuitable leads to screen out 

•  You don’t need many that convert to make it pay 

•  It can form a part of your lead genera4on while 
you get to scale 

•  But don’t let your marke4ng muscles wither 
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Get some nice/es 
ins/tu/onalised at your office 10 



105 

Get some nice4es 
ins4tu4onalised at your office 

•  Nice mee4ng rooms 

•  Flowers in recep4on  

•  Great tea and coffee 

•  Drinks menu 

•  Giks for referrals: magazine subscrip4on, bo$le 
of wine, cinema 4ckets, handwri$en card 



106 

Do you want  
a bonus *p? 
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What’s the most 
important word  
in marke*ng ? 
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Consistency 
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What Happens Just Before 
You See An Increase In On- 
Target Leads 
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Just gekng your proposi@on 
right will aCract more  
(and beCer quality) leads 
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You Have A Clean Out 
a.  Your computer 

b.  Your filing cabinets 

c.  Your client list 

d.  Your home 

e.  Your team 

f.  Your marke@ng lists 

g.  Anything that no longer serves you 

Clearing out the junk from: 
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What Your Clu$er Is Trying 
To Tell You 
by Kerri Richardson 

hCps://www.amazon.co.uk/dp/B071X82SQ3  
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Clearing the clu<er  
makes room for the new 
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You simplify  
your business 
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You simplify your approach  
to client reviews 
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Simple creates @me and 
space for you and your 
staff to actually work on 
the marke@ng stuff  
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You hire some hourly 
resource to get the 
marke@ng work going 
and delivered 
consistently 
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Discussion 
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How Do You Get 
Started? 
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How Do You Get Started? 
a.  Start with one or two things 

b.  Get them going for 6 months 

c.  Add to them slowly over @me 

d.  You’ll find that each new things becomes the “new normal” 

e.  Eventually you’ll have consistent lead flow 

f.  Think like a businessperson - building regular distribu@on for yourself 

g.  Take a medium term view 

Start with only one or two things: 
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Your Business Poten-al 
Uncover  

Bre$ Davidson 
Founder 


