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CUSTOMER JOURNEY
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Client Experience (CX): The overall perception a client has of your brand after interacting with your business
across the touch points of your client journey. It’s the sum total of how a customer feels through their
journey with your firm, including the level of reliability, trust, and service, and overall satisfaction derived

What

is CX?

from the relationship with your firm.

r———

1

1 -

I I I

1 I I
= = ®o o
= 2 3

D

Adyvice Support Mind

1 Know your customers

The first step to delivering a great CX is to
understand who your customers are, what they
need, and what they expect from you. You can use
various methods to collect and analyze customer
data, such as surveys, feedback forms, reviews,
social media, and analytics tools. You can also
segment your customers into different groups
based on their characteristics, behaviors, and
preferences. This will help you tailor your products,
services, and communication to each customer
segment and create more personalized and
relevant experiences.

2 Engage your customers

The second step to delivering a great CX is fo
engage your customers throughout their journey
with your business, from awareness to advocacy.
You can use various channels and platforms to
communicate with your customers, such as email,
phone, chat, social media, and website. You can
also use various strategies and techniques to
attract, inform, educate, entertain, and inspire your
customers, such as content marketing,
storytelling, gamification, and loyalty programs.
The goal is to create a consistent and seamless CX
across all touchpoints and build trust and rapport
with your customers.
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3 Empower your employees

The third step to delivering a great CX is to
empaower your employees to provide excellent
customer service. Your employees are the face
and voice of your business, and they have a direct
impact on how your customers perceive and feel
about you. You can empower your employees by
providing them with the right training, tools,
resources, and incentives to perform their roles
effectively and efficiently. You can also encourage
them to use their creativity, initiative, and empathy
to solve customer problems and exceed customer
expectations.
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4 Measure your performance

The fourth step to delivering a great CX is to
measure your performance and identify areas of
improvement. You can use various metrics and
indicators to evaluate how well you are meeting
your customer needs and expectations, such as
customer satisfaction, net promoter score,
customer effort score, customer retention,
customer lifetime value, and customer feedback.
You can also use various methods to collect and
analyze customer data, such as surveys, feedback
forms, reviews, social media, and analytics tools.
You can use the insights from these data to
improve your products, services, processes, and
policies and enhance your CX.

5 Innovate your offerings

The fifth step to delivering a great CX is to
innovate your offerings and stay ahead of the
curve, You can use various sources and methods
to generate new ideas and solutions for your
customers, such as customer feedback, market
research, competitor analysis, brainstorming,
prototyping, and testing. You can also use various
approaches and models to implement and manage
innovation, such as design thinking, agile, lean,
and scrum. The aim is to create value for your
customers and differentiate yourself from your
competitors.
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6 Align your culture

The sixth step to delivering a great CX is to align
your culture and vision with your CX goals and
values. You can use various tools and technigues
to define and communicate your CX vision,
mission, and values, such as vision statements,
value propositions, customer personas, customer
journey maps, and brand guidelines. You can also
use various methods and practices to foster and
sustain a customer-centric culture, such as
leadership, teamwork, recognition, feedback, and
learning. The objective is to create a shared
understanding and commitment to CX excellence
among all your stakeholders.
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WHAT YOUR CLIENTS EXPERIENTIALLY NEED FROM YOU

FEATURES BRAND ASSURANCE BENEFITS PRICING
What distinguishes your productized What does your brand communicate What are the exact benefits How are you articulating your
service? What are covetable features about your behaviorg2 How are you that you and your team deliver value to stay out of the fee
that make you stand oute perceived? to clients?2 debate?

A
LS5

<]

RELATIONSHIP
How integrated is your CRM2 Are you
nurturing the partnerships with
CPAs, frust attorneys, and other COls
that are working with your future

clients?

PRESENTATION EXPERIENCE
What are you giving, mailing, Write down the entire client journey from
sending to tell your clients you know infroduction all the way to the next-gen
them?e The physical stuff matters handoff. Create an entire client
even more when virtual is primary. lifecycle, and you'll serve your clients better.
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A NIGHT AT THE THEATER

Zbignev Gecis 2020

What to do?

Theater!

Choosing the act

Buying ticket

Parking the car
. Finding his seat
Ticket check . The end

Hanging his coat Act!


https://medium.com/@zbignevgecis?source=post_page-----f06750312150--------------------------------

Romantic date in the theater

2
Jack
Jack plans his romantic date in the theater. He was looking for a sexy and sophisticated night out, to dress Sophisticated enviroment
his best suit, to be the best version of himself. He's looking for performance that would satisfy his idea of fun Performance should supplement “fun & romantic” evening
and romantic evening. The theater location should be near some great restaurant, that serves great wine Great bar/restaurant should work after the perfomnance ends
and food, and would work after the performance ends.
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E RESEARCH PURCHASE ARRIVE SHOWTIME EXIT EXTEND
1]
4
wn
-
I
&)
=
O
I
-
of
wn
=
o
]—
O
p3
w
® Park the car Watch performance » t ith
® Enter the theater 1 0
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5 EVIDENCE

CUSTOMER

JOURNEY

LINE OF
NTERCATION

2 FRONTSTAGE

Employee
actions

Technology

LINE OF
VISIBILITY

LINE OF
NTERMNAL
INTERACTION

© Zbignev Gecis 2020

External websites
Review websites

Theater website

Online ticketing

Checkout page
Credit card
E-ticket

E-ticket
Uber discount
Restaurant discounts

Email with e-ticket and

Uber discount

Employee tag name
Theater parking sign

Theater sign

Employee tag name

E-ticket
Mobile phone

Prepare information
about the theater &
performances for
external websites and
apps

Reputation management

Responds to chat
questions

Analytics logs visits

Prepare information
about the theater &
performances for
website

3rd part online
ticketing system:
Ticket wizard

Ticketing database

Customer database

3rd part online ticketing
system: Ticket purchase

Payment process

Uber discount code

Partner restaurant
discount coupon

Sponsor management
department: arranges
restaurant special
hours and discount

3rd part email system:
Send tickets

Customer database

Parking management

3rd part online
ticketing system:
ticket check

Ticketing database
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PACKAGING YOUR CX
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Fragasso’s Client Experience Journey

®
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Contact us!

Contact Fragasso
for your no-cost,
no obligation
consultation!

TS

2

Let’s talk about
your goals.

An experienced
financial advisor will
be in contact to discuss
your objectives and
our process.

@_

2
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©

We conduct a
financial data
discovery.
We will analyze your
financial data and
prepare an accurate

assessment of your
unique situation.

==

Delivery of
your customized
financial plan.
We will explain
our recommendations,
our investment philosophy
and where you could
be with Fragasso.

e
L5 4

Become a
client.
Let's discuss any
questions you may
have about your
financial plan, and
then begin your
financial journey
with Fragasso!

—O

Client experience
begins.

We'll begin to
create your Dynamic
Wealth Plan,
which encompasses
your complete
financial life.

Expect consistent
communication.

Your advisor will
establish your meeting
cadence. Our portfolio
managers send regular

blogs and messages
on market trends
and our strategies.

Stay
connected!

You will receive a copy
of our in-house magazine,
The Advisor. This
publication delivers
original, topical information
for our clients. Follow us
on social media!

We will review
your progress.

Let's discuss
any changes and
how they may impact
your Dynamic
Wealth Plan.

Educate
and refer.

Fragasso regularly
emails a blog pertaining
to a variety of planning
strategies. Referrals are
also always appreciated!

Every Successful
Entrepreneur Deserves
A Personal Wealth
Operating System

Created by entrepreneurs for enirepreneurs,

our full-service system is made to simplify your

financial life. We use a disciplined approach te

align your business goals, financial success,

and personal aspirations into a clear roadmap.

Minimize
Risk

Your Success
Working for You!

Oversee and manage your wealth with our
Integrated system

Personal Wealth
Operating System
Defined

Ao oo e For ol benocd e

Why PWOS?

Alignment Discipiine Wellbeing

A Deeper Dive Into the Five Pillars of Financial Success as a
Part of the "Personal Wealth Operating System (PWOS)"

Optreize Equiry masmae Ut
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1 Know your customers

The first step to delivering a great CX is to
understand wha your customers are, what they
need, and what they expect from you. You can use
various methods to collect and analyze customer
data, such as surveys, feedback forms, reviews,
social media, and analytics tools. You can also
segment your customers into different groups
based on their characteristics, behaviors, and
preferences. This will help you tailor your products,
services, and communication to each customer
segment and create more personalized and
relevant experiences.

2 Engage your customers

The second step to delivering a great CX is to
engage your customers throughout their journey
with your business, from awareness to advocacy.
You can use various channels and platforms to
communicate with your customers, such as email,
phone, chat, social media, and website. You can
also use various strategies and technigues to
attract, inform, educate, entertain, and inspire your
customers, such as content marketing,
storytelling, gamification, and loyalty programs.
The goal is to create a consistent and seamless CX
across all touchpoints and build trust and rapport
with your customers,

3 Empower your employees

The third step to delivering a great CX is to
empower your employees to provide excellent
customer service. Your employees are the face
and voice of your business, and they have a direct
impact on how your customers perceive and feel
about you. You can empower your employees by
providing them with the right training, tools,
resources, and incentives to perform their roles
effectively and efficiently. You can also encourage
thern to use their creativity, initiative, and empathy
to solve customer problems and exceed customer
expectations.

ENGAGEMENT AUDIT CHECKLIST

FROM OUR FRIENDS AT ABSOLUTE ENGAGEMENT;
SEE 20271 LESSON BY JULIE LITTLECHILD FOR MORE

ABSOLUTE

ENGAGEMENT

The Evolution of Your Client Experience: The Chechlist

The future of the client expenence vl be co-creatad with your clients to ensure that you are providing the most
meaningful support. As you thih abcut the evolution of that client expenence, cons:der how wll:

1.Change the client conversation, The immediate needs, concerns and emotions af yaur clients are fuid and have
been impacted by the last year. How can you tap into what they need, right nowy, to ensure that your reviews reflect
what is most impedtant {even i your clientisn’t sure what th

2. Enhance your client communications. The challenges and priorities of your chents may be shifting and thet
should influence the communications you share. How can you personalize your communications plan ta ensure that
you are providing the suppcrt they need and want?

3. Evolve the client experlence. The preferences and expectations of your clents may be changing. Those
changes will impact how often you meet, how you meet (e.g., zoom], how you connect (e.g., social media) or the tools
that you provide to clients.

We hnow that evalving the cient experlence starts with & clear understanding of what vour clients are feeling, what
they need and what they expact, Beiow ks a checklist to help you identify ny potentisl gaps for you and your team

Do You Know? Do You Need to Take Acti

1. Change the Conversation

This is important but we've got it covered.
This is important and we need more input from clients
This isn'timportant to us.

What are the biggest challenges
our clients are facing right now?

This is important but we've gat it covered
This is important and we need more input from clients
This isn't impartant to us.

Do aur clients, who are couples,
share the same chalienges?

This is important but we've got it covered
This is important 8nd we need more input from clients
This isn'timportant to us.

What level of self-configence are
our clients feeling (sense of security,
control, confidence and clarity)?

How has the pandemic impacted
how/ our clients thinh sbout their
financial futures?

important but we've got it covered
T important and we need more input from clients
This isn'timportant to us.

How has the pandemic changed
our clients’ priorities? This is important and we need more input from clients

This is important but we've got it covered.

This isn'timportant to us.

ABSOLUTE

You Kno

Do You Need to Take Action

2. Enhance Your Client Communications

\What topics are our clients
interested in learning about?

\What topics are the children of our
clients interested in learning about?

How da our clients want to consume
content [e.0., webinar, video]?

ooC

COQO | oCcC

This is important but we've got it covared.
This is important and we need more input from clients
This isn't important to us,

This is important but we've got it covered.
This is important and we need more input from clients
This isn'timportant to us.

This is important but we've got it covered
This is important 2nd we need more input from clients
This isn'timpartant to us,

3. Evolve Your Client Experience

How often do clients want to meet
in the next 12 months?

Do clients want to get back to
in-person meetings or do they
prefer online reviews?

This is important but we've got it covared.
This is important and we need more input from clients
This isn't important to us.

This is important but we've got it covered.
This is important and we need more input from clients
This isn't important to us.

What is working (and what is not]
when it comes to our virtual
reviews?

Do our clients want to invalve
others in their reviews
[e.g., family, executor]?

CCC COoC |ooC CoOo

This is impartant but we've got it coverad,
This is impartant and we need more input fram clients
This isn't important to us

This is important but we've got it covered.
This is important and we need more input from clients
This isn'timportant to us.

If you've identified areas where you need input fram clients, what are your next steps?

How Can We Help?

4 Measure your performance

The fourth step to delivering a great CX is to
measure your performance and identify areas of
improverment. You can use various metrics and
indicators to evaluate how well you are meeting
your customer needs and expectations, such as
customer satisfaction, net promoter score,
customer effort score, customer retention,
customer lifetime value, and customer feedback.
You can also use various methods to collect and
analyze customer data, such as surveys, feedback
forms, reviews, social media, and analytics tools.
‘You can use the insights from these data to
improve your products, services, processes, and
policies and enhance your CX.

5 Innovate your offerings

The fifth step to delivering a great CX is to
innovate your offerings and stay ahead of the
curve. You can use various sources and methods
to generate new ideas and solutions for your
customers, such as customer feedback, market
research, competitor analysis, brainstorming,
prototyping, and testing. You can also use various
approaches and models to implement and manage
innovation, such as design thinking, agile, lean,
and scrum. The aim is to create value for your
customers and differentiate yourself from your
competitors,

6 Align your culture

The sixth step to delivering a great CX is to align
your culture and vision with your CX goals and
values. You can use various tools and technigues
to define and communicate your CX vision,
mission, and values, such as vision statements,
value propositions, customer personas, customer
journey maps, and brand guidelines. You can also
use various methods and practices to foster and
sustain a customer-centric culture, such as
leadership, teamwork, recognition, feedback, and
learning. The objective is to create a shared
understanding and commitment to CX excellence
among all your stakeholders.




.- - - - BUILDING YOUR
& . . CLIENT-EXPERIENCE MAP
ﬁ- Ce e Worksheets o

@

AU R

\HTERN”TLN: o
s umep“‘“: m\bﬂ
N 9“:& ' d,—nl e
. m\‘r:b ¢ prapars®

3 ko e 9
frn »
e ) .
T puier " [ ]
P )] r Enroll .

P e LIMITLESS

Chonty y ! =
w INTFRACTIONS  Perscnalized . Insert st + Insert
« nmerd
L] L] "

o
ety
ol 1""3::*“ e

© e Action Plan:
. THINGS WE'RE GOING TO CHANGE o
NEXT 30 DAYS
® e W insert o st
. NEXT @0 DAYS R
Q Insert

LIMITLESS -

FIND THIS RESOURCE UNDER THE - .
CLIENT EXPERIENCE LESSON '
OR PRACTICE LIBRARY

© Educe, Inc. | Limitless Advisor
Limitless materials may not be reproduc
in any manner, without written cons

sold in whole



MAP OUT YOUR Clzent Fxperence

Increase client loyalty, engagement, and retention, resulting in firm growth, by delivering a consistent and amazing
client experience. How do firms create an experience that delivers and delights clients consistently? They start by
digging into their existing client journey throughout each interaction, touch point, and engagement opportunity.
Use the included Client-Experience Map and Action Plan to assess how your clients experience your firm.

STEPS TO IMPROVE YOUR CLIENT EXPERIENCE

DEFINE THE IDEAL MAP

The following pages include samples
and templates that will help you build
your own Client-Experience Map and
Action Plan. Use the template to
create your ideal client journey by
identifying the touch points,
interactions, and engagement at
each of the 4 stages of interaction:
attract, interview, enroll, and deliver.

ASSESS WHERE YOU ARE TODAY

Once vyou have identified each
interaction point, take a walk-through
of your client experience to assess
where interactions and touch points
are meeting your standard of delight
vs. delivering a subpar experience.
Mark each area as red, yellow, or
green depending on level of
excellence.

Slides #3 and #4 are samples; slides #5 & #6 are for you to fill in.

IDENTIFY THE GAP & DETERMINE
PRIORITIES FOR IMPROVEMENT
Once you've completed your
evaluation, identify all areas where
you are delivering below your
standard of delight (red or yellow). Use
this list to prioritize and set a timeline
for completing improvements to your

client experience.



KNOW YOUR CLIENTS

« UNDERSTAND

the important things about your
clients' needs and lives

« CAPTURE

client information to align and
personalize your CX

« CRAFT

a client experience that
reflects your brand promise

- REVISE
your client experience every few years;
the world and your clients are constantly
changing

Client Intelligence Form (TEMPLATE) @

PERSONAL INFORMATION

Marme:

Preferred Name:

Birthday:

Married/ Partner: Anniversany:
Personal: What ks ther personality, emotional persono, rlationship to money, etc.
Career:

Education:

Business Name:

Total Net Worth:

FAMILY MEMBERS

YOURLOGD
HERE

Pravide the list of immediate/important family members. Consider also including

pets as many people consider therm members of their famiky.
Mame Relationship Birthday MNotes

Are there any unigue family dynamics or history we should be aware

of?

CELEBRATIONS & MILESTONES

List relevant celebrations and milestones that have or will occur for the client

and/or their family members. If the event is significant enough, inclu
what we did for the client.
Who What When

INTERESTS, HOBBIES AND PASSIONS
What are their preferences, interests, hobbies and dislikes?

de the gift /

What we did?
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LIMITLESS

INTERACTIONS

TOUCH POINTS

ENGAGEMENT

©

Thinking

Feeling

Doing

Attract

Marketing

Personalized

Personalize introductions

Referral calls / intros / process

Scale prospect events

Invite to sign up for newsletter

Contact us / book meeting

Website

eBook

Nurture emails

Business cards / brochures
COl education piece

Reputable, experienced,
professional firm
"They can help me"

Curious/interested
Secure

Signing up for newsletter
Booking a meeting

Interview

Prospect Process

Scheduling procedures
Qualifying call

Initial office visit
Second meeting
Q&A/paperwork

Initial impression of office
Prospect materials
Data-gathering forms
Pre-appointment emails
Follow-up/engagement
confirmation

"They can help ME"
"This is simple”

"| like/trust this advisor/firm"

Relieved
Confident
Clarified

Committing to financial-
planning and investment-
services agreement

Enroll

New-Client Process

Team introduction & training
F

meeting
Follow-up/implementation
meetings

@0-day check-in
First-year review meetings

Welcome packet

Ongoing office impression
Welbsite/client portal
Statements/paperwork

"I'm glad.l.have help"
"This wasn't as hard as |
thought"

Welcomed

Special

Completing data-
gathering/set-up process

Deliver

Service Model

Client reviews
Individual service items
Mistake correction
Regular phone greeting
Email system

Proactive calls

Online scheduling

Client Review Packet
Welbsite/portal
Value-adds

Client nurture campaign

"I'm on track to reach my
goals”

"The level of service | get is
exceptional”

Clear & confident
Peaceful
Understood /aared oloout

Following guidance and
recommendations
Showing up for reviews
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Marketing

Onboarding

Servicing

Current CX

Current CX

Current CX

Current CX

Modern CX

Modern CX

Modern CX

Modern CX

What Will it Take?

What Will it Take?

What Will it Take?

What Will it Take?
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ADAPT &
APPLY
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 "Deliver a 'Michelin Star' Client

Experience in Four Improve your Qualifying

Steps," Stephanie Bogan Call and create a script a
« "11 Action Steps to Design an Add 2 ways to make
Extraordinary Client Experience," clients feel special during Q

onboarding using the CX:
Radical Redesign
worksheet

0 Change your email
system to improve
response

' l

Julie Littlechild

~

TAKE
ACTION

L/AT O

Update your Referral
Process

Add personalized training fo
new clients ("How to use our
systems”)

|dentify 3 ways to simplify
the onboarding process
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