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Client Model Time Calculator

I et u e
Section 1: Use this simple table to calculate your client hours by segment to help you design a client
model that aligns with your gals. 2 Telhms  anem
T thame P
ROT* goal

Total work hours / year [
Parcentage (%) of time spent on cients [T
vailable sach year ‘ Fdu e Mooter and An sl Copes

s

Curent client hours commitments [~ 2

Avaiiable ciiant hours ramaining

4 Tedae g

@ Cliest Services Overview

Totol fent hours

{€) ON PURPOSE PROJECT PLANNING
Client Secvices List: Sample
‘Section 2 Do some simple math and complete the table below to calculate Advisor time by segment

and for the client b
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Totot Achsor Totol Advecr | Tota Ackvar
Mig tious / Clent | Hours  Tier

Tier 1 el

Caleulating Advisor Client Time: ‘CELLS WITH BLUE TEXT,

Section 3: Calculate the average Advisor time per client to input into the table in Section 2. If you have: Jeat”uncn the Revam mers
more than one segment and/o! isor time varies b jment, simply rep exercise for each !

segment and input that number for each segment in the table above:
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(Summary + A

ADVISOR 7

Total Advisor Time / Client ‘

impact of your current c!
faction. Note key toke-aways for

model on your revenue, tim
ference when designing yo
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g 1 2 3 ~N 4 .
C ANALYZE IDENTIEY DEFINE LAUNCH SERVICE DELIVER
ALCULATE SEGMENTS &  MODELS & DEEPER VALUE,
YOUR CLIENT CURRENT CHANGES & SERVICE TIERS TRANSITIONS  HYPER-EFFICIENTLY

TIME CLIENT BASE TRANSITIONS

\_ (FOR CLARITY) (FOR OPPORTUNITIES) (FOR ALIGNMENT) D
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CALCULATE

AVERAGE ADVISOR HOURS BY SEGMENT
TOTAL CLIENT ADVISOR-TIME NEEDS

Estimate profitability by segment
Project advisor time needed to service client base

Highlight capacity and efficiency concerns

Where is all your time going?

Client Model Time Calculator

Section 1: Use this simple table to calculate your client hours by segment to help you design a client
madel that aligns with your goals.

*ROT = Return On Time
(Advisor revanue-producing hours ONLY)

ROT* goal |
Totalwork hours / year [
Percantage (%) of time spent on clients ,7
Total client hours available each year |
Current client hours commitments ,7
Available client hours remaining ,7

Section 2: Do some simple math and complete the table below to calculate Advisor time by segment
and for the client base.

= # Clients # Client Totol '.-.5::- T .' _-:-' NOTES

Meetings / Year] Hours / Mig

Ther 1 (axample) a 4 [ & 160

Calculating Advisor Client Time:

Section 3: Calculate the average Advisor time per client to input into the table in Section 2. If you have
more than one segment and/for Advisor time varies by segment, simply repeat this exercise for each
segment and input that number for each segment in the table above.

Meeting Prep Time
(Per Meaeting]

Meeting Ti
S Pahestng
Meeting Follow-Up 4

(Summary + Acticns)

ADVISOR —‘

I_Totul Advisor Time / Client ‘

Section 4 Now, assess the impact of your current client model on your revenue, time, productivity,
staffing, profits and satisfaction. Mote key take-aways for reference when designing your Client Service
Model to align with your goals.
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TREAT CLIENTS
FAIRLY, . '
NOT EQUALLY .




— The CLIENT BASE & PROFITABILITY ANALYSIS
STEP 2

ANALYZE

FIT PROFITABILITY

O revENUE @) caPACITY

« Estimate profitability by segment
* Project cumulative client advisor-time needs

« Highlight capacity and efficiency concerns

When the vision is clear, the decisions are easy

tool is used to assess the relationship between
revenue, services, profitability, and capacity.

Analysis Input:

MAverage new
Tier  TierMame  Revenu E:;E:: M,"Ytl's H'S;?t:.' Expenses & Weighting Methods
1 Tier 1Hama 312,000 & z 8 1B
Expensas $126,000
2 Tier 2Maoms 55,000 13 & 10 8
3 Tier 3Name  $1200 45 1] 9 & Waighting method for

assigning sxpanses to
4 Tier4Nome & 500 56 o % 5 cients. Revenue

L lvoHousperClieng ________________________________|

Advizor Roztar and Annual Capacity Hours

Advisar Nome Hrs Adviser Nome Hrs Advizer Name His
Fico Suave 1800 MNamea & ) Nama7 )
Jana Cos 1400 Mama 5 u} Mama 8 u}
Mama 2 ju} Marma & ju} Mama 9 ju}
Profit Calculat
Tier Revenua Overhead Profit Profit Per Client
1 4 48,000 S 31,015 ] e#8s f 5 4266 g
2 s 65,000 e 42,000 5 235000 f 5 1769 A
3 $ 54,000 5 34,892 5 w8 fos 425 5
& = 28,000 e 18,072 & go08 [ 5 77 o
Firm Totals 3 195,000  $§ 126,000 3 69,000 / § 585
Future Projection: Growth trends are based upon client growth per tier. Total Available Adviser [A0V] capacity = 3200HOURS (YR

Year1
1 4 T 32 G4 % 6355 0 3 a0 B0 % TE4ET 15 4 125 256 # 143513
2 13 4x 120 04 % 23000 23 3 230 232 % 52343 45 i 450 360 168186
3 45 13« 405 270 % 13108 45 13« 405 2V # 34332 45 13 405 270 % 40365

4 56 T 2id 280 % 3308 S6 T 224 280 % 17833 56 T i 280 % 20,330

oTa 1§ 25 73 716 $69.000 M0 31 933 942 $ z2000 162 38 1207 TI66 % 373.000

CLIENT POPULATION (YEAR 1) CLIENT PROFIT (¥EAR 1) ADVISER HODURS [YEAR 1)

Toar 1 e 7

£2A000



Covering The Cost
Of “C" Clients But
Don't Know It




STEP &
ASSESS

€D SEGMENTATION CHANGES
© FEE CHANGES

@ REVENUE IMPACTS

\
W

CLIENT TRANSITIONS

Share feeincrease with Transition away clients
clients to promote who areno longer a fit for
sustainable business g services, fees or alignment

FEE INCREASES

pY
a

SEE "RIGHT-SIZING CLIENT BASE" LESSON

The CLIENT SEGMENTATION & FEE ANALYSIS tool
allows you to Monte Carlo what impact changes to
segmentation and fees would have on revenue

Client Segmentation & Fee Analysis Results

@ Eduze Inz. | Limitlerr Aduirar

Limitlors materiale mar e, inpart, inany i i izonse Far we by Eduse, Inc.

This tool is designed to help you analyze and segment your current client base. The below summarizes your segmentation and fee analysis results based uponyour inputs. It summarizes
current value, new value and the delta (or difference) between these values. If you input your current fee schedule then the delta should be zero or negligible. If you input a new fee
schedule the delto will show you the change to revenus, fess and segmentation In order to assess the impoct of changing the annual financial planning fes, input the new fes for each
client.

EDIT CELLS WITH BLUE TEXT, all other cells are formulas.

To prevent possible issues in calculating formulas this workshest is protected. To customize the tool or add additional analysis, simply unprotect the shest by selecting 'unprotect
sheet” undsr the Review menu.

Segmentation Results
Tha below chart summariz es the results betwesn your currant modsl and the new modsl The fas schaduls baing ussd in the modalis shown to the right.

e egmentatio Fee Schedule

Segmantatio  Minimum AUM Faa

n Revantia # of Cliants | % of Cliants il Seiofl Ao RevienLie [ e ol e T [t T SR e R CEICE oo AUM (=)

Ravenus Revanua par Clisnt par Clisnt (BPS)
A 5 15,000 1 1% 5 17 486 4% 5 17 486 1 1% 5 19488 3% 5 948G 75 S 3000000
B S 10,000 & &% S T043T 15% = Nn7w & &% = 77888 14% S 12981 75 S 1,000,000
c 5 5,000 z % $ 205035 43% ] T ERG ey % ] P17 44 2% & &3481 100 $ 500000
D 5 2500 Er) % 5 136,084 28% ] 3578 Y T% S 200403 % 5 5450 105 S 250000
X 5 1.000 Jrs] 26% S 47,025 10% k=] 180% 24 26% k=] &R0 12% 5 2591 ns =] -
z 5 - 3 % 5 2885 1% k=] a2 3 3% k=] 13687 2% 5 4562 ] k=] -
TOTALS 100 100% 5 478548 100% 5 4789 100 100% 5 SO21T4 100% s 5.622

Client ient Results
Tha balow chart summariz es the changses on a clisnt-by-clisnt bosis. Bs sure to input o new annual financial planning festo assess the impact of making changing to your financial planning fas

A 13 levenue ALMFee Annual Planning Betainer B T U
AL CURRENT MEW DELTA CURRENT MEYW CELTA CURRENT ME'W CURRENT DELTA
TOTALS S WUEET2 IS IIOLE S TTAATL S 46726 a2 G 12 S ISL000: % 1975000 S THE00| & 478048 5 5462074 0 5 83205
Currant
Currant Al MNaw all Dalta AU Currant New Data Currant Fl Input N FP Ravan Total New Taot Datta Tota
Client E AUM ngnuﬁ Dwgnuh Dwgnu& Aug EIDE Awg EIDE‘Z‘ Aug EDE IJQVQnu:fE‘ FP EWQ:E Datta ‘li Dwgnua ngnu&‘ Revanu :ﬂ
Client 1 k3 1931508 14,486 14,486 - S s 0 3.000 5000 2,000 17486 19.486 2,000
Client 2 3 1,826,029 13,658 13,688 - i) 5 0 1.000 2.500 1.500 14,6585 16,158 1.500
Client 3 3 1530329 1477 1,477 - iz} iz} 0 1.000 2.500 1500 12477 13,977 1500
Client 4 3 1,523,535 1,427 1,427 - i} i) 0 - - - TAET T4ET -
Client § # 1,380,085 0,351 0,351 - 5 s 0 - - - 10,351 10,351 -
Client & 3 1,244,197 933 933 - 5 s [1] - - - 933 933 -
Client 7 k3 1,226,202 9,189 9,189 - S s 0 - - - 9,183 9.183 -
Client § 3 1206328 9.045 3.045 - i) 5 0 - - - 3.045 3.045 -
Client 9 3 180,838 8.8656 4,656 - iz} iz} 0 2,000 5.000 3.000 10,856 13,656 3,000
Client 10 k3 1,053,231 a.170 8170 - i} =} 0 1.000 2,500 1.500 3170 10,670 1.500

The best way to make money
is to not lose big chunks of it



STEP 4 @ SEGMENTATION
DEFINE

SERVICE TIERS

SERVICES -

@ Client Services Overview S —
vouRLoge  Noindividual or family is quite the same, and neither should their financial plan. We believe inidentifying and servicing your specific N\ ) ]_

needs and goals rather than delivering a “ene-size fits all” solution. No matter what type of client you become, we're here to help you

HERE 5
achieve your goals

\G}Is- sed Iannlr

Client Services List: Sample @

Service Tiers Tier 1 Tier
Review Meetings, Calls & Adviser Access

er 3 er 4

In-Person Meeting 2x/yr Ixlyr nla nla
Phone Meeting nfa nia 1xfyr nia
Just Because Calls 2x/yr 1xfyr n/a nla
Offer for Review Meeting nla n/a nla Axfyr
Additional Access (turn around, add'l mtg request) Priority Standard Standard n/a

servive B

\p PLANNER CLIENT INVESTOR CLIENT
| " Surge-Focused Cl \'at Ser fe ¢, r— ] j
Ready to clarify, simplify, and organize your If you want to delegate investrment decisions to Onasele l
entire financial life? Planner Clients want o a disciplined advisor who has the knowladge, address ¢
holistic approach to defining goals, making experience and resources to perform ongoing may arise
informed decisions, and building a well investrment research and analysis in their best . 40Tk ‘
thought-out and maintained strategic plan to | interest. <
reach those goals.
Investor clients view professional management ol | MA S O N
Their goal is te del to s away to financial goals while * Long

ol
remave the burden of angoing worry and work, | frecing up valued personal time. « Disal
providing additional time to concentrate on P | Janua ch June-December

personal life and family.

m NANCIAL PLANNING  Your Client Experience
FO R T COLLINS
Onboarding: Advice for what's now.
Initial
Consultation

* Tax Projections And Tax Return Review
% First Quarter Estimated Tax Payments
Preparation For Strategic Planning

+ Follow Up On Action Items From
Strategic Planning Meetings
+ ‘Mini-Surge’ Client Meetings

Meeting Season + Estimated Tax Payments
* Funding Of Retirement Accounts And * Roth Conversion Analysis And
Potential Roth Conversions Implementation

Financial Goals
Consultation

Strategy Development Strategy Consultation Charitable Giving Analysis And

+ New Clients
: Implementation

welldi

s o Bring clarity to your i
e financial goals and iceentify tons
how your money can Withholdin;
E Our Cﬁ ¢ SM Calendar @ HYP:RION 8 g
INANCI

Implementation: A plan for what's next.

January and February March and April

fents: Annual
ur dedicated

« Financial Plan review (Update goals, action

« Goal progress update
flow planning consuitations items, and projections) « Financial Aid applications/FAFSA
« Balance sheet update (includes budget + debt « Recertify student loans
Estate planning consutations review) « Review Credit Cards for optimal
« Credit Score check bonuses/rewards
July and August September and October + Download and review social security statement « Client education/appreciation event
,( * Weekly Newsletter « Open enrollment (Employer + Medicare)
« Investments Review — Weekl: I
e (includes 529+ HSA) : S

(includes 529 + HSA)

Quarterly Market commentary

Mid year cash flow check in

Estate plan review/check-in (update

. Tax re(um review

evi hholdings and adjustwa ~ ® d 1 fax planning review + projections E

e — nere @ Ur, Ll
C:sh Flow Invesunen( Fin Estate

:x |
Planning Management Planning Planning Planning

« Quarterly Market commentary

« IRA +HSA contribution check in

Source: Mason & Associates

oing”

MICHAEL P. HARTMAN, CFP®, RICP®
FINANCIAL ADVISOR | (484) 578-9152 | MIKE@HYPERIONFP.COM

\ n/a n/a Yes Yes
—fal Plar pment r Yes Yes Yes nla
Financial Plan Updates 1xfyr EO Year nla nla
Investment Objective Confirmation 1xfyr 1xiyr 1x/yr 1xlyr
v giment Risk Woe Review 1xlyr Ixlyr 1xfyr xlyr
y. tematic Port! iew Qtrly Qtrly Qtrly Qtrly
2o o 1xlyr 1xiyr 1xfyr xtyr
Cash Flow / Budget Review 2x/yr xfyr 1xfyr Ixfyr
Liahilities Analvsis 1xiyr 1xiyr 1x/yr Txiyr
E Iucation F Gﬁghe e } 1xiyr 1xiyr 1xXIyr xiyr
curity I \ 1xfyr 1xfyr 1xfyr Axfyr
swlnisaiier | I‘\') - 2x/yr 1xfyr 1xfyr Axfyr
Power of Attorney Rewew 5 yr cycle 5 yr cycle 5 yr cycle NA
Life Insurance Review 5 yr cycle 5 yr cycle 5 yr cycle NA
Long Term Care Review 5 Yrcycle 5 yrcycle 5 yr cycle NA
P&C Insurance Review 5 yr cycle 5 yr cycle 5 yr cycle NA
Estate Plan Review 5 yr cycle 5 yr cycle 5 yr cycle NA
Year end Tax Planning 1xlyr Q4 1xlyr Q4 1x/yr Email 1x/yr Email
Stock Option Analysis As needed As needed If needed, hrly If needed, hrly
Charitable Gifting Strategies As needed As needed nla nla
Coordinate mtg with CPA or Atty As needed 1xfyr nla nla
Relationship Buildin
Relationship Exception for Small Client Yes nia nla nia
Personal Lunch/Dinner 2x/yr 1xfyr EO Yr Case by case
Special Event (Marketing) 2x/yr 3 yrcycle nla nla
Holiday gift (Marketing) Yes Case by case nla nla
Christmas Party (Marketing) Yes Yes Yes nia
Birthday Call (Marketing) Yes Yes nla nla
Birthday Card (Marketing) Yes Yes Yes nla

Areas or topics that display as x/yr are typically aligned with meeting preparation and review. For clients with multiple meetings per year, topics may be spread across meetings.
Cycle indicates that the area or topic will be re-reviewed in depth on the defined frequency, these may come up sooner than the defined frequency and would be addressed at
that time.
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ansitiornting

L AUNCH el [ S

-
ansitions

€ reE INCREASES

© TRANSITIONS

Llient TERMINATION LETTER

Hellg <

@ SERVICE MODELS

Ak <Firm MName=, we are dedicated to helping clients improve thair lives by working toward
trwsir true finonckal and Ffe purpasa, Ohvar the years, | have faund that wa do cur bast work
with =irser L riche= who need complax wealth rmanogemenl. After much considenction, e
mode an importont decision be tailor the firm's <sarvices / fea schadule- going forward to
suil Uhe unigus nesds and chollenges Tocing this group.

With this In mind, along with thia many changos that have recenthy occurred iInthe market

and at my firm, | have reviewad dll of my ciient relotionships. | hove reluctantly concluded
Transition Transition Communication Type that | arm o ong?rd:\n to f:rae il In the weey you maost nead. M_',' mﬂc_ m;laMws e
Group. Description Transition Options Start Date Letter Call Md ta provicka you with advica that ensures your gaals are being mat. At this time, | ballave

Group 1 No changes for n/a 4/30/2018 | Yes, general n/a | the best wiry to do that s to resign your account and ensure you have an adwser who s
them letter an idaal fit for your neads.
Group 2 Maoving up a n/a 4/30/2018 | Yes, improved n/a . X
service tier services letter As such, this communication sarves as the =30 doy= wiitten notice outlined in our
Hp— H H Group 3 Transition cut | Meet min level of service /| 6/30/2018 | Yes, new No =aavisory/Tinancial plonning: ogreamant. -“Sﬂ_ gesture of goodwl, WQ‘\M“ continue 1o
® St O n d O rd I Z I n g I I I I n I I I u I I IS O n d ees fees or recc'd new adviser services letter Mmarage your oceounts thraugh the Ef“ of <2 Guorlers and you won't be charged o
Group 4 Maoving down a | Increase service/fee or stay | 8/31/2018 Yes, new Yes finaancial planning fea for the < tars

service tier at new model or recc'd new services letter

L] Credting Service StOndOrdS Group & | understond any areasty that you may fael upon hearing this news ond want to ensure

wou that | am Tully invested in finding you a Tinancial ocvisar that will eter olign with your
. . . parsonal geals and current needs. | om happy to moke introductions to alocal financial
L4 Deﬁnlng a consistent process & e adisar who | feel s daaly suite o sarve you | o alo sand you infomation about

Group 7 =Cus! 30 in-he ecoromical b of Certified Financial

T
schedule
Plese know that | would be happy to make this transition easy and work with the odwser

1=71 1 1 hoose 1o fagiltal less transler of counts. Should ot I
° Systematizing proactive plonnmg Eocion by <.l send informaton on hen you canwork el with Lt

. . . Current Model New Madel Transition : Transition o g
(s t/Fee/ (S t/Fee/ Exception: | Transiti Letter Send 4
® C U |tIVGtI n g G Syste m for C O n S |Ste nt 1 Egmf\ex;‘v) Eeﬂ EQm‘l\egv) Eeﬂ \):C:rpN:?nﬂ rg::u: “oate Thank you Tor your pasl business and supporl, | wish you and besl wishes Tor yow
. . . . Jane Doe B Client B Client n/a Group 1 n/a n/a | eontinued haoppinass and suceess
John Smith C Cllent B Client Yes - Gi 2 3/1/2018 Sent C
credible connection with clients T o 1o T o7 Vo o 77— > SO,
. . . . Lily Tomis C Client D Client or Cut n/a Group & 5/1/2018 Sent | fchasor Mame:
e Adding specialized services T

e Utilizing value-adds




FEE INCREASES =% LIENT TRANSITIONS

——Introduce and Invite to Share feeiincrease with Transition away clients
———participatedrenew=irm clients topromote ho are no longer a fit for

= SCIVICES —==— sustainable business ervic’ee* ralignment
[ s —— - kf\‘ I

—_— "
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SERVICE MODEL TRANSITIO

IPEBQOK

r Transitioning
rcteost{ONew Service Offering

@ Sample Service Transition Letter

Dear <Existing Client>,

We're writing today to share some i

mportant improvements we're makin,
financial regulatory environment an

g in response to changes in the
d our commitment to stay at the forefront of our profession.
Our goal is to clarify the role that our fin
securities industry experiencing a change and a challenging regulatory environment, we are taj
steps to ensure we clarify the role oyr firm plays in your financial fife and th
in meeting your financial goals. The reason for this i
coordinate a time to review with you these changes, our
address any questions. regarding your situation,

'm plays in our ongoing engagement and work together, With the

To provide this clarity, we are implementing defined service models in our practice which we believe will
best support and Serve our clients:

¢ Investment clients: those clients who €ngage us solely for investment

* Financial planning / wealth management clients: those clients with
Or special needs for whom we Manage assets and provide con
support

© Collaborator clients: clients for whom we have
with whom we have
Insurance in the past

management services
increased wealth, complexity
Prehensive financial planning

served a specific n

eed on a situational basis but
no ongoing engagement; such as clients w

hom we have served with life

new service offering.

As a/n (insert client type), you will not experience any materia| changes in your services. However, you
may notice that we will <~ itin a regular, proactive
i~

way to ensure that we are engaging with

fue to deliver high-quality investment services and advice. With

dmprehensive suite of services to our clients to ensure we can

- me the OPportunity to talk with you about our financial planning

. " 1, e fm a valuable resource on the path to achieving your financial
nsition Tracke

Client Communication & Tra S—"

i 2 e
nd rerove

endi o ack your sped ling these changes and welcom
rige your client com muwkl o o fule a 15-minute call by calling N
d cusl s, Foel fea to Tcansition

. Date
Transition Options et

€ a call from you to discuss
UMBER or emailing ENA]L

Description 413012018

Rext week to schedule a quick 20-minute call to share ang
| aleter jendations) with you. We continue to pe touched by the
| Yes, general & o sharing these improvements with you.
| |

Transition Group

Yes, impraved
‘senices letter
Group 9
Group?

T ices
| Yes,newsen
modelor | gt | ter
icalfes or siay aLew |
ase SONVCET adviser
recc'd new

Grovp3
‘Groupd

Growp§

FRVICE-MODEL
RANSITIONS

#1 |dentify service-model transitions

Define service model (see "5-Star
Service Model" lesson

#3 Draft client—comm-unigahons
plan and communications

#4) Create tracking process

Launch with lowest segment

& don't practice on best clients



NS
SERV/ICE MODEL TRANSITIO

DEBQOK

itioning
or Transitio .
f)sc{ New Service Offering

) Sample Service Transition Letter

Xisting Client>,

We're writing today to share some important improvements we're making in response to changes in the
financial regulatory environment and our commitment to stay at the forefront of gy profession,

Our goal is to clarify the role that our firm
securities industry experiencing a chan
steps to ensure we clarify the

in meeting your fi

coordinate a time to review with you thes

address any Questions regarding your sity,

Jo provide this clarity, we are implem, g defined service models in our practice which we believe wil
best support and serve our clients:
© Investment clients: those ci

ents who engage us solely for investment
.

Financial planning / wealth managemer clients: those clients with

auponedial needs for whom we manage assety o provide com

support

* Collaborator dients: diients for whom we have served a specific n
With whom we have no ongoing engagement; such as cients wi

insurance in the past

management services
increased wealth, complexity
Prehensive financial planning

eed on a situational basis but
hom we have served with life

new service offering,

As a/n lient type), you will not experience any material changes in your services. However, you

may notice that we wilt +- {tin a regular, proactive way to ensure that e engaging with

R flue to deliver high-quality investment services and advice. With

dmprehensive suite of services to our clients to ensure we can

-] me the opportunity to talk with you about our fgner planning

o0 Tracker s i35 7 2 valuable resource on the path to achisving your financial

nslﬂ 1A d tra

Thscan e ued or MAPE Y
s an, Tis cack your S0

. lication Type
nd reove COU cumm“mucau

1 10 '
sont Communicaton & Tra
Client Co dontcormarain ——
‘ viser ransitions. Feel free to ad Tunsmn"
i lovelchanges and a0ve® —

ing these changes and welcome a cail from You to discuss

IBER or emailing ENA|L

flext week to schedule a quick 20-minute call o share and
jendations) with you. We continue to pe touched by the
{0 sharing these improvements with you,
proved

| Yes,
00| sons ter

At

Transition Group

Growp )
; 2018

Group2 G

Grovp3

Aor | gai20i8
o tay atnew model
| inorease servislfee o S2Y.

< new adviser
jce el reccd né
Moviag doun 2 Senice T

“F TRANSITIONS

#1 |dentify service-model transitions

Define service model (see "5-Star
Service Model" lesson

#3 Draft client—comm.unic-:ahons
plan and communications

#4) Create tracking process

Launch with lowest segment

& don't practice on best clients
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EBOOK

-ansitioning
or Transitio "
f)sc{ New Service Offering

iti Cker & and ransilons, SUEn 3
i of Ttﬁ. smmnicator
miunication & Transith s sl A
i ion gan. T oy 3 e r?
Clent o e addand y:w::f:gumfmmmmu ¥ Gommunication Type
e your i o
unr\wm»ow«amaﬁfﬁr::y ions, Foe o8 10 e - o
pstuctons: se S A0 LT - o
e changes, segentisani — =

cription =

\ Transition Group Des .

‘ Growe No changes for them : =
~s

of service | fees at reccdnew | g30/2018
et inieel adviser

Yes, improved la
senices leter

Yes, et senves
- rice er pess
Group2 Moving up 2 5 ‘

l Yes, (W SeNVices
Teansiton out

2018
Group 3 "

o arstay atnew model or
sevioelfee

| ‘Groupd Moviag down a senice Ve

| Goupb |
| Group?

"‘ Group 8

InoIees® ST accd new adviser _
(oies ~_

> Service Transition Letter

Slient>,

We're writing today to share some important improvements we're making in response to changes in the
financial regulatory environment and our ‘commitment to stay at the forefront of our profession,

To provide this clarity, we are implementing defined service models in our practice which we believe will
best support and serve our clients:
¢ Investment clients: those clients who nag2ge us solely for investment management services
* Financial planning / wealth management clients: those clients with increaseg wealth, complexity
pbadial neads for whom we manage aseaty and provide comprehensive financial planning
support
* Collaborator lients: ciients for whom we have served a specific need on a situational basis but
With whom we have no ongoing engagement; such as clients whom we haye served with life
insurance in the past

new service offering,

AS ain (insert client type), you wilinot § berience any material changes in your services, However, you
i ¥ y ¥ ¥
may notice that we will - ftin a regular, proactive way to ensure that we are engaging with
Vo in=
() - "
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A8 |dentify client terminations

Draft; client—communi;ohons
plan and communications

@ Create tracking process
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Client Model Time Calculator

Section 1: Use this simple table to calculate your client hours by segment to help you design a client
model that aligns with your gals.

ROT* goal
Total work hours / year
Porcantags (%) of time
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spant on clients
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Section 2: Do some simple math and

and for the client b
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complete the table below to calculate Advisor time by segment
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Caleulating Advisor Client Time:

Section 3: Calculats the average Advisor time per client to input into the table in Section 2. If you have

more than one segment and/o:
segment and input that numb

ADVISOR 7

Total Advisor Time / Client ‘

Mesting Follow-Up +

(Summary + A

impact
faction. Note key toke-aways for

Sor time varies by segment, simply rep exercise for each

‘each segment in the table above.
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CALCULATE
YOUR CLIENT

TIME

(FOR CLARITY)

ANALYZE
CURRENT
CLIENT BASE

(FOR OPPORTUNITIES)

IDENTIFY
CHANGES &

TRANSITIONS
(FOR ALIGNMENT)
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@ Cliest Services Overview

Client Secvices List: Sample

LIMITLES S|

@ ON PURPOSE PROJECT PLANNING

4
DEFINE
SEGMENTS &
SERVICE TIERS

5

LAUNCH SERVICE
MODELS &

DELIVER

DEEPER VALUE,
TRANSITIONS HYPER-EFFICIENTLY
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