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Learn More Call 


Now is your opportunity to screen for fit, as well as create an initial connection. Work toward exuding your genuine, helpful nature while acknowledging the prospect’s priorities and validating with a story of how you have worked successfully with similar clients. Keep this call to approximately 15 minutes. Deliver your key brand messages, share your process and make the invitation for a first meeting if the prospect meets your client profile. Also ask the prospect to fill out or bring any helpful intake paperwork and remember to provide a brief explanation of your process. 
 
STRUCTURING THE CONVERSATION & STEPHANIE’S COACHING POINTS

The purpose of the call/communication is to ensure that you serve the type of client with whom you do your best work, in ways that align with your business goals. You will want to customize the conversation to fit your own personality, style and process, but remember to ask simple, open-ended questions to give the prospect space to reveal their reason for calling. Then be quiet and truly listen to their situation, needs and motivations. 

Share your key messaging points, and educate the prospect on your firm and approach. This isn’t about getting a “yes.” It’s about getting clients who are truly aligned with you and your goals so that you can deliver massive value to them without compromising your own success. Insert your key messaging points and call scripts as needed to reinforce your delivery is consistent and confident use. 

Your job is simple: Give your prospect the information they need to make educated decisions about their financial life, and then give them the opportunity to make such decisions. This process gives you the clarity and confidence to take only those clients with whom you do your best work, helping align your practice with your goals. Remember, there is a very real and often invisible cost with every compromise you make.

 Below are best-practice guidelines for a successful "Learn More" call.
· Connect to your prospect; exude your genuine, helpful nature; and carefully listen to learn more about their situation and needs
· With rapport in place, ask preliminary getting-to-know-you questions 
· See the "Learn More" Call Intake Form for examples
· Explain your process and get buy-in
· Assess the prospect's fit with your ideal client profile and genuinely share next steps
· If the prospect is not a fit, be honest about who you do your best work with, and provide recommendations that will help them make progress toward their goals 
· If the prospect is a fit, acknowledge their priorities, and validate with a story of other similar clients you have worked with
· Seed key brand-messaging points, and highlight your process to build a “shared story” with prospect
· Book the next meeting
Learn More Call Script  




INTRODUCTION (4 Minutes)
Get to know the potential client and their background. It’s important to take notes during this call and transfer those notes into your CRM. 
» OPENING 
· Web directed: I’m so glad you reached out, how did you find us? 
· Client directed: I’m so glad (CLIENT) referred you, we’re always happy to friends and families get the information they need to make informed choices about their financial lives. 
· COI directed: I’m so glad (COI) referred you to us, we always enjoy working with (COIs) clients to help them get the information they need to make informed choices about their financial lives. 
» BACKGROUND 
· “Mind if I ask you a couple questions about yourself?” 
· “Mainly, I’m really interested in your story. What do you do for a living? What’s your family situation? What do you like to do for fun?” 
· Give honest reactions to their answers (“that’s wonderful!”, “I also enjoy the outdoors”, “I’m sorry to hear about ____, that must be tough.”) 
MOTIVATION (6 Minutes)
Why do they want to work with an advisor? 
» OPENING 
· “Over the years we’ve realized that most people think about wealth management for a while before they take action, and that there’s usually a reason that prompts them to stop what they’re doing and reach out to us. I’d love to hear what’s on your mind today. What made today the day that you reached out?” 
»  RELATE TO WHAT PROSPECT SHARED 
·  I understand, a lot of our clients have the same questions/concerns when they first talk to us. I know it can be confusing/stressful. 
· The good news is we’re here to help you get answers and give you clarity and confidence about your financial life. 
»  EXAMPLE QUESTIONS 
· How can we help? What’s your reason for calling today? 
· What’s on your mind today? 
· What questions do you have that we can answer for you? 
»  DIGGING DEEPER 
· Anything else? (important coaching here) 
· Can you tell me a little more about _____ and why that’s important to you? 
· If this were no longer an issue for you what would be different? 
»  BUILD TRUST AND CREDIBILITY 
· I understand. Many of our clients felt the same way / had the same issues (or experiences) when we first talked. (Validate/Relate) 
· It can be confusing/worrisome/stressful/frustrating (identify their emotions and replay them back) 
· The good news is we’re here to help, and our advisors deal with many of these same situations every day. 
· Our job is to understand what matters to you and to give you the information you need to make informed decisions about how to (client need/motivation) so that you can focus on (client’s focus) 
APPROACH (3 Minutes)
Your Branded Approach philosophy and different types of advisors. 
»  OPENING 
· I want to tell you a little bit about our approach to wealth management. But before I do that, I think it’s always important for our clients to understand the different types of financial advice out there. 
· At our firm, all of our advisors are known as “fiduciaries.” What that means is that we are ethically and legally bound to act in your best interests. So any decision that we make, you can rest assured that it’s because we think it’s best for you and your goals. 
· That isn’t the case with other firms out there, who may want to put you into investment strategies or insurance policies built around making the advisor money. We are definitely not one of those firms. 
»  YOUR BRANDED APPROACH 
· We believe in helping you (insert brand promise/value proposition). What that means is measuring wealth is more than money. We like to say it’s the things money can’t buy and death can’t take away. Ultimately, it’s about freeing you to focus on what matters most to you – like retiring on time, traveling, visiting loved ones, saving for your kids’ college, building a legacy, or really any other goal or passion you may have. 
· Given what you share with me, for you this might mean (connect the issues/goals the prospect shared with you with your value proposition).
»  YOUR APPROACH 
· Dive into what the prospect wants and what that looks like in your wealth management/financial planning model.
VALIDATE (2 Minutes)
Share that you can fulfill their motivation for wanting an advisor. 
» VALIDATE
− Based on what you’ve told me, I definitely believe we can help. 
CONFIRM (2 Minutes)
Confirm the time of the meeting and what that includes. 
»  MEETING CONFIRMATION 
· If meeting: 
· Great, so it looks like I’ll see you for our meeting on {date, time}. 
· If no meeting yet: 
· Sound good. Keep an eye out for my email (on potential meeting times or with contact information). 
»  NEXT STEPS 
· And just so you have a bit of an idea on what comes next, once we have a full view of your financial life, we’ll put together a personalized plan that we think is best for you. 
· Does that sound good to you? 
QUESTIONS (3 Minutes)
Answer and questions the potential client has. 
» QUESTIONS 
· Do you have any other questions for me? 
» CONCLUSION 
· Sounds great. I’ll send you a meeting invite with the details about what we’ll talk through then. It was great talking to you! 
· Goodbye. 
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