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“Look Out” For Your Clients…
Make Magical Moments
“T
here is no magic in magic; it’s all in the details.”   ~ Walt Disney
“By ‘looking out’ for clients’ specific needs, you can create magical moments. When you anticipate needs, wants, and desires before the client has to ask, those are magical moments. ‘Looking out’ is the detail. And the details create magical moments,” maintains Lyn Murphy, Co-Founder of PeopleSmart® High Impact Training and Consulting (Boston, MA).

“Looking out” for clients is always watching for ways to help. It means being the “eyes” for your clients through the many life situations people may experience. “Whether it’s the birth of a new child, getting married, remodeling a home or planning for retirement, your products and services serve as solutions to needs surrounding these life events,” points out Murphy.

When you’re looking out for clients, you take an active role in helping them with financial product and service needs that they may not even be thinking of on their own. You’re a resource and educator for clients, because people don’t always realize how a product or service can help them with a problem, concern or need. 

Do the Unexpected
Magical moments are the details clients don’t expect such as when you…

(  Anticipate needs, wants and desires before the client has to ask

(  Exceed a client’s expectation

(  Remember something that the client told you in the past and mention it to them on their next visit

(  Contact the client because you have a recommendation that may help them

(  Walk the client out of the branch and introduce them to other team members, so that they know you are all looking forward to helping them during their relationship with your financial institution

“Do the unexpected….this creates magical moments with clients. And the unexpected can be easy – a note, a phone call, a card reminding them of how you may be able to help them. Making it about the client’s specific situation will differentiate you,” Murphy says. “Most financial institutions say they provide service excellence; however, most don’t create magical moments. They tend to create moments of mediocrity AND they are not consistent with their service. In other words, you don’t always get the same level of service with every employee you encounter.”

Think about the experience you encounter every time you visit a Disney Park. The experience is always consistent from the street sweeper to the ride conductor to the waiter in a restaurant. Why? “Because they are trained to create moments of magic and they are held accountable in every role, every day on every shift they work. They are called cast members, not employees, because they perform for clients…they are on stage and they are expected to deliver their best performance,” Murphy continues. “That’s why we all want to go to Disney. It’s the happiest place on earth. It’s their culture and it all starts with having the right cast members with a great attitude. They want to make your experience a memorable one every time!”

Life Stages Trigger 
Financial Needs
Many clients don’t even know what products and services you offer. Furthermore, many clients don’t realize how your products and services can solve a problem or issue in their lives. “That’s why you need to be proactive and help educate the client on how you can help them in life situations,” Murphy says. “You need to be able to articulate the benefits your products and services provide the client…specific to their situation. Making a targeted recommendation is the key to success.”

We all go through life stages – significant times during our life. Examples are the birth of a baby, marriage, retirement, going to college, starting a career, buying your first home, etc. “Life stages trigger financial needs. However, clients don’t always know this,” says Murphy. She cites these examples:

(  Birth of a baby:  Savings plan

(  Marriage:  Home mortgage, consolidated banking which will include a checking and savings relationship and online banking

(  Retirement:  401k, Individual Retirement Account, investment services, insurance services

(  Going to college:  Loans

(  Starting Career:  Savings plan, investment services, financial planning

(  Buying first home:  Home mortgage and home equity

Provide Help
“Most frontline employees make general recommendations and some even just push the product of the month. By responding to specific clues you see or hear from clients, you can differentiate yourself,” Murphy continues. “Make your recommendation about how you can help them with their unique situation. This creates moments of magic because the client feels that you are truly looking out for their specific needs.”

When you make recommendations that fit clients’ specific situations, they view the interaction as service instead of sales. Here’s how Murphy defines sales and service: 

(  Sales is a report card of your service.

(  If you help somebody with their request or issue, that is service.

(  If you help somebody and they end up buying something else from you, then it’s sales.

(  What is the common denominator? HELPING

(  Sales only make sense when it’s in the client’s best interest.

(  Your role is to ensure that you are always looking for ways to help clients.

(  Sales are the result of your “looking out” for the client.

Listen for Conversational Clues
 “If you don’t offer a potential solution to a clue that you see or hear, you are actually not providing good service. It’s a disservice to the client to let them leave if you could have helped them by recommending a financial solution,” says Murphy. Conversational clues are one of the best sources for discovering clients’ specific needs. These clues provide employees with easy and effective ways to transition to a potential product or service recommendation.

EXAMPLES:

…Just started looking at homes in the area

…House is getting too small for my family

…Don’t know how I will be able to pay tuition for my kids

…Roof has a leak

…Car just broke down

…Just received an inheritance

…Just changed jobs

…Stamps are getting expensive

…The branch isn’t open when I come in to do my business

…I’m going to be a grandparent

…I’m concerned about retirement

Make a Successful Referral
When working with frontline employees, Murphy teaches a technique called Successful Referrals – Four S’s. Here’s a recap:

1.  Spot.  Look for clues/indicators that the client may be in need of a product or service. The clues or indicators can be verbal or visual. Clients often provide clues during conversations. The key is to know the clues you should be listening for and what products or services may help in each situation.

2.  Say.  Let the client know that you heard or saw a clue. Tell the client that you understand the emotion tied to that clue. Use feeling words to connect with clients. Make a recommendation that links to their specific clue.

3.  Solve.  If you need to refer the client to a specialist, make an introduction to the specialist and offer a strong endorsement. Connect the client and the specialist together to ensure that you help them now with their situation. Don’t put it in the client’s court…put it in your court.

4.  Satisfy.  Make sure to follow up with the client. Always let the client know that you will continue to look for ways to help them during their relationship with you.

Be Proactive!
Frontline employees are generally reactive to client needs. If asked for something, they provide it. If not, they don’t. They also tend to use passive phrases like call me if you need anything. 

“Inform clients that you take a proactive approach to their banking. Explain how you can help during life stages,” Murphy says. “Differentiate yourself by using terminology most clients never hear.”

EXAMPLES: 

…“We will reach out periodically to ensure you are getting the most from your relationship with us and to discuss how else we may be able to help you based on what is happening at the time we talk.”

…I will be calling you to check in and see if you may have any questions or need anything from us.

PeopleSmart® High Impact Training and Consulting (www.peoplesmart.net), a woman-owned business, offers superior training for all team members in sales and service excellence, sales management and coaching, sales leadership and business development. 

PeopleSmart’s training sessions stimulate participation and are designed to reinforce the core strategies and financial goals of your institution. Each of our experienced facilitators practices adult learning methodologies. We deliver all our sessions using an active-learning model. Programs are designed to be position-specific, so that all skills or concepts taught are relevant to and sustainable by each of the participants. Our facilitators have an average of 20 years banking experience.

To contact Lyn Murphy, call 
1-781-987-1075 or e-mail lyn@peoplesmart.net.

Relationship Reviews Can Differentiate You
“T
o stand out in the financial services industry, differentiation is a must. Offering Relationship Reviews to all clients is one great way to shine,” points out Lyn Murphy, Co-Founder of PeopleSmart® High Impact Training and Consulting (Boston, MA). Relationship Reviews can be done annually or more frequently based on the client relationship.

Financial institutions provide clients with many alternative ways to conduct banking – online, telephone, automatic transfers, etc. You need a way to stay in touch, however, so that a personal relationship can be established, nurtured, and maintained. Relationship Reviews provide that opportunity. Many clients who open an account at a branch or close a loan with a lender seldom if ever come to a branch to do their banking. “Periodically reaching out to clients is a necessity if you want to build lasting and sustainable relationships,” says Murphy.

Create client profile tools and anticipate client needs based on life stages. Create communication plans to keep in touch with clients – mail, phone, invites to branch, etc. Ask yourself this question…How often have you been contacted by your financial institution? 

“Many of us have never heard from our institution unless we were possibly overdrawn. And if we have been contacted for another reason, it’s probably a random sales call to see if we want to take advantage of an offer being advertised at that time. For instance, a CD rate, a loan special, etc.,” Murphy says. “If you set the Relationship Review process at all client points of contact including opening deposit accounts, loan closings, investment services, etc., you set up your success in implementing Relationship Reviews. Find out when, where, and how a client prefers to be contacted. Note it in your client relationship management system.”

Tips for Success
“The key to getting clients to participate in Relationship Reviews is to explain what the reviews are and how they benefit the client,” emphasizes Murphy. “Providing a Relationship Review is a great differentiator if communicated properly and executed well. It also has to be a commitment, so that the client ends up expecting the review.”

To make Relationship Reviews part of your culture, Murphy suggests:

(  Inform clients that Relationship Reviews are part of their relationship experience with you.

(  Send out reminders that you will be contacting clients to schedule their Relationship Review.

(  Let clients know what the Relationship Review will do for them – WIIFM…what’s in it for them.

(  Train staff on facilitating Relationship Reviews.

(  Create a client relationship management system to track the reviews.

(  Highlight Relationship Reviews on your website.

(  Ensure that all schedules or appointments for Relationship Reviews are communicated within the branch team, so that clients can be welcomed when they arrive at your branch. 

Client Appreciation Days
“Client appreciation days should be more than cake and coffee. They need to be ‘looking out for clients’ focused,” Murphy says. “You can turn client appreciation days into Relationship Review Days by having a ‘thank you’ for being a client…complimentary Relationship Reviews offered during that day.”

EXAMPLE:

…Because we truly appreciate that you have selected us as your financial services provider, today is about YOU. We want to be sure that you are maximizing your relationship with us and that we are doing everything possible to make your experience at our institution a moment of excellence every time.

To make your event a success, Murphy offers these tips:

(  Send personalized invitations to your clients, advertise in local papers, make outbound calling invites, and hang posters in the branch.

 (  Let clients sign up for appointments, so they won’t have to wait. However, it’s also important that you let people know walk-ins are always welcome.

(  Have appropriate staff onboard for the day.

(  Make the day fun! Have a contest. By engaging in a Relationship Review, enter to receive x, y, or z.

(  Train your staff on how to start conversations with clients and use information they receive to help them.

(  Prepare for scheduled reviews by looking up client profiles, printing and having a file created for each client. This will show them that you value their relationship and that they are important to you and the institution.

10 Ways to Connect With Your Community

R

eaching out to the community is one of the best ways to differentiate your branch from competitors. Community involvement helps you to…

(  Show appreciation to local clients.

(  Increase your visibility.

(  Give back to your community.
More than Money
Getting involved with your community is more than making donations. Here are 10 ideas:
1.  Join business and civic associations and participate in their activities. Attend regular meetings, serve on committees, and go to functions.

2.  Do volunteer work in the community. Actively support local nonprofit organizations. Even if your budget is tight and monetary donations are limited, you can still volunteer your time. Soup kitchens, literacy programs, homeless shelters, and Meals on Wheels are examples of local nonprofits that always welcome help.

3.  Adopt a local school. Educate students on how to manage their money and basic banking skills.

4.  Celebrate the Christmas season with a “mitten tree.” Some institutions call it a “giving tree”. Place a tree in your lobby. Invite people to decorate the tree with new mittens, gloves, hats, and scarves. Donate the items to disadvantaged children in your community. Besides providing needed items for the children, the tree allows employees and clients to get involved with their community and help in a small way.

TIP:  Partner with schools or community non-profit groups that sponsor outreach programs. You need a credible partner who can ensure the donated items will be distributed to disadvantaged children. 

5.  Host an open house. Use the opportunity to fortify relationships with your existing clients, meet new prospects, and showcase your branch’s warm and friendly staff.

6.  Hold free seminars aimed at older consumers. Work with your local AARP chapter and coalition for senior citizens to do consumer education seminars. Bring in guest speakers like someone from the state attorney general’s office to talk about consumer fraud; have employees talk about topics like investments or estate planning.

7.  Get involved with local housing organizations that help low-income families buy their own homes. Volunteer to counsel these families and individuals about home buying, budgeting, and banking. 

8.  Sponsor sports programs of local teams. Encourage the teams to bring in trophies and pictures to display in your lobby.

9.  Rent a booth at local fairs and events. Hand out freebies like bottles of water and fans.

10.  Invite art classes of local schools to exhibit their work in your lobby.

Is Your Team Adept at “Looking Out” for Clients?
A
lot of financial institutions give “looking out” for clients lip service and web space, but employees are the ones who ultimately make it a reality. “Looking out for clients starts with the Branch Manager, because they are the leader in the eyes of their staff,” observes Lyn Murphy, Co-Founder of PeopleSmart® High Impact Training and Consulting (Boston, MA). “As the Branch Manager, it’s critical that you lead the initiative and set the tone for a ‘looking out for clients’ mantra at your branch.

TIP:  Start off the day by meeting with your team. Spend 5-10 minutes in a huddle/discussion about what the team will do to “look out for clients” today. Then at end of day, reconvene and share how you accomplished this. Get the team involved by asking them for ideas and have them become champions and lead the charge. 

“If every team member is held accountable for creating magical moments, it becomes a way of life for the branch. Wow! Now that’s a stamp you want your name on!” says Murphy.

Must Haves
To be adept at looking out for clients, Murphy says employees need to…

(  Make every day about the client!

(  Know what products and services your institution offers.

(  Understand how products and services help clients during life situations.

(  Recognize the clues to look for to make targeted recommendations. Furthermore, employees need to be adept at matching clues to products or services or the appropriate specialist.

(  Know who the specialist is at your institution (if it’s not them), so they can connect the client with the right person. Employees need enough background on the specialist to give a great endorsement. They also need to know how to reach the specialist in order to connect the client directly to them.

(  Practice the Successful Referral model (see page 3) and become an expert at using it with all clients.

(  Have the confidence to start conversations.

(  Be held accountable…have a goal to look out for clients.

(  Make looking out for clients a verbal and written commitment. Then do as Nike says…Just do it! 

Attitude Is Everything
“As managers, it is critical to be adept at changing your hat every day from manager to coach. You need to devote time to employee talent development with every level of employee performance from top, middle, and poor performance,” Murphy says. “Give everyone the opportunity to grow. Just be sure that you hired the right attitude…POSITIVE!”

Reach Out To Your Clients

O 
utreach initiatives can help you build client loyalty and expand relationships. “By being proactive and reaching out to clients, you differentiate yourself from the competition. You show clients that you care about them,” observes Lyn Murphy, Co-Founder of PeopleSmart® High Impact Training and Consulting (Boston, MA). “Reaching out to clients also creates unexpected moments of magic.”

To maximize your results, Murphy offers these tips:

(  Newsletters.  Create a name that is all about the client. Periodically highlight specialists of products and services and how they can be helpful during specific life stages. Provide bios, have a “Meet the Team” section, offer education to clients, make learning fun with crosswords and word searches. Create an “Ask the Expert” corner for clients to submit questions.

(  Seminars.  Conduct “Meet the Specialist” and “Meet the Team” days at branches. Invite clients to seminars provided by you, sponsored by you or that may be helpful to them. Provide panel formats and ask experts outside the financial institution to join you.

(  Postcards.  Send out special promotions to targeted audiences. Explain how the product or service can help during specific life stages. Give clients coupons to redeem at the branch, so you can generate a need to come in and meet you and your team.

(  Cards.  Send cards to clients celebrating their anniversary with your institution, birthday, new home, etc. Use personal signatures.

(  Relationship Review Invites.  Design customized invitations for Relationship Reviews. The goal is to brand the service you offer to clients.

(  Community Investment.  Be involved in the market you serve. Show clients your commitment to them and the community.

Encourage Employee Feedback

M

aking your financial institution a “preferred place” to work influences your ability to recruit and retain a quality workforce. While salary figures into the staffing equation, it’s not the only selling point. Listening and being responsive to employee feedback plays a pivotal role in employee satisfaction.

To encourage employee feedback, consider these tips:

(  Have suggestion boxes and complaint boxes.  Allow employees to register complaints anonymously.

(  Manage with an open door policy.  Let employees know they can talk openly to you without being penalized. Leaders need to routinely spend time walking around the branch talking with employees.

(  Meet periodically with your team one-on-one, as a group, or with selected members. The more accustomed employees are to interacting with you, the more likely they will be to open up.

(  Listen to employees when they talk to you.  Stay focused – don’t half listen while you go through papers on your desk or take care of some other task. When you give people your undivided attention, it says you think they are important and that you care.

(  Treat employees as equals.  Don’t flaunt the fact that you have more authority than they do.

Pivotal HR Practices

Work with your HR department to…

(  Create advisory panels consisting of employees.  Some organizations, for instance, use employee advisory panels to critique incentive programs.

(  Conduct employee opinion surveys periodically.  Surveys are valuable tools in assessing morale, reasons for turnover, and methods for improving communication and processes.

(  Hold focus groups occasionally.  Bring in an outside facilitator and meet with a cross-section of your workforce. Identify their issues and concerns. 

To make these sessions successful, employees need to understand how the information will be used and how it will be communicated to the leader. Usually, the feedback is summarized in a way that no one can identify a specific individual’s comments.

(  Do good exit interviews.  These should be done on a confidential basis by someone in HR. Keep a record of “why” employees leave, preparing a quarterly report on turnover. By spotting trends, you can take corrective action before problems snowball.

Con Artists Prey On Your Emotions
C
on artists are experts at preying on your emotions. By using ploys, they try to intimidate, win sympathy, distract, anger, etc. Their goal is to invoke a strong emotional response from you, so strong that it will cause you to let down your guard. You become so engrossed in the emotional response that you fail to follow proper procedures.

Periodically remind your team that con artists are always on the prowl looking for victims. Be sure every team member is aware of these possible ploys: 

(  Fakes familiarity.  The con artist acts like he or she knows you. The person is very pleasant, calls you by name, and creates a sense of familiarity. The goal is to make you think he or she is a long-term client. 

(  Drops names.  Before coming to your window, the con artist briefly chats with one of the officers. The con artist then engages you in conversation and mentions the officer’s name. The goal is to make you think that he or she knows the officer.

In reality, the con artist was asking for directions, the time, anything just to be seen talking with the officer. Remember, officers’ names – like yours – can be secured from name tags or name plates.

(  Uses a decoy.  Con artists don’t always work solo; some bring along a decoy. The decoy may appear to be an elderly parent, partner, young child or even a baby. The decoy helps provide a normal family appearance and may assist the con artist in distracting your attention through conversation or behavior. The goal is to distract your attention away from properly checking identification, scrutinizing the transaction, etc. 

Even clothes and devices can be employed as decoys. 

EXAMPLE:  One bank reported a case where they had a guy come in wearing surgical scrubs and a stethoscope. While he was in the branch, his pager went off making everyone think he had an emergency. This so-called doctor was cashing a social security check, but no one thought to ask “why”. Eventually, the police did catch him.

(  Tells a hardship story.  Con artists are experts at playing on your sympathy. The goal is to override your commitment to following procedures.
EXAMPLE:  One bank reported a case where this guy called on the phone and said I’m officer so-and-so. He said there had been a family tragedy, his daughter had been in an airplane crash, and he was sending in a family member to cash a check for him. The person who came in was not the account holder and the person on the phone was not the police officer. 

(  Builds familiarity.   Sometimes, like with the split deposit scheme, con artists plan these scams and actually build familiarity. The con artist regularly transacts business with specific tellers. This is another reason why it’s important to look at the date the account was opened. When accounts have been opened six months or less, use extra caution. 

(  Intimidates you.   The con artist will insult or question your skills, training, or quality of work…a raised voice, tapping on the counter, or negative comments about how you are handling the transaction. The goal is to make you feel stupid or embarrassed. The con artist wants you eager to get rid of him or her, so that you’ll rush the transaction and skip procedure. 

EXAMPLE:  You’re processing the transaction. The con artist raises his voice and in an arrogant, demanding tone says can’t you do that any faster or are you just learning. The con artist hopes to intimidate you into shortchanging or skipping crucial steps such as checking ID.

(  Approaches you at peak times.   Con artists often gamble on your being less thorough when the lines are deep. Long lines can increase your stress and that makes you concentrate less. 

(  Flatters you.   The con artist piles on the compliments, flirts with you, or pretends to share common interests. The goal is to make you feel comfortable and win you over. Because you like the person, you assume the transaction is genuine and skip procedure. 

(  Talks incessantly.   The con artist is determined to engage you in conversation or personally talks non-stop. The idea is to disrupt your concentration, so you don’t scrutinize the transaction or follow procedures. 

EXAMPLE:  You’re so busy talking with the person or listening that you forget to examine the signature.
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Employees Need to Understand What They’re Promoting





Displays and signs may capture clients’ attention but getting them to sign the dotted line takes knowledgeable employees. In other words, employees have to understand what they’re promoting. A promotion-savvy staff is more confident, can better fit clients’ needs, and overcome objections.


Displays and signs are passive. Some people will look at them and some won’t. People are passive, too. They may read a sign but unless an employee talks up the offer, the client doesn’t take action. Even if the display or sign does generate interest and inquiries, employees are still the crucial links to making the sale.


EMPLOYEE:  “Gee! If you had a VISA check card, Mrs. Hall, it could save you standing in line. You wouldn’t have to take time to come into the branch every time you need to make a withdrawal.”





If employees don’t use their product knowledge and sales skills, the client may never ask. A lot of people don’t even recognize how a product or service would benefit them specifically.


Knowledgeable employees tailor sales promotions to fit the client’s personal need. Beyond scoring sales, clients like that special attention. It says you’ve paid attention to the person and noticed his or her specific situation. 











Successful Referrals Script…Free Sample





Does your team struggle with how to make successful referrals? PeopleSmart® High Impact Training and Consulting (Boston, MA) is offering a free sample of a Successful Referrals Script to BML readers.


The script provides a template of a successful referral. The script includes the specific technique used in each step. This will help the Branch Manager coach the desired behaviors in making a successful referral.


EXAMPLE:  One technique under SOLVE is using a testimonial to endorse the specialist… “Many clients have found Sally very helpful in determining the best mortgage solution for their home buying needs.”





PeopleSmart’s sample script starts with a real-life client conversational clue and provides scripting guidelines to use for successful referrals. To request your free copy, e-mail � HYPERLINK "mailto:lyn@peoplesmart.net" �lyn@peoplesmart.net� .








8 Reasons It Pays to “Look Out” For Your Clients





“Most clients don’t know all the products and services you offer. They especially don’t know how products and services can help them deal with the various situations they face in life. You are their eyes in the financial services world,” contends Lyn Murphy, Co-Founder of PeopleSmart® High Impact Training and Consulting (Boston, MA). 


Looking out for your clients, says Murphy, will…


1.  Differentiate you from the competition.


2.  Create positive word-of-mouth advertising.


3.  Build client loyalty.


4.  Make clients extremely happy, because you helped them with a solution to a life need they were not even thinking about until you brought it up.


5.  Reduces the stress clients experience in life, since you help them in advance of needing a solution.


6.  Create a sense of urgency to want to help and the ability to do the little things for the client such as processing the paperwork, pre-filling information, and providing change of direct deposit letters.


7.  Add value through building trust.      


8.  Make it easy for clients to have a relationship with you. After all, without clients where would you be?








Get Employees Thinking About Life Stages





There are life stage systems you can purchase and implement. But what if you don’t have the budget to invest in a system? “Do something that costs nothing,” advises Lyn Murphy, Co-Founder of PeopleSmart® High Impact Training and Consulting (Boston, MA). “Create an internal team to focus on client relationship development – making sure clients get the most from their relationship with your financial institution.” 


Charge the team, says Murphy, with these four tasks:


1.  Create a list of the top ten client clues for every product and service your institution offers.


2.  Develop a “Meet the Specialist” campaign. The goal is to educate employees on the products and services the specialists provide to clients. Specialists include investment reps, trust officers, and mortgage bankers.


3.  Hold “Meet the Team” days at branches. Include all the resources at your institution that can help clients throughout their various life stages.


4.  Craft life stage posters, postcards, and flyers to educate clients on how your institution can help them during these significant times.











You Can’t Go By Looks


Con artists come in all shapes, sizes, genders, nationalities and ages – the little old lady with a big smile, a well dressed business person, the frazzled mother of a two-year old, the guy on his way to a tennis game, etc. 


If you don’t personally know the individual, follow your institution’s procedure for checking ID. Personally knowing the client means just that…you interact with the person on a regular basis. Just because the person looks familiar and has visited the branch a few times doesn’t mean you know the person. 


Con artists often stake out a branch and watch employees before committing the con. They look for employees who are lax in following procedures, because their goal is to find the easiest marks. 
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