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Delivering a Better Client

Experience:

An Evidence-Driven <
AppI’OCICh Client Experience Director



Designing
Experiences
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Consumers aren’t getting
the level of service they expect.

4
80% 8%

of companies of consumers
think their service think their service
IS superior IS superior

https://www.mindflash.com/blog/surprising-customer-experience-statistics-and-how-training-can-help
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..and are willing to pay more for great
service and experiences.

outperformed the S&P 500 by 219%
over the past 10 years.*

70%
more likely to recommend a brand
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To Design a Better Experience,
Start with the End




Key Moments Across Design | Build | Protect™

CLIENT
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Introduction from  Preliminary Strategy & Mutual LifeDiscovery Godl Tactics & Annual Stewardship DBP™ FeedForward
Current Client Fit & Need Proposal Commitment & One-Year Plan & Scenario Action Meeting Review
Review Items



Gathering
Input
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Ways to Gather Client Input

* Quantitative:
Client Experience (CX) Survey

 Qualitative:
DBP™ FeedForward Session




Client Input Compared
[ oowwe | Gwam

Timeframe Trailing Leading
Satisfaction How have we done? What should we do?
Where were the gaps in our service or : :
Gaps How can we improve going forward?

your expectations?

What would you like your experience to be like

: . ?
Experience How were your past experiences: i the future?

Referability & How likely are you refer us based on Based on how we're improving our offering, how
Helping Others your experience with us? might we help more people?

Focus Data-driven Feeling-driven
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Quantitative

“If there is any one secret of success, it lies in

the ability to get the other person’s point of

view and see things from that person’s angle
as well as from your own.”

- Henry Ford
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Introducing the Net Promoter Score (NPS):
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NPS: Industry
Benchmarks

2020 XMI Customer Ratings — Consumer NPS, Range
of Net Promoter® Score (NPS®) Across Industries

Low NPS Avg. High NPS
® *
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¢ Streaming Media
¢ Retail

C ¢ Fast Food

¢ Grocery

@ =——=¢ Parcel Delivery Services
¢ Banking

¢ Wireless

¢ Automotive

¢ Software Firms

® Investment Firms

¢ Computer Makers

¢ Insurance

¢ Hotel

®
@ ¢ Utilities

® ® Health Insurance
< ¢ Electronics
<

C ¢ TV/Internet Service Providers

¢ Consumer Payments

¢ Airline

¢ Car Rental




NPS: Brand Benchmarks
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Bankof America.
~
A ama;on = =
|
Apple Lexus Porsche Honda Amazon Costco Bank of BSW 2020
America

Source: https://customer.quru/




Qualitative

“It's really hard to design products by focus
groups. A lot of times, people don’t know
what they want until you show it to them.”

— Steve Jobs
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DBP™ FeedForward Empowers Clients to Design a
Better Wealth Management Experience

feed-back (noun):
The return of information about the result of a past process or

activity; an evaluative response

feed-forward (noun):

Incorporating the return of information to reframe,
re-educate and set new expectations; a proactive dialogue
about a future state

Core Focus: How does a client feel about working with us?
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IMPACT

Community

© 6 0 © &

Balance Values Transitions Wellness Comfort
& Causes

© 6 0 ©0¢ 0 ©

Retirement Health Risk Estate Charitable Education
& Financial Giving

® © 0 606 0 60 O

Portfolio Design Asset Class Asset Structure Income Cash Flow Tax Debt
& Rebalancing Selection & Location Generation & Budgeting Minimization Optimization

<)

Family

LIFE

GOALS

MONEY
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How do clients feel about providing input?

| appreciate you asking me for input.

| feel heard and appreciated.

| have a better understanding of why something happens the way it does.

| better understand how you might be able to help me in the future.




Enabling

Technology
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Nexa Dashboard
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Client Detail

] ]

Likely to Recommend (10) Highly Satisfied

Participant Detalls

2/9/2020 12:

Alex Gordon

Response Summary
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Question Detalls

My financial ads

1am conficsent in my a2ty to meet y Financial needs and cbjectves.

My francial Jvisor theeoughly understands ry fnancal needs, o
¥ ¥

The advice my & prowces i helping me create 3 bester finarcia

13m up to date on how market con

My financial advisor appreciates
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Attribution
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Closing
Thoughts
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Psychographics & Ideal Client Profile

DiSC Profiles

Detractor Passive Promoter

Dominance Influence

ACCEPTING
AND WARM

Steadiness
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Advisor Leadership Profile

Invest in the relationship Know what the client Be the same person
even when you don't have to may need before they both onstage and
or when you aren't getting need it. off stage.

anything in return.



Thank you
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For informational and educational purposes only and should not be construed as
specific investment, accounting, legal, or tax advice. Certain information is based
upon third-party data which may become outdated or otherwise superseded without
notice. Third-party information is deemed to be reliable, but its accuracy and
completeness cannot be guaranteed. By clicking on any of the links above, you
acknowledge that they are solely for your convenience, and do not necessarily imply
any affiliations, sponsorships, endorsements or representations whatsoever by us
regarding third-party websites. We are not responsible for the content, availability or
privacy policies of these sites, and shall not be responsible or liable for any
information, opinions, advice, products or services available on or through them.
The opinions expressed by featured authors are their own and may not accurately
reflect those of the Buckingham Strategic Wealth® or Buckingham Strategic
Partners®, collectively Buckingham Wealth Partners. R-22-3196
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