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How to build better relationships by telling 
people what you do and how it helps them. 

So often the opportunity to help people is lost because sales people do not adequately and 

simply define what they do! Especially when you may only have a single window of 

opportunity at the initial meeting to show them how you can help them. 

Rather than concentrating on the transactional aspect of product selling, try to think how you 

can help people. This can be as simple as providing solutions, showing how your 

service/product solves a problem or just making them feel good. 

One of the first things you can do when you meet someone is give them your business card. 

Many business cards these days have a list of the services, concepts or products you can 

provide help and advice on. This can be itemised on the back of your business card. 

Simply say, “Here is my card. This is a list of the services, products and concepts I can 

provide. If you ever have any questions about anything on my list, please feel free to 

use me as a reference, won't you?” 

While the prospect looks at your list you might like to ask them if they ever use any of those 

products or services. This opens up the opportunity for dialogue. 

At the end of the meeting, again call attention to your list and ask whether the client has any 

questions about any of the products, services or concepts you deal in. Often, they will ask 

about something on the list and this opens another area to talk about in terms of helping the 

potential client. 

Even go to the point of having tick the box sections on a one page sheet you can leave with 

customers or get them to fill out with you. These days you can have these surveys 

automated on your website. 

If they don’t use it now leave it with them. You will be surprised how often they will refer back 

to this manifesto and tick something on the sheet! 

Remember to talk in the prospect terms about concepts not products. Products can mean 

expenses, whereas concepts help people understand their problems and realise you can 

help them with the solutions. 

A concept is an idea that can help a prospective client. If you are in financial services it may 

be something like: 

 Wealth Creation 

 Superannuation Consolidation 

 Family Protection 

 Estate Equalisation 

 Estate Creation 
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 Creating a debt extinguishment fund 

 Nomination of beneficiary update 

It is highly undesirable to talk product. This is very transactional. Concepts make people 

think. Products solve problems only after they have been discovered. 

By having a list or manifesto of your services to leave with prospective clients you will having 

something more tangible than a business card which can be discarded, lost or ignored. 

Your “select a section” manifesto may live much longer with a prospect than a business card 

too. 

What makes you special to your potential clients? 

There are a range of tangible and intangible attributes that make you valuable, unique and 

referrable to your clients. Consider the following: 

 

 Is it a unique service offer? 

 Is it a good business location? 

 Is it your technical knowledge? 

 Is it your fee structure? 

 Is it your soft skills when dealing with people? 

 Do you have superior products? 

 Is it your accessibility? 

 Is it your accessible location? 

 Is it your staff? 

 Is it your social media skills 

 Is it your capacity to refer 

 Is it your capacity to educate 

 

Then ask yourself the following questions: 

 

 Can you protect what you have that is special? 

 Can it be copied? 

 Can it be improved? 

 Can it be commoditised or commercialised? 

 How long can you remain special? 

 Can it be franchised? 

 If you stepped out of the picture would the business remain the same, get better or 

worse? 

The real challenge today is to be innovative and consistent. A recent conversation with a 

successful advisor in Sydney led to the description of his business as “taking away the 

complexity” for his clients. 
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His aim was to create a new idea of what his business could do for his clients. Recognising 

they were time poor, he has taken his advice model to one of providing simplicity by 

removing complexity to his clients. The really exciting part is though he has realised that 

because this concept works very well he can defend what he has worked so hard to build 

and get the price he needs. 

How can you defend what you already have? 

This is quite simple. You must be the conduit to knowledge for your clients. You must assist 

them to understand their wealth creation, protection and estate protection strategies by 

sharing information with them. 

Send them third party articles from newspapers, industry magazines, trade sources and the 

internet. Share good internet sites, email them information and turn information into 

knowledge. 

This article is reprinted with permission from Jim Prigg CEO and founder of Knowledgemaster Pty Ltd. 

Knowledgemaster is an online resources company that delivers practical communications, interaction, 

sales and soft skills tips, tactics, techniques. Learn more about winning business programs and 

courses by calling Jim on 03 5232 1500 mobile 0408 520453 or jim@knowledgemaster.com.au . 
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