Steve Jobs do?

If financial services practitioners wanted to really build a
great business - perhaps not achieve world domination, but
just build a great business - they could'do worse than to ask.

he man who launched an iconic
brand was renowned for
thinking differently.

One of the most ground-
breaking marketing campaigns of all time was
the Apple "Think Different” series of ads in the
late 1990s which essentially celebrated the
merits of thinking differently to mainstream
society. The irony was that the advertising was
then placed in traditional marketing mediums,
and in very traditional formats.

But what was different was the focus on an
message to market a product that

aspiratior

nobody knew anything about, or even whether

they needed it

It occurs to me that if anyone happens to
be in a business of trying to market what is
basically not-very-sexy stuff, to consumers
who do not even recognise that they need the
un-sexy-stuff. Then it is worth looking at how
others got the market excited to begin with.

That is what we in financial services do not
ite the market. Some readers may

even think that an impossible goal. The thing is
as individual advisers we do not have to excite
the entire marketplace. We only have to excite
the small sub-set of the market that we want
to work with, and have the capacity to deliver
fabulous value and service to. Perhaps 400-
500 people are all we need.

Any one of us can excite 500 people with a
strong and aspirational message.

Apple did it initially by claiming that they
designed the cool tools for geniuses, and then
built a story and aspirational campaign around
it. The result? Every aspiring genius thought
they HAD to be part of the Apple trib

At the risk of sounding like a recruitment
poster for the industry, we do actually have
incredibly great stories to tell. We have
fabulous skills, products and services for
aspirational New Zealanders. Financial
advisers who care about their clients, and who
are discerning in how they guide and coach
clients through life changes and the plans to
achieve the clients life goals, do something
that no other industry or profession truly does:

-
Whether it is through risk management,
better debt management, or the accumulation
and protection of investments and estates,
financial advisers help consumers to create
ndependence through surplus.

Sound financial advice is not really about
making sure that the client's last cheque
bounces at the undertakers, it is about
ensuring there is surplus and that dependents,
beneficiaries and community interests are
protected and benefit from the estate of our
clients once the clients needs have been met.

Advisers have a great story to tell.

.

Certainly there will be elements of society
where the consumers are not actually
aspirational at all, and our story does not
mové them one iota. But for a significant part
of New Zealand society what financial advice
can help achieve is precisely what those
consumers need.

Understandably perhaps there were quite a
few years of investment and lending debacles,
followed by regulatory overhaul and learning
/s to provide professional advice
3ys are behind us.

The best investment of time, and perhaps
some money, that an adviser can make as we
move into 2016 is to focus on understanding
the aspirations of their target market and then
building a marketing message that resonates
with that target market. It does not have to
appeal to everyone, just the right 400 or 500
consumers for you.

Having said that, | am not suggesting that
successful advisers only work with ideal target
market clients. In most parts of New Zealand
that is prohibitive for most advisers, as there
either aren't enough ideal target market clients
locally to begin with, or that target market will
take a little bit of time to create top-of-mind-
awareness within. For most advisers they
need to have at least two, if not-three, target
markets. At a minimum you need:

O A general market segment, which is
relatively broad and has fairly generic needs in
terms of financial advice. These are the "bread
and butter” clients where you can deliver great
solutions, at reasonable price, and perform the
work profitably and satisfactorily. Typically, this
is not especially exciting work though

@ An ideal client segment, which is far
tighter and has far more specific needs
or dynamics. These are the ones that you
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