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Dates:

Jack took the Practice Management Assessment 3/12/06.  Our follow-up conversation took place 3/15/06.  Bill Green participated.

Jack’s assessment score of 715 indicates a business practice lifecycle stage being in “Maturity.”  The full transition from “Maturity” to “near-Prime Performance” (his target score of 893) fixes on three factors: 

· Restructuring the Office Manager’s role

· Determining if the current staff people are long-term contributors to the firm’s movement into “Prime”
· Expanding Jack’s accountability team to enable a more focused effort to gather quality referrals
What follows are the top key action items Jack should keep in focus during the next three months, based on the assessment and our subsequent conversation.
	
	Action Item
	Business System/Indicator
	Expectation
	Resources

	1
	Define OM’s job responsibilities, accountabilities and his role with the support staff
	Communication, Business Environment, Accountability, Financial Mgt., Vision
	Clarity of expectations and connection of these expectations to firm profitability
	Partners, coach

	2
	Review staff’s ability to help push the firm into Prime Performance
	Communication, Business Environment, Accountability, Vision
	Are the current staff people willing to grow personally and professionally as the firm further matures and becomes a transferable entity? If not, bring in associates who will.
	Partners, B/D, coach

	3
	Gathering intimate client information for use in Elite client service and contact
	Client Management
	Populating the database with select data on hobbies, interests, sports teams, wine preferences and the like.  This can be cross-referenced to provide pinpoint opportunities for elite contacts and events.
	Partners, staff, coach


	4
	Create and promulgate an ideal client profile
	Client Acquisition, Vision, Accountability
	All Centers-of-Influence, Elite clients, Partners, Community Leaders, Staff, Advisor Firms know the ideal profile…and proactive venues are set up to acquire new qualified names.
	Partners, coach

	5
	Synergy with qualified plan department
	Client Acquisition, Client Mgt.
	Using your MA’s company connections to offer financial plans to key employees/executives and to feed benefits directors to your MA from FP fact-finding.
	Partners

	6
	Examine the “systemization” of the good will being generated by the firm.
	Client Acquisition, Client Mgt, Vision, Accountability Team
	What would be the intangible value of the firm’s goodwill?  If a partner were to leave for any reason, would the firm be able to keep that book of business? 
	Partners, coach

	7
	What opportunities are offered for staff growth, education and incentive compensation? 
	Education, Communication
	Setting expectations of staff in growing with the firm
	Partners, Coach, B/D

	8
	Time Management analysis
	Time Management
	Focus on specific time-consuming processes and procedures to reduce partner participation and streamline where possible.  Freed-up time to be used for prospecting.  This includes the Financial Planning process.
	Coach, entire firm, B/D

	9
	Formalize staff & partner meetings to include agendas and progress on above action steps.
	Communication
	Total team focus on achievement of Prime Performance and clarity on how each member can contribute.
	Partners, coach

	10
	Sell the “C” client book
	Client Management
	Outsource these time-intensive but non-productive clients
	Partners, B/D


Practice Management Definition:

We define a full-time marketing associate as one that:

· fills Jack’s calendar with a mixture of client formal annual reviews, first & subsequent interviews with referred prospects and referral-gathering interviews with Centers-of-Influence and Elite clients
· maintains the client relationship database as a processing point for client information, client service, referral tracking and cross-selling opportunities

· helps cultivates top clients by way of proactive contact with them and client appreciation events

· researches and provides Jack with names to feed during his referral-gathering appointments

· is in charge of proactive client communication via email, phone & postal mail (emphasizing one-on-one encounters with top clients)
· manages Jack’s team’s calendar
· begins to pick up case development and sales process pieces to free up Jack’s time for attracting new prospects
PAGE  
2
© 2005 Al Depman


