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Introduction

We live in desperate times — we need to fill up the prospect pipeline quickly and with the
right people.

You want new clients. You need new clients. Right now you feel like you are at ground
zero — no one new in sight. How do you get in front of the right people now?

More and more, we assess performance on a short term basis. The key to getting short
term results in your business development is filling up your pipeline by farming your best
relationships. You have clients, personal connections and contacts that can help you get
in front of the right people — and they want to help you. You just have to ask them and
show them how they can help you.

How to Develop Your Million Dollar Connections will jump start your prospecting
pipeline so you can see results quickly.

Check your referrability. Walk through your connections network. Strategically work with
people who want to help you. Use the contact game to make introductions that count.

How to Develop Your Million Dollar Connections helps you focus on the right people
to get you to the right people.

© MMVI Bluteau DeVenney and Company Inc. 1



www.bluteaudevenney.com Contents

Contents

Chapter 1: Overview and Objectives - Filling up your prospect pipeline ........................ 3

Chapter 2: Concepts - Focus on the right people to introduce you

tothe right PEOPIE ... e it 6

Step One: Develop the MINASE ..........couiii it e 9

Step Two: Targeting - Who are the right people? ... 11

Step Three: Messaging - How are you right for them? .........cccccccooiiiiiiiiins 17

Step Four: Connecting - Finding the right people ............coooiii i, 26

Part A: Referrals - Your greatest reSoUrCe ..........cccvvvvviviiiininecnneennnn. 27

Part B: Connections - They wantto helpyou ................oocoviiieene. 29

Part C: Contacts - Your ideal Clients ...........cooviiiiiiiiie e, 35

Chapter 3: Execution: Putting it to Work for you ...........ccooiiiiiiiiii e 39
Chapter 4: ReSUItS: SEEING PrOGIESS ..uuvui i it ettt ettt e ae et e e aeeaeaaeaaeaeneannns 42
Tracking Your Connections ReSUItS ..........cccooviiiiiiiiiii i e 48

Chapter 5: Resources: Building your results further ..., 50

© MMVI Bluteau DeVenney and Company Inc. 2



www.bluteaudevenney.com Chapter 1. Overview and Objectives: Filling Up Your Prospect Pipeline

Chapter 1: Overview and Objectives

Filling Up Your Prospect Pipeline
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Filling up Your Prospect Pipeline

Use How to Develop Your Million Dollar Connections to boost your business building
results. Read the material, complete the exercises, execute the plan and record your
progress. Partner with someone to help you be accountable for results (your assistant,
colleague or coach).

We work in desperate times!

We need to build our business and book ourselves solid. Yet there are more people going
after the same prospects, these prospects are more demanding and at the same time we
need to do it all faster.

Building your business can be a tough game. Every professional, no matter the stage of
their career, has to build their business. However, most professionals report they only
have two or three prospects they are actively talking to at any one time. There are a lot of
“suspects” they would like to talk to or are thinking of talking to but very few active
prospects. Active prospects are those people talking to you and making the decision to
work with you. With such few openings, we need them to say yes! Our approach becomes
one of desperation rather than confidence. If they say “yes” we take them as clients no
matter if they fit our ideal business or not. The results - we sound desperate, we take the
wrong people and we waste time and energy.

Then you think about those ideal clients — the ones you know would be just perfect for you.
How can you get in front of them? Knowing how great they are you worry that there are so
many other professionals gunning for their business that they are probably already
wrapped up. For you, it seems like just another bout of wishful thinking.

At times, it seems like it takes forever to get any results. You have been talking to some of
these “prospects” for months — even years — and still they do not move forward. Why can’t
they make a decision? You get down on your performance and start giving up on yourself.
Maybe you are just not someone who can build business?

You hit the Confidence Draining Trifecta (CDT) - desperate approaches, poor performance
blues and wishful thinking. You feel the CDT stress and anxiety setting in. Where does it
go from here?

It depends on you. With more challenges comes more opportunities — you have
tremendous business opportunities open to you right now.

The right business is right in front of you!
You have taken the first step already. How to develop your Million Dollar Connections

shows you how to farm your relationships to connect to the right opportunities with the
right people.
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You know the challenges:

» Finding enough of the right names

» Getting in front of the right people

» Saying the right things to the right people
» Getting results faster

Resolving these challenges will open up the greatest opportunities for you with increased
sales and profitability (increasing both your top-line and your bottom-line), building working
relationships with the right people and targeting your time, efforts and message.

You need to farm your relationships for connections.

Connecting with the right people builds your business confidently, consistently and quickly.
Working with your connections also can be done without a huge investment of money.

The single point to remember here is to work smarter (not harder and longer) by farming
your current relationships to connect with the right people. You already have a network of
people who want to help you — you just need to ask them the right way.

Working through How to Develop Your Million Dollar Connections will provide you with the
formula for gaining introductions to the right people for your business through your own
network. You will see who you work with best and why.

How to Develop Your Million Dollar Connections outlines the concept of connecting,
applies the principle to your own business (with clear examples), provides an execution
plan to move forward and show results (being accountable for your progress).

You need certain capabilities to get you from where you are now to where you want to be.
We provide you with the tools you need in How to Develop Your Million Dollar Connections
to clarify, focus and follow-through to building your business.

Exercises such as Your Ideal Client, Your Personal Brand, and Your Connections
Inventory provide the clarity and focus for your business while Your Six Degrees of
Separation and Tracking Your Connections support you to follow-through for results.

We know you want to see results from working through our process - more business (and
the right business); saving time and energy and having a clear and confident message and
approach.

Focus on the right people to get you in front of the right people

———
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Chapter 2: Concepts of Connections

Focus on the Right People to Introduce You to the Right People
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The Concepts of Connections: Focus on the right people to introduce
you to the right people

Goals:

Your bottom-line objective is to grow your business — quickly, easily and with the minimum
investment of time, energy and money. You want to develop your connections and fill your
prospect pipeline with the right people for you. You want to focus on the right people to
introduce you to the right people.

(@) You want to simplify what you do
(b) You want to leverage your strengths
(© You want to accelerate your actions
(d) You want to multiply your results

The Concepts of Connections can achieve these goals for you.
Key Points:

» Develop the mindset of working smarter not harder — introductions are the most
professional way to build your business.

Target your efforts to broaden your appeal.

Answer the question “Why you?” clearly and confidently.

Know how to connect with the right prospects.

YV VY

Introductions are the most efficient and effective approach to capturing new business. You
gain rapport immediately (vital for making the emotional connection prospects need to
make the decision to work with you). Your prospects know who you are and already are
open to you from the introduction from your connection (someone they know and like).
Rather than pounding the pavement, churning out the direct mail, placing ads and cold-
calling you cut to the front of the line and gain access to an open door. It just makes more
sense to work smarter — not harder.

Targeting your marketing efforts can feel unnatural at times (like skiing — what do you
mean, lean down the hill!). Try to be all things to all people and you dilute your message
and impact. People have a hard time knowing why you because you don’t seem to know
why you yourself.

A further benefit of targeting your market is that it positions you as an expert in that area.
You gain confidence as you ultimately know these people, understand what is important to
them and can relate to them on the right levels. You let them know they are in the right
place talking to the right person. Knowing your market and being able to relate to them
provides the route to faster and more confident decisions.

You have to give prospects a reason to talk to you. Downloading information and
background about you and your company doesn’t separate you from the competition. As a
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prospect, | still need to know why you. Help me. Be clear up front about your competitive
advantage — what makes you different from the others? Why you and what benefit will |
gain from working with you?

When you answer those questions right up front, | know | am talking to the right person
and can decide to work with you much more quickly.

How do you find the right people to talk to? Think like the “right people” you know right
now. They generally know others who are just like them. Don’t over think this. The right
people are there in front of you. You just need to ask for the introduction. How easy is
that?

Farming your current relationships is the most professional, practical and productive
approach to building your business — the right business. Don’t miss your opportunities.

Part One will walk you through four steps to understand how to focus on the right people to
gain introductions to the right people for your business.

Step One Develop the Mindset
Step Two Target Your Market

Step Three Message with Confidence
Step Four Connections for Growth

From there, we will provide you with the tools and focus to take action and get results.

AT R
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Step One — Develop the Mindset
Do you cultivate the greatest asset of your business?

Referrals and introductions from people you know (clients and other personal
connections) are the most valuable — and the most overlooked — resource in your
business. You have them but are you cultivating them successfully? Do you treat
asking for referrals and introductions as a confrontation or a guilt trip — or do you ask
for them at all?

Getting more of the right introductions — is it a process, a mindset or is it luck?

Referrals and introductions are the great double-edged sword of business. They are the
best way to build a quality, sustainable business yet we do not ask for them. They are the
quickest way to confirm our relationship with our clients and connections although most of
us hesitate to find out. They are the single, highest-rated method of gaining a professional
relationship but we have a great fear in the pit of our stomach to ask for them.

Why is asking for referrals and introductions such an act of courage?

On a scale of 1to 10 -
How effective are you at asking for referrals and introductions from your clients?

Studies show most professionals rate themselves a 3 or 4. On the other hand,
professionals personally rank their service to their clients as an 8. This is the referral
paradox! We believe in our ability to do a great job for clients but are fearful of asking for
their help to promote that great job to people they know. There is a huge gap in business
potential. The result is that most professionals are missing the greatest business-building
opportunity open to them. No other marketing strategy can provide such excellent results
with a low financial investment as referrals and introductions.

| believe it is both a process and a mindset — work on these aspects and you create your
own luck.

You need a paradigm shift to resolve this paradox — believing in your abilities and that you
are deserving of new business from your clients and connections.

The first shift you need to make is that referrability is a mindset. Many times, we don’t
place the importance on asking for referrals and introductions. We leave it to the last
minute in a meeting or call and mumble something about “building my business” and
“looking for people that might fit”. It embarrasses both you and your audience and doesn't
create great results.

The asking for a referral or introduction often seems a confrontation (what three people do
you know who you would refer to me?) and we don’t want to look unprofessional. We
worry about appearing desperate to our friends, family and personal connections. The
bottom-line is that we avoid asking for referrals and introductions.
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The fear of asking for a referral or providing an introduction is internal. Most of our clients
and connections value our relationship and would gladly help us. Just as much, they would
gladly help the people they know in working with someone as great as you. You just need
to jump the hurdle and ask. Be confident.

Think about if you were looking for a new landscaper, lawyer, carpenter, accountant or
building contractor. How would you go about getting the right person? Chances are you
would ask friends or colleagues who they would recommend and get their referral to who
they use. You know that a referral and introduction is the best way for you to seek a new
professional relationship.

Remember that! It is the best way! It is exactly the same for your connections and the
people they know. The best way for your connections to help the people they know to gain
an excellent professional relationship is a referral from them to you.

You can start with small wins to build your confidence and shift your mindset. Think of the
people you like and trust the most and try your referral request out on them. Start with a
sure win and work from there. Just start asking.

Develop a referral mindset. Don't hide behind your fears. Recognize that a referral is the
best way to develop professional relationships. Make asking for referrals and introductions
an important part of your business and treat it with the importance it deserves.

Action Tip: Be prepared and confident. Work with a script. Write out what you
would say to ask someone you like and trust for a referral. Compare it
to asking this person for a reference to another professional.

Sample: “You know, John, | would really appreciate your input and opinion with a
challenge | am having right now. You always have the right answer. | am
looking for a new lawyer. Someone who will take time with me, explain
clearly what | need to know, actually give me their opinion and walk me

through the steps. Who do you know that fits?”

Now change it to a new client.

“You know, John, | would really appreciate your input and opinion with a
challenge | am having right now. You always have the right answer. | am
looking for a few new clients. People who appreciate a relationship, want
to work with you to put together a plan, honestly share their goals and
want to build their future. Who do you know that fits?”

Put it into your own words, compliment your connection up front, ask for their help, be
clear on the type of person who want and ask.
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Step Two — Target Your Market
“Even a blind squirrel gets a nut sometimes”
Are you smart, lucky or just work really hard?

Aim ... ready ...firel The order seems wrong to me? In business, | think hunting takes on a
whole different meaning and needs a different approach than the traditional route. We can
just keep shooting and shooting hoping something falls our way or we can make sure we
are aiming at the right targets and increase our potential for meaningful results.

| am reminded of going to the Atlantic Winter Fair when | was a kid. My parents always
took me and my cousin for a full day. | looked forward to the Fair and couldn’t wait to be
set free on the grounds and would just run here to there, eating anything | could get my
hands on, playing any game in front of me, going on as many rides as possible and racing
so | could catch everything. Going home always came too soon and | usually missed
something | didn’t want to miss.

In the car | would be tired, sick to my stomach from all the sugar rolling around and then
look over to see my cousin smiling and smug. He always planned the things he wanted to
see and do at the Fair and made sure he went to those things first. He always got what he
wanted.

| spent the most energy, raced the fastest and often got sick from trying too many different
things — | was never completely pleased with the results. My cousin on the other hand was
calm, cool and collected and always got what he wanted.

My cousin aimed first, got himself ready and then fired.
Target your message or waste your time!

In business, we are always growing — we need to grow or we are stagnate. Whether we
call it prospecting, business development or sales, the road to growth comes from
marketing. Marketing is just telling people what you do — over and over and over again —
and we have to make sure you are telling the right people the right things.

Jason is the owner of a successful professional service firm. Jason focuses on results. He
works hard and puts a lot of energy and drive into his business. Revenues have been
great for a number of years and he has slacked off on the marketing efforts as growth
seemed to be happening on its own. Recently though, things had slowed down and Jason
noticed that there were not a lot of new clients being added to the business. In fact it had
been almost 2 years since the last new client had joined him.

Jason wanted to turn his attention to prospecting. He knew he needed to direct energy
there to get results. Jason’s first response is just do it! Get out there and just start talking
to people. It's a numbers game. Jason told me that he just needed to take actions and get
things moving - “We just need to get out there!”

Then he told me my favorite line, “I just hope we don’t get more of the same.”
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What was that?

Jason mentioned he had a lot of clients now but not all great ones — people that hadn'’t
fully committed to working with him, a lot of complainers and many people he wished
would just go away. There were a number of departures but that was life — clients come
and go. Clients are clients and all are money on the books. Although there were definitely
some great clients — people that really made his day enjoyable and rewarding — but he
didn’t separate them from the energy drainers.

Jason felt pressure right now to see business development — new clients coming in the
door. He wanted to see activity and results.

The problem — energy is spent but often on the wrong people and the wrong message.
You may get results but with a huge effort.

You also misfire a lot. Did you provide the right message to the audience? Did you have
the right audience?

It comes down to switching order — aim first, then get ready and fire. Know who you are
talking to and know what you need to say.

My advice — slow down and start with boundaries. Set boundaries as to the right business
for you and the right approaches that fit your solutions and your style. Talk to the right
people and bring on the right clients. Focus your energy on the right people and it will take
less time and provide greater results.

Smart marketing starts with focus. Jason needs to focus on the right people for his
business - target his ideal client.

When | first mention this concept, Jason responds with the same comment | hear all the
time — “What if I miss something?”

Maybe he should miss some prospects! The wrong type of business can be a huge drain
to Jason and his team. Jason has to take a position. | see many professionals with an
unspoken client profile that basically is “anyone who breathes and says yes”. At first it may
seem great but you pay — you pay in the short run and you pay in the long run with poor
relationships, wasted energy and time as well as a drain on your ego from working with
people who don't fit.

You can not be all things to all people — you have to focus for the best results. There is an
old saying which fits here, “to broaden your appeal, narrow your position.” Your business

will actually grow and prosper when you narrow your position. Focus on the key solutions
you provide to the right people and you will attract more and more of the right people.

Your attraction will be greater because people get it — they understand your position and
where you fit with them. You need a simple solution and message that is targeted to set
you apart from the competition. Prospects understand what you are about and the right
prospects will look to do business with you.
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Some prospects will walk away but that may be great — they didn't fit anyway. Conserve
your energy and efforts for the right people.

Define Your Sandbox

Jason needs to start with his current clients. To get the right people he needs to recognize
who works and who doesn’t work.

e First, Jason should think about his best clients — the ones he looks forward to
working with and make him feel confident. Thinking about real people makes it
easier to define why they are his best clients.

e Once Jason identifies the best clients, he can pick the aspects of his relationships
with them that he considers the most important (anything from delegation of
decisions to revenues per year to likeability — they are his dimensions for who
works best with him). Jason should pick 5 to 6 key dimensions as his “right-fit”
client decision criteria.

e Then, Jason will rank the dimensions in order of importance and rate his current
clients against them finding his best clients.

o Now Jason can look at his list of best clients and think about their demographics.
What do these people have in common with each other? He can think about their
ages, family situations, locations, type of work or any other factor that describes
them. Jason will likely find 2 or 3 common themes.

¢ From these steps Jason can now see 2 or 3 common markets that provide the
ideal clients for his business. He knows the type of person that will work best with
him.

Jason knows who the right prospects are to talk to — he wants to talk to more people who
are just like his best clients.

Now that Jason is clear on the right types of clients and the target markets for his business
he can approach his connections with much greater discipline and focus. Be disciplined in
who you approach and you will be rewarded with the right clients and a business that
rewards you.

You can be a finder, a minder or a grinder. Grinders just grind out the calls and the pitches
talking to so many people that sooner or later someone falls for them — the blind squirrel.
Minders are managers — waiting for the right person to come their way as they effectively
manage their current client relationships — waiting for the call that sometimes never comes
as they fear the hunt. Finders are the smart ones — find the right people and make the right
approach. Finders follow the aim, ready and fire sequence — less effort for greater return.

Jason will be much better off giving a lot of attention to his focused target markets rather
than shooting everywhere hoping for a hit. He will have greater confidence in his approach
and confidence provides more positive prospect responses. So will you. Be clear on the
right people for you first. Take aim. Then get ready and fire.

Does targeting work? There are six mountain peaks in Europe higher than the
Matterhorn — name one.
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Exercise 1: Your Ideal Client

Goal:

The best ideas are only as good as your ability to put them in place. Your objective now is
to take action after reading about the Concepts of Connections.

(a) Clarify your ideal client

The exercises provided in this section will walk you through the steps to achieve these
goals for your business.

Key Points:
» Set aside an hour to complete this exercise.
» Book an appointment with yourself to commit the time to completing the

exercise and put the appointment in your schedule so it is real and recognized.
» Work with your assistant to make you accountable for completing the exercise.
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Your ldeal Client

Narrow your focus and broaden your appeal!

Step One—Your Best Clients

Name your top 10-20 client relationships, the people you truly enjoy working with and look forward to
meeting—they give you energy and make you feel good about your work.

Actually naming your top clients makes your ideal client more real and easy to visualize.

Step Two—Brain Storm the Relationships

Brainstorm these top relationships and write down the attributes you most like about these people.
What do they have in common in how they work with you?
Circle the top five attributes that mean the most to you.

Step Three—Profile Your Key Relationships

Group your top client relationships in terms of their demographics and employment.
How old are they, where do they live, what do they want and where do they work?
Start with employment and move out from there—focus on your ideal.

Step Four—Your Ideal Client Profile

Describe your Ideal Client from Steps Two and Three.

Now you know exactly who you want to work with and why.
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Your ldeal Client—SAMPLE

Narrow your focus and broaden your appeal!
Step One—Your Best Clients

Name your top 10-20 client relationships, the people you truly enjoy working with and look forward to
meeting—they give you energy and make you feel good about your work.

Actually naming your top clients makes your ideal client more real and easy to visualize.

1. Philip and Elizabeth Chambers 4. Ed and Sophie Langley
2. Charles Walsh 5. Andrew Corcoran

3. Anne and Timothy Lewis

Step Two—Brain Storm the Relationships

Brainstorm these top relationships and write down the attributes you most like about these people.
What do they have in common in how they work with you?
Circle the top five attributes that mean the most to you.

Educated Busy with life, family and charity
Always meet together with me Travel and active
Talk about life not just money

Step Three—Profile Your Key Relationships

Group your top client relationships in terms of their demographics and employment.
How old are they, where do they live, what do they want and where do they work?
Start with employment and move out from there—focus on your ideal.

All are retired (60's and 70's) Just want to spend and not worry
Estate plans for all of them
Looking for plan for future

Step Four—Your ldeal Client Profile

Describe your Ideal Client from Steps Two and Three.

Retired professionals Want direct advice
Looking for financial plan
Family-oriented and busy with lives

Now you know exactly who you want to work with and why.
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Step Three — Message with Confidence

Finding the right people is one thing — then you have to be able to say the right thing to get
their interest.

You need to answer the toughest question.
What do you do?

It is such a simple question yet is so difficult to answer. It is also a most important question
and pivotal to your success.

Being able to concisely answer the question “what do you do?” in a way that is natural,
compelling and differentiating will make an immediate impression on your audience and go
a long way to making the first good emotional connection. You know how important first
impressions are and when you couple that with the knowledge that people make decisions
on emotions (only justifying it with rationality) you see the vital nature of this question.

How important is the answer?

You simply have to remember situations where someone you wanted to impress asks you
the question to understand its importance. Think about the last time you attended a
business dinner and were introduced to a significant prospect. You have been waiting for
months for the opportunity to meet and dazzle her and now you have it. She smiles and
asks you about yourself.

How do you reply?

Most of us stumble around and mumble something about being a financial advisor, an
accountant or a lawyer with some firm.

How natural, compelling and differentiating is that?

You introduce yourself as a financial advisor with ABC Company. That answer goes a long
way to intrigue your prospect to find out more about you. What generally happens is she
smiles politely and moves on.

“What do you do?” is a loaded question. The answer is not about you oddly enough. The
right answer is about what you do for the person who is asking the question.

The answer to the question comes from knowing what makes you unique. It has been

called your Unigue Value Proposition, your Unique Selling Proposition and many other
things — it is simply how you position yourself to attract business. It is your confidence

builder.

This question needs to be answered. You know how important it is now and the answer
will become increasingly important in the next five years.
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e You know there will be more opportunity in your profession in the future than

before.

e You know there will be more competition in your profession in the future than
before.

e You know there will be more changes in your profession in the next five years than
in the past.

Knowing the answer to the question is the key to capturing those opportunities, handling
those changes and winning against that competition.

Winning professionally is about sustainable success — not just a bright flash of light - but
success that lasts. The four keys to building a business with sustainable success potential
are:

Specialization — be an expert in one area

Differentiation — set yourself apart

Segmentation — target your efforts on different parts of a market
Concentration — focus your actions

el

A lasting and winning strategy for your business’ sustainable success must involve the
answer to the question, “What do you do?” Answering the question should combine one or
two of the four keys outlined above. You need to clarify your unique selling position and
stand out in the market.

Look from the outside in rather than the inside out. Your unique selling position comes
from your clients rather than from you.

“The greatest source of risk in a business is the failure

to understand the needs of the customer or end user.”
Tichy and Charan

Your unique selling position is a brief statement of four or so sentences that clearly and
concisely captures the essence of what differentiates you from the market. Itis a
compelling message that you deliver consistently with passion, speed and confidence!
It is not a slogan or a tagline.

It attracts business and opens the door for opportunity.

Forming your unique selling position begins by gaining an understanding of what you do
for clients and how these actions are of value to them. Remember, it is about them.

Think about the best habits you take instinctively to provide solutions for your clients. How
do you create the best results for them? Write down the ten actions you take consistently
to create success for clients. If you have trouble, go to the source — ask a few of your best
clients. Make a list of all your responses and answers.

Now take the list and circle the common themes and key words that resonate with you.

You may be surprised where clients see value in you. You will also be surprised as how
often people identify the same positive things about you.
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If you do not know the value you provide you will never be able to sell your value.

Now think about the benefits of working with you for your clients. Think about what you do
— your service or product — and provide as many responses as you can to the following
statement for a prospect considering working with you:

You get ....
You get ....
You get ....
You get ....
You get ....

Remember that “you” is your client. Keep doing that until you have exhausted your
answers.

Finally you have to put it all together.
What do you do?

If you answer, “| am a financial advisor with ABC Corp in Toronto”, what do you think the
next response will be? Will they associate you with someone who can help them? Not
likely.

Try a different approach — answer about the client. Who do you work with and what benefit
to you provide for them?

What if you answered, “I coach successful physicians to make the right financial decisions
for a bigger future”, how would your audience respond? First, you are more interesting for
sure. | am interested in how you do that — whether | am a physician or not — and | definitely
want you to know | am successful so that word intrigues me to respond further. The
response is the one you want, “How do you do that?”

You attracted their interest with your “elevator speech” and now you connect with your
audience with your unique selling position.

Remember, the best approach to your unique selling position is to think of it from your
client’s shoes.

1. What is the unique advantage you provide for clients in your work?

2. What is the compelling opportunity that working with you provides for
them?

3. What is the dependable promise you make to them?

It is all about emotional connection. People are looking for an advantage to help them
succeed, support and direction to capture opportunities meaningful to them and a promise
that you value their relationship. Base your answer to “How do you do that?” on

emotions — how your clients feel working with you.
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You are not pushing them, you are pulling them. Attraction is about pull not push. Telling
them how they will feel working with you pulls them forward.

Your old response might be something like, “I provide a full financial plan, portfolio analysis
and recommendations for security positions that fit your risk profile ...” Oops, sorry, |
already drifted off and started thinking about the crab puffs. Traditional answers almost
always talk about process — you need to talk about emotions.

Try a different approach.

“All my clients use my Financial Success Perspective. It's a three-step process |
take to help you clarify, focus and follow through to see visible wins.”

Really, that sounds unique and I start thinking about what that would mean for me and you
are already there.

“What's important for clients with the Perspective is the confidence they gain. When
you know exactly what decisions you need to make to get from where you are now
to where you want to be, you just relax and enjoy the journey.”

Now that's a compelling opportunity — how much would | like to enjoy the journey! Take the
stress away and | am your client.

“It’s all about confidence. The Perspective shows you how to always have a bigger
future.”

Talk about a dependable promise! Confidence is the gold ring we all want. My next
question is about how this would work for me. Whether | am a physician or not, it doesn’t
matter - | want to know if you can do this for me. | don’t care which firm you are with — |
just want you to help me.

When you are asked “What do you do?” and “How do you do that?” you have the
opportunity to build your business. Answer with confidence.

Start by asking questions of your clients and yourself about what you do for them. Look at
what is important and then just put it together so it is comfortable for you to say in
conversation. Connect with emotions.

Your answer (or elevator speech) is simply who you work with and the main benefit they
gain from working with you.

Think about your unique advantage as what clients get from working with you. It is about
the capability you provide, the creativity you bring with your instincts and habits that
provides solutions for them — not services. It is what you individually do for them (not your
company or firm).

When you consider the compelling opportunity you give clients, look at how you provide

direction for your clients, the way you show leadership for them and how you provide
success for them — not just satisfaction.
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A dependable promise is the clincher. The promise you provide is about how your
relationship with your clients involves them (not telling) and gives them confidence. What
is the one thing you want your audience to remember — your dependable promise.

Answering the question takes time. It seems like a simple question, “what do you do?” It is
a question with tremendous depth. Have a thesaurus with you for maximum creativity.

The number one reason for business failure is that we run out of money. The number one
reason we run out of money in our business is that our prospecting didn’t work. The
number one reason that our prospecting didn’'t work is that we didn’t understand our
unique selling proposition.

Invest the time. Answer the question.

Exercise 2: Your Personal Brand

Goals:

The best ideas are only as good as your ability to put them in place. Your objective now is
to take action after reading about the Concepts of Connections.

(@) Focus your personal brand

The exercises provided in this section will walk you through the steps to achieve these
goals for your business.

Key Points:
» Set aside an hour to complete this exercise.
» Book an appointment with yourself to commit the time to completing the

exercise and put the appointment in your schedule so it is real and recognized.
» Work with your assistant to make you accountable for completing the exercise.
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Your Personal Brand

What do you Do?
Step One—What is your ideal client looking for?
Start with your audience—what is your target market looking for from you?

Write out your client’s greatest challenges (what gets in their way and what keeps them up at night) and how do
they feel facing these challenges?

Step Two—What do you always do in your work?

What is the ultimate advantage in working with you?

Write out your 10 best habits or actions that you always take in your work (ask yourself and ask your assistant,
your colleagues, your clients and those who know you best) to solve problems and get results.

Circle your habits that define you most.

Step Three—Why you?
How do clients feel working with you?

Think about how you work with clients and answer the question, “You get...?" for them.
Write out everything they get from working with you. Write out how they feel working with you , (ask them).

Now you know why clients work with you
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Your Personal Brand

What do you Do?

Step Four—Putting it all together

Part 1 Name your target market.

Part 2 Describe how your target market feels about their greatest challenge.
Part 3 What is your target market’s greatest challenge?

Part 4 How do you help clients solve their greatest challenge?

Part 5 Describe your ultimate advantage from your best habits and actions.
Part 6 Highlight the key result clients gain in working with you.

Part 7 Describe how your clients feel working with you.

Your Personal Brand

In conversation (put it in your own words) to answer the question, “What do you do?”:

A You know how [Part 1] feels [Part 2] about [Part 3]
B Well, | work with clients [Part 4] by [Part 5]
C Clients gain [Part 6] working with me and feel [Part 7]

Write out Your Personal Brand

You need to put in words that you can stay comfortably and fit you. You can have a short version and a |
longer version.

A short version may be ‘I work with [Part 1] [Part 4] so they take care of [Part 3]
You need to have an answer to “What do you do?”, “How do you do that?” and “Why you?”

Just combine the parts to answer the questions comfortably. Be flexible but be focused—practice and make
your own personal brand.

Now you know what you do for whom and why they should work with you
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Your Personal Brand—SAMPLE

What do you Do?
Step One—What is your ideal client looking for?
Start with your audience—what is your target market looking for from you?
Write out your client’s greatest challenges (what gets in their way and what keeps them up at night) and how do

they feel facing these challenges?

Knowing their cash flow will last throughout their lifetime—spend now and later
Too much information coming at them with papers and how to make good decisions
Feel anxious

Feel overwhelmed and frustrated

Step Two—What do you always do in your work?

What is the ultimate advantage in working with you?

Write out your 10 best habits or actions that you always take in your work (ask yourself and ask your assistant,
your colleagues, your clients and those who know you best) to solve problems and get results.

Circle your habits that define you most.

I always summarize key points

I always show the bottom line

I always connect solutions to challenges and problems
I always keep perspective

I always so positive and on track

Step Three—Why you?
How do clients feel working with you?

Think about how you work with clients and answer the question, “You get...?" fro them.
Write out everything they get from working with you. Write out how they feel working with you , (ask them).

You get a clear picture of your money over time
You see what can happen and its effects

You key points to make decisions

You get details handled for you

You feel confident, relaxed and secure

Now you know exactly who you want to work with and why.
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Your Personal Brand—SAMPLE

What do you Do?

Step Four—Putting it all together

Part 1 Name your target market.

Part 2 Describe how your target market feels about their greatest challenge.
Part 3 What is your target market’s greatest challenge?

Part 4 How do you help clients solve their greatest challenge?

Part 5 Describe your ultimate advantage from your best habits and actions.
Part 6 Highlight the key result clients gain in working with you.

Part 7 Describe how your clients feel working with you.

Your Personal Brand

In conversation (put it in your own words) to answer the question, “What do you do?”:

A You know how [Part 1] feels [Part 2] about [Part 3]
B Well, I work with clients [Part 4] by [Part 5]
C Clients gain [Part 6] working with me and feel [Part 7]

Write out Your Personal Brand

You know how retired professional feel anxious and overwhelmed making financial decisions to
protect their lifestyles now and later?

Well, I work with clients to keep perspective—keeping the future in view and with bottom-line solu-
tions and plans that work fro them—even with surprises.

Clients gain a clear picture, know the key points to make decisions and see the plan feeling more
relaxed and secure about their financial lifestyles.

You need to put in words that you can stay comfortably and fit you. You can have a short version and a
longer version.

A short version may be ‘I work with [Part 1] [Part 4] so they take care of [Part 3].
You need to have an answer to “What do you do?”, “How do you do that?” and “Why you?”

Just combine the parts to answer the questions comfortably. Be flexible but be focused—practice and make
your own personal brand.

Now you know what you do for whom and why they should work with you
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Step Four — Connections for Growth

“We must believe in luck.

For how else can we explain the success of those we don’t like”,
Jean Cocteau

You know who the right people are, what to say to them — now where are they?

It's the prospecting game. It leaves us feeling desperate. Why do some professionals
seem to have prospects falling through their doors and others are desperate to just find
one living client candidate?

My research has shown that most professionals have three active prospects at any one
time. Imagine the feeling of having only three tries and no sight of further chances. You
feel desperate — not confident. You can smell desperation — and it doesn’t smell good.
Desperation does not attract the right business.

Remember, prospecting is a game. If you only have three shots at scoring, no wonder you
feel a little desperate.

When we only have a few people that could potentially become clients, we place greater
and greater importance (even desperation) on winning their business. We depend on them
saying “yes” which can lead us to take the wrong prospects on as clients. We pay for those
decisions later.

That feeling of desperation shows in our meetings.

Yet, prospecting has become increasingly important. A US research study indicated that
contrary to current practices, professionals see prospecting as more important now than
ever before. 75% of all respondents in the study said that prospecting has become more
important to their business than five years earlier. However, 50% of all professionals did
not feel they were taking the right actions.

The spirit is willing but where do you start? How do you fill up the prospect
pipeline?

Marketing strategies can take months if not a full year or more to start showing results.
The key to building your prospecting pipeline — and your confidence as well as your
production results — is to start at the bottom-line.

There are three routes to short term prospecting results for your business:

1. Referrals from current clients
2. Connections to you personally
3. Contacts you network to strategically

You can jump start your prospecting pipeline by focusing on actions with people that you
can contact directly and quickly.
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Make people who are willing and able to help your business know you exist and are open
for business.

Part A: Referrals from Current Clients — Mining your greatest resource

Referrals can almost seem like a four-letter word for people on both sides of the desk. It is
almost torture to ask for the referral and it certainly may seem like torture to be asked.

We have visions of the aggressive, door-to-door salesman pushing his face close to us
and demanding, “What three people can you give to me to talk to?”

We just sweat thinking about it.
Asking for referrals needs an image makeover.

No professional wants to be seen as needy, pushy or aggressive. You need to change the
framework of asking for referrals to professional, confident and beneficial.

On Page 9 we talked about where we first go if we were looking for a new accountant,
lawyer or contractor. We would go to friends and colleagues we respect and ask them who
they would recommend. We would ask for a referral!

Referrals are the most professional way to match the right people together.

Change your mindset — asking for referrals is your best way to build your business.

You need to have confidence in yourself and what you do to change your referral mindset.
Confidence is built from preparation, reflection and appreciation. Know what you are going
to do, know what you do well and know what you like about what you do and who you do it
for.

Be prepared.

A referral mindset requires you to have an agenda for each meeting and place on that
agenda the referral conversation so both you and your client see it as an important part of
the meeting.

Be accountable and make asking for referrals a part of your meeting process and you will
develop a referral mindset and great referrals.

How do you ask for referrals? Simple — it's not about you, it's about the client. Interesting
thought but how do you make asking for a referral about the client? Make your referral
conversation about value. The best and most comfortable way to gain referrals is for your
clients to see the value in working with you and recognize it.

Put on your meeting agenda the value discussion. At the end of your meeting, ask the
value question, “John, | really appreciate your time in coming in to meet with me and |
want to make sure you get everything you need. Can you tell me what you are taking away
of value today from our meeting?” Guess what? John will tell you.
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The best way to find out what your clients’ value in your work is to ask them. When you
ask them, they tell you the value and recognize what you do for them. Now is your chance!
You say thank you and then say you have an important question. “John, would you be
open to talking for a minute about referrals for me?” John’s answer will be that he is open
to that — you have shown him the value, placed importance on your question and got his
permission.

Then move in to the referral conversation helping John know what type of referrals you are
looking for (the more specific the better the result) and helping him help you. It works!
People who value you want to help you — and help their connections as well. Most people
don’t refer because you don’t ask — they think you are too busy for new clients!

Help them help you — make the referral conversation about the value you provide for your
clients and they will respond positively with referrals.

Now you have a referral, what next? Just call the referral or send him a letter? The key
initial step is to help develop your rapport with your referral. The best way to do that is to
ask your client a leading question, “John, thanks for the referral to Sandra. What is one
thing you really like or admire about Sandra?” John tells you and when you contact
Sandra, you introduce the conversation with “Hello Sandra, John referred your name to
me. What an admirer you have in him — he certainly had great things to say about you.” Do
you think Sandra will return your email or voicemail and ask more? No kidding — you have
a great initial rapport. Sandra will be open to talk to you.

The best approach to quality referrals is to follow a process. Nothing builds confidence and
results like a dependable process.

¢ Have an agenda with the value discussion on it

o Ask for referrals and ask the rapport question

¢ Send a thank you card to each client who provides a referral

e Keep your client in the loop and let them know what happened with their

introduction
Can you ask for referrals by mail or email? You can but all you are doing is planting the
seeds that you are open for business. Don’t expect referrals from these routes. Referrals
are best served in person.
Go through the steps and develop a process you will follow and be accountable.

The results from these shifts are incredible. You can double your business in a year by
having a referral mindset and following a confident process. You create your own luck.
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Action Tips: 1. Ask each client you meet with for the next two weeks the value
discussion question — just that. Build you confidence.

2. After two weeks, ask in each client meeting for a
referral — keep track and build the habit.

3. After a great client meeting, send your client a thank you card
and a small gift (books are great). Follow-up a week later and
let them know how much you appreciate working with them
and talk about referrals with them

Part B: Your Personal Connections — Who do you know that can help?

You are probably connected right now to about 80 people who can lead you to the best
possible prospective clients. It just comes down to taking time and thinking about it — who
you want, who you know and how you can best get in front of them.

The exercise of finding your connections is simple — take time to sit down and brainstorm
through your professional friends, people you buy from, people you went to school with,
people you live near or know through organizations, friends and family and even other
parents in your kids’ sports teams and activities — and think about who can connect you to
the prospective clients that fit your target market.

These people know you, know other people and want to help you. You just need to help
them help you by letting them know you are open for business. You need to let them know
who you are looking for as clients and let them help you. They want to — they really do.

Brainstorm who you know and who can help you. It is a “blue-sky” exercise that can open
up incredible opportunities for you, build relationships and, dare | say, generate clients and
production for your business.

Start by being clear again on your target client. Who is it that works the best with you?

Asking friends for business — yuck! Typically, you are not asking your connections for their
personal business. You are asking for their help in connecting you to people they know
who fit your target market — much better.

Inventory your network. Who do you know?

The connections exercise is simply listing all the people who you know personally in
different areas of your life. The next step is to look at the people who most like you and
would want to help you. Don’t make assumptions, you may be surprised who some people
know. Let them know who you are looking for and help them see who they connect to.
Remember, they want to help you.

Studies show that good connectors can access over 200 potential prospects. Talk about
filling up your pipeline. You just have to be clear — and ask for their help.

© MMVI Bluteau DeVenney and Company Inc. 29




www.bluteaudevenney.com Chapter 2: Concepts and Connections: Focus on the Right People to
Introduce You to the Right People

Action Tips: 1. Take your 3 best connections to golf, lunch, or some
other group activity. People work well off each
other — when they see someone else helping you they
also want to help you. Social prospecting is the best route
here with personal connections — make it an enjoyable
event for them.

2. Leverage your connections even further by arranging a
small dinner part of 10 to 12 of your personal
connections and their connections — it is a great way to
open up the lines of communication and use social
marketing to establish a personal rapport. There is also
the old law of influence that says people like you better
and are more open to doing business when they share
a meal with you.

s
———

Exercise 3: Your Connections Inventory

Goals:

The best ideas are only as good as your ability to put them in place. Your objective now is
to take action after reading about the Concepts of Connections.

(a) Focus your connections

The exercises provided in this section will walk you through the steps to achieve these
goals for your business.

Key Points:
» Set aside an hour to complete this exercise.
» Book an appointment with yourself to commit the time to completing the

exercise and put the appointment in your schedule so it is real and recognized.
» Work with your assistant to make you accountable for completing the exercise.
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Your Connections Inventory

Inventory and Evaluate Your Network

Inventory your current network—all the people connected to you—using the following map.
Think of all your possible connections in each area and write them out on the next page.

Your connections do not have to be in your target market themselves but may br able to connect you to your target
market through their own connections—your connections are people who you know you, would want to help you
are comfortable for you to approach.

Most people have a natural connection to 90 - 200 people—think of the possibilities!

Mapping Your Connections Network

1.  Your Clients

2. Your Former clients (oddly enough)

3. Your Family (connections via your spouse, your kids, your pets, your parents, your siblings and your
extended family)

4.  Your Friends (connections via your personal friends)

5. Your Neighbors (connections via your current neighbors, former neighbors and neighbors from your

childhood)

6. Your Business (connections via your team, colleagues, former colleagues, strategic partners, mentors,
service providers and suppliers)

7. Your Alumni (connections via your university or college, your high school, grad school or executive and
professional development programs.)

8. Your Sports (connections via people you play with—golf, tennis, sailing, hockey, baseball, curling, riding,

running, biking, skiing, etc)

9. Your Interest (connections via people in your hobbies—travel, cars, arts, music, etc)

10. Your Professionals (connections via people who provide services for you—your lawyer, your accountant,
your doctor, your dentist, your optometrist, etc.)

11. Your Volunteers (connections via your associates with charity, community work, education, kids, professional
affiliations, and other non-profit interests)

Remember, these are people who know you , would help you and that you are comfortable
approaching—just think of names.

Write out Your Personal Brand

Once you have their names, you need to evaluate your connections in terms of their ability to connect you to your
target market.

Answer these questions for each connection and rate the opportunity they provide.

1. How accessible are they? 6. Is their knowledge and position relevant to your present
2. How comfortable are you approaching them? needs?

3. Do they make you feel good talking with them? 7. What is their exposure to your target market?

4. Is this the right relationship for you? 8. Can you give something back to them?

5. Are they your target market?

Evaluate each connection on a scale of 1 (lowest priority) to 10 (highest priority) and focus by most important.
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Your Connections Inventory

Your Connection’s Name Evaluate Your Connection

Next Action
Opportunity-Them or Who They Know On a Scale of 1—10

© MMVI Bluteau DeVenney and Company Inc. . 32




www.bluteaudevenney.com Chapter 2: Concepts and Connections: Exercise 3: Your Connections Inventory—SAMPLE

Your Connections Inventory—SAMPLE

Inventory and Evaluate Your Network

Inventory your current network—all the people connected to you—using the following map.
Think of all your possible connections in each area and write them out on the next page.

Your connections do not have to be in your target market themselves but may br able to connect you to your target
market through their own connections—your connections are people who you know you, would want to help you
are comfortable for you to approach.

Most people have a natural connection to 90 - 200 people—think of the possibilities!

Mapping Your Connections Network

1.  Your Clients

2. Your Former clients (oddly enough)

3. Your Family (connections via your spouse, your kids, your pets, your parents, your siblings and your
extended family)

4.  Your Friends (connections via your personal friends)

5. Your Neighbors (connections via your current neighbors, former neighbors and neighbors from your

childhood)

6. Your Business (connections via your team, colleagues, former colleagues, strategic partners, mentors,
service providers and suppliers)

7. Your Alumni (connections via your university or college, your high school, grad school or executive and
professional development programs.)

8. Your Sports (connections via people you play with—golf, tennis, sailing, hockey, baseball, curling, riding,

running, biking, skiing, etc)

9. Your Interest (connections via people in your hobbies—travel, cars, arts, music, etc)

10. Your Professionals (connections via people who provide services for you—your lawyer, your accountant,
your doctor, your dentist, your optometrist, etc.)

11. Your Volunteers (connections via your associates with charity, community work, education, kids, professional
affiliations, and other non-profit interests)

Remember, these are people who know you , would help you and that you are comfortable
approaching—just think of names.

Write out Your Personal Brand

Once you have their names, you need to evaluate your connections in terms of their ability to connect you to your
target market.

Answer these questions for each connection and rate the opportunity they provide.

1. How accessible are they? 6. Is their knowledge and position relevant to your present
2. How comfortable are you approaching them? needs?

3. Do they make you feel good talking with them? 7. What is their exposure to your target market?

4. Is this the right relationship for you? 8. Can you give something back to them?

5. Are they your target market?

Evaluate each connection on a scale of 1 (lowest priority) to 10 (highest priority) and focus by most important.
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Your Connections Inventory—SAMPLE

Your Connection’s Name Evaluate Your Connection

Next Action
Opportunity-Them or Who They Know On a Scale of 1—10

John Sanford - runs the 7 Later
physician's clinic

Brad Hadley - Dean at Aitmen 9 Meet together
University
by July 31
Ken Peters - Head of the Faculty

Union at Aitmen University o

Dr Sharon Somers - on board of Call to arrange
PhysicianUnion 8 lunch by June 30
David Bentley - my physician 5 Later

Lisa and Ben Connors—knows a Call to arrange
lot of people in retirement clubs, 9 lunch by June 30
etc

Janice Kinsie - my cousin who is 8 Call in July to
on the meet in August
Dalton University—medical 7 Call in July to
dept board meet in August
Denise Chambers - therapist for 7 Call in July to
retirees, etc meet in August
Jessica Munroe - owns horse 8

farm and well connected Call in July to
meet in August
Jamie Simms - HR consultant

and knows a lot of professionals 7 Call in July to
retiring meet in August
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Part C: Your Contacts — Your Ideal Clients

We each have those dream clients. Houses we drive by and know that we would do
anything — just about anything — to be able to work with the people who own those
properties. Maybe it's the owner of a business you frequent and know would be a perfect
fit for you. It could be a professional that you feel would be the one for you.

We all have them. The dream clients — we know their names and their addresses yet what
stops us from contacting them?

We need rapport. How do you build rapport with these dream clients?

Use the famous ‘six degrees of separation” exercise. Start with the contact and connect
back through all the different relationship avenues to people they know that you also know.
Then ask the people you know for the introduction.

It's as simple as that. Help people who need to know you find a way to know you. Make
the personal connection from there.

Action Tips: : Write down your top 10 dream contacts. Then, just go
for it. Send an introductory letter with a small gift (again,
books are great) to your contact. Start your letter
complimenting them on their business or what you
admire about them (be honest — it rings true). End your
letter by mentioning your gift and that you would like to
meet with them. They will! Aim for one contact each

week. The gift opens the door and makes them like you
before they even meet you. Plus, gifts get you past the
gatekeeper. The introductory letter and book might cost
you $25 and results have shown that you increase your
chance of success by ten times. That is effective and
efficient marketing!

g —
———
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Exercise 4. Your Six Degrees of Separation

Goals:

The best ideas are only as good as your ability to put them in place. Your objective now is
to take action after reading about the Concepts of Connections.

(@) Focus your dream client

The exercises provided in this section will walk you through the steps to achieve these
goals for your business.

Key Points:
» Set aside an hour to complete this exercise.
» Book an appointment with yourself to commit the time to completing the

exercise and put the appointment in your schedule so it is real and recognized.
» Work with your assistant to make you accountable for completing the exercise.
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Exercise 4: Your Six Degrees of Separation

Chapter 2: Concepts and Connections: Focus on the Right People to

Introduce You to the Right People

Your Six Degrees of Separation

Dream Client

Connect to ...

Their clients

Their colleagues
Their professionals
Their family

Their friends

Their neighbors

Their associations
Their sports
friends

Their children
Their competitors
Their employees
Their advisors

Highlight your dream clients - the people you know about and most want to work with if you just
need them - or knew a way to connect with them.

You

Simply list everyone you know that would want to help you connect to your target audience.

Now ... evaluate your connections to them:

How accessible are they?

How does he or she make you feel?
Is their knowledge relevant to your present needs?

What can you give them back?
Is it the right relationship?
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What now?

Farming Your Relationships

The best short cut to filling your prospecting pipeline is to farm your relationships. Clients
and connections want to help you. Contacts want to hear from you.

You need to be clear on who is your target market, let them know you are looking and help
them help you.

There is a sense of urgency right now to get prospecting results. You need to increase
your client base — how do you strengthen your ability to achieve prospecting results?

1. Focus on a few critical results and relationships

2. Have goals that are clear, measurable and short term
3. Understand and communicate the urgency

4, Assume responsibility to get the results

Set time aside in your calendar to target your ideal client, ask for referrals, and make
connections and network to your contacts. Set time aside each week in your calendar to
take these actions and update your progress. Ask for the support you need to implement
these actions.

You can increase your active prospects from three people to twenty or more interested
prospects. You can move from desperate times to good times with a feeling of confidence
and opportunity.

Invest about two to three hours each week to connection prospecting and within three
months you will see results. Keep the rhythm and you will build a tremendous business of
the right clients.

Ask the people who want to help you to help you — you end up helping them as well.

Make the shift and fill up your pipeline.

BB BeraC

s
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Chapter 3: Execution

Putting it to Work for You
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Executing for Results: Putting It to Work for You

Goals:
Your only goal here is to make it happen.

You know why to do it, you know what to do and now you just have to do it. Simple, but
following through and executing a plan is generally the toughest step.

Ideas are only as good as the actions you take from them. Studies show that within one
week of attending a conference, hearing a speaker, listening to a tape or reading a book,
most of us do not follow through on our intentions. Less than 6% of people actually
follow through on their great ideas one week after the event.

Don’t be a statistic! Keep it simple, don’t wait for the right time, and just take the first
step.

Key Points:

Introductions and referrals are the best way to build your business. Your connections like
you, know people who are your ideal clients and want to help you. You just have to ask
them the right way.

Use our quick-start approach to taking action.

» Review Your Connections Inventory exercise

» Select your Top 5 Connections opportunities

» Contact each of the Top 5 Connections (call, email or whatever works for
you) and set up an appointment with them for lunch, coffee, golf, tennis or a
meeting. Aim for one connections appointment each week. You can do this —
remember, they like you and want to talk with you.

» Do up a simple agenda with objectives prior to each appointment and follow
through (even share the agenda if that helps you stay on point — people think
you are organized when you have an agenda).

» Explain your ideal client (even name them), your personal brand and ask for
the introduction — get the name(s) of the right people for you to talk to.

» Remember to ask your connection the rapport question — the one thing they
like or admire about the name they are giving you for an introduction and
referral.

» Send your connection and thank you card within 2 days after your
appointment (people love to be thanked).

» Send your introduction letter with the rapport comment to your connection’s
referral, follow-up with them, meet and build your business.

» Repeat the full process in one month and one month after that and one
month after that ... you get the picture. Each month, select your Top 5
Connections opportunities and take action.
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Aim for 3 to 4 Connections appointments each month and you should book yourself solid
within one year with clients who are ideal for you and appreciate the value you bring to
your business.

Exercise 5- Tracking Your Connections

Goals:

The best ideas are only as good as your ability to put them in place. Your objective now
is to take action after reading about the Concepts of Connections.

(a) Focus on tracking your connections

The exercises provided in this section will walk you through the steps to achieve these
goals for your business.

Key Points:

» Set aside an hour to complete this exercise.

» Book an appointment with yourself to commit the time to completing the
exercise and put the appointment in your schedule so it is real and
recognized.

» Work with your assistant to make you accountable for completing the
exercise.

© MMVI Bluteau DeVenney and Company Inc. 41



www.bluteaudevenney.com Chapter 4. Results- Seeing Progress and Being Accountable

Chapter 4: Results

Seeing Progress and Being Accountable

WHAT IF..YOU COULD DOUBLE YOUR INCOME?
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Results: Seeing Progress and Being Accountable

What are you taking away from How to Develop Your Million Dollar Connections?

» Your Connections are the fastest, easiest and most cost effective way to build
your business.

» Your Connections can introduce and refer you to the right people — your ideal
clients.

» You know how to ask for your Connections’ help, how to approach your
Connections’ referrals and how to answer the question “Why you?”

You know what to do, how to do it and why to do it. Now you just need to follow-through
and do it. As mentioned in Part Four, execution can be the most difficult step.

Accountability is the foundation for success. It is the bridge between intention and action.
What help do you need to be accountable for your success?
1. Involve someone in your plans (your assistant, colleague, friend, spouse, etc)
that you can check in with weekly to update your progress.
2. You need to measure your actions.
Measurement Matters!
We all keep score.

Are we measuring and keeping score of the right things?

Measurement matters — if you can’t measure it, you can’t manage it! Measuring the right
things helps you make the right decisions. What gets measured gets better!

How does measurement work?

We clarify expectations and results to know exactly what goals are important to us giving
us confidence and direction. Then we focus on the actions that will most help us achieve
those goals. Lastly, we follow through and actually take those actions - that is where we
have our main problem.

The problem is that no matter how important, exciting or easy our goals may be our

good intentions do not lead naturally to good results. Most of us use hope as our key
strategy - hope is not a strategy!

“Things are more like they are now than they ever were before.”
Dwight D Eisenhower
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You just have to look at the number of people who commit to losing weight, quitting
smoking, starting exercise, going to bed earlier, being nicer to their mother-in-law ... the
list goes on and on. Yet most people do not follow through on their commitments.

It's the same in our professional lives — we want to use our time better, we want to make
more money, we want to work more effectively, we want to leave the office on Friday
knowing we did the right things! Again, you know the results — we stay stuck in our mire.
How do you break the cycle?

Not realizing what you want is a problem of knowledge, not pursuing what you want is a
problem of motivation and not achieving what you want is a problem of persistence.

Persistence - what tools and techniques do we need to help us follow through on those
actions and see visible progress?

It seems common sense that if we know what we want and know how to get it we will
just do it — apparently not. We all know that human nature often tells us just to do the
easy thing rather than the right thing even if it is against our clear and focused plan.

“Unless | can make this plan happen it just doesn’t matter.”
Michael DeVenney

There is the challenge.

Following through is more a matter of circumstances than character. The human mind
works very well with step one and figuring out what has to be done. It is a little slow on
the second step and actually doing it.

We are guided mainly by instinct to do what is convenient for us right now — even if it
isn't the best thing for us — and we know it! We stay on automatic pilot on the coach
reaching for the flicker and tossing back another double chocolate cookie. We are the
only living things that do not consistently do what we know is best for us.

Following through is based on two decisions:

1. Decide what needs to be done
2. Decide how to shape your situation and circumstances to back it up

How can you shape your environment to make your intentions work?

Measurement matters! What gets measured gets done. Measuring the actions you need
to take to get your desired results is the key to following through.

You measure for success.
Measuring helps make the critical transition from vision to action.

When you measure the actions that will drive your desired results you strongly affect
your behavior and habits to do the right things. We can fall to the short terms pressures
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at home and at work which can sideline our progress but measurement keeps us on
track.

Measuring with your own scorecard provides a tool to focus energy for long-term
success —identifying the most important objectives and actions to focus attention
and resources.

Measuring clarifies expectations, builds confidence and boosts motivation.

Navigating the Future
Why your own scorecard?

Measuring is not just about keeping score — measuring the right things drives positive
change.

In measuring your progress — and it is about your progress and not what someone else
sets for you — you increase your persistence and motivation in three ways:

1. Youincrease your commitment by putting the scorecard on paper
2. You see completion of targets and milestones
3. You have closure on what is working and what isn’t working for you

We are often too quick to judge isolated events as failure — your own scorecard provides
perspective to see events as they actually are — learning steps in our progress to our
goals.

Your scorecard provides planning and target-setting, measurement and reflection.

A. You use your scorecard first to plan and set targets enabling you to quantify
expectations for results giving clarity, identify the key actions you need to
take to achieve the results providing focus and establish a visual progress for
follow through support and motivation.

B. You update your scorecard regularly translating your own personal vision of
success into real actions. You link goals with measurable strategies. You
can use your scorecard to communicate the true essence of your strategy, align
other people’s tasks to support your momentum and enhance insights and
learning from your actual progress.

C. Your most important outcome of measuring is reflection. When you measure and
then pause to reflect on the results of your measurement you can honestly
assess what has worked and what hasn’t worked and move forward
positively making changes where necessary.

You use you scorecard not only for your own results but also for your organization’s
results:

» You gain clarity and consensus about expectations
» You achieve focus on what each person has to do to contribute
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You develop better leadership and management
You ensure strategies are working

You educate the group and gain valuable insight
You set reasonable and balanced targets

You align actions with meaningful success

YVVVYY

We are working in complex environments and an accurate and continually developing
understanding of our goals and actions is vital to success.

Your scorecard provides the instrument to navigate the path to future success.
If You Can Measure It, You Can Manage It
What now?

Your ability to set specific measures for your goals, keep an accurate record and track
your performance will assure your success.

If you can measure it, you can manage it and what gets measured gets done. Again,
hope is not a strategy.

Your scorecard tells the story of your business — shows clearly the connection between
your driving actions and the results meaningful to you for success. When you use your
scorecard you make the critical move from intention to action — you build momentum and
maintain your enthusiasm — you follow through!

The concept of entelechy is the key driving force of scorecarding — it is the turning of
ideas and thoughts into real actions and practical usefulness.

Reality is the difference between what we want and what actually is.
We are all just ordinary people and organizations trying to achieve extraordinary
things —the one with the plan and scorecard is the one with the power to make it

happen.

Set up Your Connections Scorecard to achieve the results you want for your business.
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Exercise 5: Your Tracking Your Connections Results Scorecard

Goals:

The best ideas are only as good as your ability to put them in place. Your objective now
is to take action after reading about the Concepts of Connections.

€)) Following Through and Tracking Your Connections

The exercises provided in this section will walk you through the steps to achieve these
goals for your business.

Key Points:

» Set aside an hour to complete this exercise — block a one-hour appointment

» Book an appointment with yourself to commit the time to completing the
exercise and put the appointment in your schedule so it is real and
recognized.

» Work with your assistant to make you accountable for completing the
exercise.
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Tracking Your Connections Results

For the month of:

What are your Connections objectives for this month?

What are your Connections results?

Completed in:
Who do you want
to meet with? YWRENE | \week | week | week [ week | week eterrals
1 2 3 4 5
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Tracking Your Connections Results

For the month of: July

What are your Connections objectives for this month?

1. Complete 3 connection lunches or meetings
2. Ask for introductions to target market referrals 3 times
3. Contact 3 connections to meet in August

What are your Connections results?

Completed in:
Who do you want By when? Referrals
1 2 3 4 5
Brad White & | Meet by |Done Set up
Ken Black July 1 meeting
Sharon Meet by |Done Referred 2
Somers July 4 people
Lisa and Ben Meet by Done Set up lunch
Connors July 7 for Aug 10
Janice Meet by Done Call back in
Kinise July 8 Aug.
Denise C Meet by Done Setupm
Chambers July 15 meeting
Jessica Meet by Done | Referred 3
Munroe July 21 people
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