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ave you ever been a customer in a sales situation
commit to a business relationship with you.
and been aware that the person was completely
Understanding the sources of people’s greatest fears
focused on selling you their product or service, and not
and what they’re most excited about gives you the best
on you? It’s not much fun to be on the other side of a
possible insight into how to create value for them,
“pitch.” The salesperson’s concentration is on overbecause you’ll be able to tailor your approach to what
whelming your resistance so they can sell you more
really matters to them. If you can show them how you
stuff, which is inherently distasteful. They say that the
can help them to eliminate their dangers, capture their
best way to put someone at ease is to talk about them,
biggest opportunities, and support and leverage their
and it’s the same in sales situations: People come to you
existing strengths, they won’t feel that uneasiness that
to talk about themselves, not about you.
comes with a sales pitch. Rather, they’ll see you as a
It’s not about products and services. Why, then, do
partner in their efforts to improve their quality of life.
so many salespeople insist on approaching clients, cusBeing a bridge to the future that your clients most
tomers and prospects, and pitching their products and
desire completely distinguishes you from the others in
services? Because they believe that’s all they have to
your industry who are trading in products and services.
offer. They’re thinking like their industry thinks, and
D.O.S.
the biggest flaw in this techConversation™
nique is that most client and
Focusing on
customer relationships are
Many of our clients have
with people outside your
products and
learned how to achieve this
industry. Clients and cuslevel of relationship remarkservices
is
tomers don’t care about the
quickly with their
brands, rules, and restrictions
dangerous, not only ably
prospects and clients through
of your industry – what they
a special kind of conversation:
because no one
care about is how you’re
D.O.S. Conversation™. It
going to solve the problems
likes being sold to, consists of two parts.
they had before they ever met
but because it puts The R-Factor
you.
Focusing on products and
Question™
you in competition
services is dangerous, not
The D.O.S. Conversation
with a large
only because no one likes
with The R-Factor
being sold to, but because it
marketplace full of begins
Question. Asking someone a
puts you in competition with a
question is an enormously
large marketplace full of
others who are
powerful thing to do because
others who are selling similar
selling similar
questions open up new possiproducts and services. There’s
bilities in a person’s mind.
nothing to distinguish you
products and
When you ask a question, a
from them, unless you’re
services
person may choose not to
competing for the lowest
answer it, but they can’t
price, which isn’t a terribly
ignore it.
rewarding goal or a safe position to put yourself in.
The R-Factor Question goes like this: “If we were
But, there is a better way. Emotion is what moves
meeting here three years from today, looking back,
people to do business with you. Human beings are
what would have happened over that 3-year period,
emotional creatures who justify our emotions with
both personally and professionally, for you to feel satisreason. When someone comes to you, it’s because
fied with your progress?” This question may be short,
there’s a particular opportunity they want to capture or
but it can provide you with a wealth of useful informaa problem they want to resolve, and they imagine you
tion. The R in R-Factor Question stands for
as the solution to this situation. Transforming fear,
“relationship” because each part of this question is
excitement and confidence is what gets prospects to
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you’ve done them a great service by providing
intended to draw out specific insights about the
dangers, opportunities and strengths will create
clarity, insight and an opportunity for them to
potential future of this relationship.
tremendous clarity and value – for you and for
think about their future in a way they probably
What does an answer to The R-Factor
themselves.
haven’t before. They now understand – from
Question tells you? The first thing an answer to
Dangers. When they think about the future
their own perspective, not yours – what would
this question tells you is whether this person
that they described, what are they most afraid
make them happy, what they’re afraid of
can imagine meeting with you in three years
of? Fear always involves an element of loss –
losing, what opportunities they care most about
time, i.e., whether they accept the relationship
loss of security, loss of love, loss of status and,
and what they feel most confident about. The
in the first place. If they don’t accept the relaultimately, loss of life itself. What are the
conversation you’ve had so far is an uncomtionship, they certainly won’t accept any
dangers they’d like to see eliminated over the
mon one, and one they won’t soon forget.
products or services that go with it.
next three years?
You’re now ready to start matching up your
It also tells you whether this person has the
Opportunities. What do they stand to gain
products and services with their future, creating
capacity to visualize the future. All your best
in this future? Thinking about this gain will
a plan that is uniquely tailored to their emoprospects will have a big future. The future is
create a feeling of excitement. What opportunitional needs.
what you care about because today is already
ties do they have that they want to capture in
paid for. Any money you’re going to make
the next three years?
The Value of
from this relationship will be made in the
Strengths. When looking at this future,
future.
what specifically do they feel confident about?
Relationship
Three years is a reasonable amount of time
This could be advantages, capabilities, knowlAt this point, it should be very clear
to project ahead because it’s close
whether or not there’s a fit between
enough to picture clearly, yet far
your two futures. If there’s the remotest
enough away that most people will
What this whole
chance that this person has the types of
imagine having handled all their immeconversation has been
problems you, as an advisor, can solve,
diate concerns and moved on to
they will almost surely choose to work
longer-term goals.
about
is
creating
a
with you. Why? Ironically, because you
The last part of the answer tells you
weren’t trying to sell them. What this
long-term relationship in
what would make this person happy.
whole conversation has been about is
They’re the expert on this subject. The
which you are a partner
creating a long-term relationship in
modern world is full of forces that want
which you are a partner who provides
to foist things on us; in very few relawho provides solutions
solutions.
tionships does someone take the time
People spend vast amounts of money
to actually ask what we want. In asking
on
things
they believe will make them happy. If
this question, you may be bringing this person
edge – anything that results in the feeling that
you can provide real solutions that actually
some clarity, a breakthrough about goals and
they already have a strong foundation on which
bring them what they want and provide them
values they might never have had on their own.
to build the future they want. What strengths do
with a plan and a path to achieve their most
This is value creation beyond measure.
they have that they want to maximize and reinimportant long-term goals, your role in their
Even if someone refuses to answer The Rforce over the next three years?
life will be treasured and unquestioned.
Factor Question, they’re giving you useful
What you’ll notice as you look at these
Hundreds of times over, our clients have coninformation: They’ve made it clear that they’re
questions is that you are asking this person
firmed that they sell more products and
not willing to entertain the prospect of a longabout them, not talking about financial servservices as a by-product of a relationship like
term relationship with you, which is what you
ices. There will be time for that in the process,
this than in one where the focus is on selling.
wanted to know. You’ll never again waste a
but this isn’t it. Tempting as it might be to take
second, third or fourth meeting with someone
the discussion in that direction, the power of
Creative Destruction
you shouldn’t have met with in the first place.
this exercise is in illuminating the issues they
All that remains is to end the meeting politely
care about, from their point of view. Only they
In the 1930s, an economist named Joseph
and wish them well.
can tell you the truth about what’s most imporSchumpeter noticed a trend in the capitalist
If you think this person’s future is one you’d
tant to them.
markets of the world. When an economic form
like to be a part of, you can proceed to the next
ceases to produce value for the marketplace,
Bringing
It
All
Together
part of the conversation.
it’s soon replaced by a new, more productive
Up
until
now
you’ve
said
nothing
about
form. This process he called “creative destrucThe D.O.S. Worksheet™
your products and services. By focusing the
tion.”
conversation completely on this person and
D.O.S. stands for “dangers, opportunities
Creative destruction is at work in all industheir needs, you’ve honored them and built
and strengths.” Simply allowing a client or
tries, and financial services is certainly no
trust. If this relationship goes no further,
prospect to focus on and articulate their biggest
exception. Increasing regulation, compliance
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requirements and bureaucracy are significant
issues. These are coupled with a decrease in the
value being provided, both to investors and to
advisors by financial services firms. All are
signs of an industry whose structures are fighting for survival.
Within the current climate in the industry,
advisors have very little room to innovate in
how they create value for their clients and how
they market to prospects. An ever-increasing
deluge of restrictions and rules make it more
and more difficult to differentiate yourself from
the multitude of other sources of financial
products and services available to investors. At
the same time, commissions and fees are
decreasing. If you see yourself only as a deliverer of products and services, you are
increasingly at-risk of becoming a commodity
yourself.
For years, I’ve been encouraging advisors
to protect themselves from becoming trapped
by these forces by seeing themselves as entrepreneurs with a specialty in financial services.
As an entrepreneur, your business is to create
value for your clients. Seeing yourself in this
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way frees you up to discover new ways to seek
opportunity and thrive, rather than being
caught in the downward spiral of forces within
the industry.
The one place where significant new value
is still being created in the financial services
industry on a daily basis is in the direct relationships between advisors and their clients.
The D.O.S. Conversation™ enables you to
inject even more value into that relationship
and to see new areas where your wisdom, skills
and capabilities can be used creatively to solve
real client problems. It also enables you to
identify very quickly those relationships where
you can create the most value and therefore
expect to reap the greatest rewards. In an industry environment where conditions erode
advisors’ confidence at every turn, a tool like
this can help you rebuild a sense of freedom
and confidence about the future. 
For more information on D.O.S.
Conversation™ and a toolkit that will give you
everything you need to incorporate this tool
into your sales process, visit www.strategic
coach.com, or call Dan at 800-387-3206.
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