
 
EVERYONE’S GOOGLING 

BUT WHO’S ACTUALLY IMPROVING? 

The Key Lesson To  
Improving Client Meetings 

You Won’t Find on Google 

How the heck do I run better meetings?|



2

BLUELEAF’S ALL-IN-ONE 
CLIENT ENGAGEMENT 

SOFTWARE
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Everyone’s GOOGLING.  
Articles are ANSWERING.  

But who’s improving?
 
“Improving client meetings” is a hot topic that’s been met with an insurmountable 

volume of advice. Running a quick Google search for “improve client meetings” 

yields more than 19 million results.

The volume of chatter around meeting optimization is not surprising.  
It’s an important topic with many anxiety-inducing unknowns:      

 
 

You’ve done your research. You’ve read countless articles. You’ve asked peers.

Still, your list of questions goes on and on... 
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What can I do 
to optimize 

meeting time?

Have other 
advisors found a way 
to running meetings 

better than I am? How 
are they doing it?

Do my clients 
think our meetings 

are valuable?

 
What should I do to 

prepare for meetings 
beforehand? 

Is there something I’m 
forgetting? 

...Do they even 
understand what I’m 

saying?

? ??



As daunting as the goal may seem, looking to ‘perfect’ your client meetings is not a 

waste of time. 

After all, e!ective communication and individual attention are 

crucial elements of how your business delivers value. 

The problem is we’re approaching this challenge from the wrong angle. Open our 

thinking and suddenly it’s clear - There are fundamental flaws in our approach to 

how we go about perfecting client meetings. 

Here are the big two.

FIRST: We’re fighting logic.

 
The current approach isn’t logical. Let’s think for a minute. 

You haven’t seen the client for 3, or 6, maybe 11 months, and now you’re trying to 

catch them up on what happened, what changed, what your next 

recommendations are, how you plan to execute, review what you need from 

them, then ask how their life is, what life events have happened or are about to 

happen, what they’ve sold, what they’ve bought, what they’ve earned, 

what their concerns are… 

No wonder we struggle. No wonder clients get overwhelmed.

No one wins when too much information and conversation 

is crammed into a 60-90 minute block of time.
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SECOND: We’re ignoring math. 

 

Let’s assume you meet with clients quarterly, in-person or virtually. 

That’s 4 days out of 365.  
 

4 / 365 = 0.0109
Okay.

We’re obsessing over 1% of the time  
you serve clients. 

That means we’re essentially Googling around for  
“how to optimize 1% of the time I work for my clients”.

This is strange... 

Your service doesn’t stop when a client steps out of our o!ce after a meeting. 

To the contrary, non-meeting time is when you do the real “grunt work” and 

clients live their lives. It’s when the investing, saving, earning and spending all take 

place. 

Non-meeting time is arguably the most important opportunity to deliver a 
truly exceptional service.  It’s also one of the most neglected.
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Yea math!

 
Well, this is 
awkward...

0.01 



Now, thinking of your service (and year) as a whole, the question switches from 

“How do I improve my client meetings?” to “How do I improve my client service?”

There are 365 days in a year and 365 chances to ‘wow’ your clients. Instead of optimizing the 
1, 2, or 4 days you host meetings with clients, let’s look at the other 361. 

Don’t panic. We’re certainly not about to suggest a plan that’ll multiply your annual workload 
by a factor of 180. No. We’re set out to divide it by two. (Or ten.) 

How? 

We asked real advisors. And got the real answer:

Automated, informative touch points. 
 
Turns out, clients who feel well-serviced throughout the entire year are more informed, 
happier, perceive the work you do as more valuable, and show up to meetings ready to rock. 

Financial advisors who’ve adopted automation and self-service in their business are providing 
clients with exceptional, customized service 24/7. They’re learning to leverage year-round 
solutions to increase client satisfaction, decrease service requests, add e!ciency, drive 
referrals, and ultimately, grow their business. 

Let’s see how real advisors are optimizing non-meeting time.
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We sat down with  
3 Financial Advisors 
to find out how they keep 
clients informed and engaged 
throughout the entire year. 

 

Alan Moore  
“I use automated alerts to help me 

reach out when it matters.”

 
Alan Moore 
Founder, Serenity Financial Consulting 
   Twitter @R_Alan_Moore

SPONTANEOUS ‘HELLO’ 

I have Google Alerts set up for things I know clients are interested in. For those that love to 
travel, love wine, etc. I will send over interesting articles that Google Alerts sends me. 

On top of that, I have recurring tasks set up to reach out to clients once a month. Sometimes 
it is a phone call, other times an email, but I like to touch base with clients at least monthly. 

GOOD OL’ NEWSLETTER

I have a newsletter that is automatically fed via RSS feed from my blog. When I have 
announcements, have been featured in the media, or something I think is of interest, I will 
post it to the blog and it goes out to newsletter subscribers automatically. This helps me to 
easily share information so keep everyone up to date with what is going on at Serenity 
Financial Consulting.
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Jason Wenk  
“We write regular blog posts about things  

our clients and readers actually care about.”

Jason Wenk 
President, Retirement Wealth Advisors 
   Twitter @jasonwenk

POLLS

First, it’s important to know we regularly poll clients and our blog followers using Survey 
Monkey.  This helps us know better how our clients are feeling, what they are worried about, 
and how we can better serve them. If you don't ask, you're just guessing.

The biggest breakthrough in our content marketing strategy came from a poll.  We simply 
asked, "What financial products have you been hearing about lately that you'd like more 
detailed information on?"  The result was our website AnnuityGator.com where we provide 
detailed annuity reviews and information specifically at the request of site visitors.  It's a super 
simple blog that gets over 10,000 unique visitors each month and really put our firm on the 
national radar.

BLOGGING

We write helpful blog content at least twice each month, and we average about 4.

The best way to define “helpful” content is to specifically poll clients (again, use Survey 
Monkey or similar).  A great question to explore this is, "If you use the internet to search for 
answers to financial questions, what questions specifically are you trying to solve?"  This is 
great because if your best clients provide feedback you'll know exactly what type of 
information you should be publishing in order for other similar potential clients to find.  Long 
tail questions like, "How to choose the best pension option from Boeing?" will be narrowly 
searched, but those searching for it are great potential clients.  They are at a point of 
immediate need, and a point where serious money is certainly in motion.
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AUTOMATED SOCIAL SHARES

Our blog posts automatically push out to clients and prospects via email, as well as via 
Linkedin and Twitter.  

We are hosting all our sites on WP Engine and using Wordpress as the publishing platform. 
Using simple plugins standard on Wordpress installations we can automatically have all our 
posts publish to our various social networks.  It's an easy way to spread the message and give 
your content an opportunity to go viral.

Plus, when people comment on the posts we're always quick to respond and encourage 
others to weigh in on the conversation. We’ve found this also helps encourages engagement.

 
VIRTUAL MEETINGS

We do "virtual" meetings with clients every 6 months.  We use Blueleaf as the screen sharing 
component so clients can easily see the two things they always want to know: 

1) What do I have?; and 2) How am I doing?  

Virtual meetings + Blueleaf = I’m able to (and do) work with clients from anywhere.

 
GOOD OL’ NEWSLETTER

We do a short (just two articles and two pages) newsletter for all clients, monthly.  This was 
professionally designed and branded, and includes the photo of each advisor so every client 
“sees” their specific advisor on a monthly basis.

Our newsletter always has one general interest article specifically beneficial to our ideal 
client.  This could be best places to travel for 2014, Top new golf courses opening this 
summer, Favorite activities for grandparents - as told by grandchildren, etc.  The second 
article is a financial article based on research from Google Trends.  Using this tool we can 
find the most "hot" financial content on the web and make sure we report on it for our 
clients.  It's easy, current, and relevant to what people are searching for right now.
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Lucille Shaw 
“I send content out via routine, automated 

emails to carefully segmented lists.”

 
Lucille Shaw 
President, Finances For Life 
    LinkedIn .com/in/lucilleshaw 

I keep my clients engaged throughout the year by sending out automated emails – weekly 
and monthly - to segmented lists.  

We send weekly market index summary emails to three di#erent list segments. This email 
includes relevant headlines from the previous week and an “eye on week ahead” all in a nice, 
concise format. This is automated by Broadridge.

We provide investment clients with an individual investment update email each Sunday 
morning, automated by their Blueleaf client portal. This is obviously hyper-customized to 
their individual situation, and it’s branded with our firm’s name and logo.

Monthly e-newsletters are sent to all types of clients and potential clients.  Life event content 
and conceptual pieces seem to work well for this – i.e. Handling Market Volatility, Organizing 
Financial Records, etc.  

First: It’s all automated. 

We are a newly-formed Independent RIA, so time-e!cient communication is even more key 
than ever. I don’t have an assistant right now, so I try to automate certain things, like email 
campaigns.

A bonus of setting up batches of email campaigns, versus one-to-one, I can track email open 
rates and click rates!  Tracking email performance tells me what kind of headlines are most 
e#ective and what article clients or prospects are actually engaging with.  I can then use 
open rates and click rates to fine-tune client segmentation and the kinds of content I send to 
them.  Insider tip: I think Constant Contact’s email tracking is truly great!

9



Second: It’s still relevant to the individual. 

I segment my lists to make sure the content I send is truly helpful to the people I’m sending it 
to. This keeps engagement high, and my service helpful.

Examples of client list segments & related content I may share:

1.  Business Clients – Current healthcare info and how it a#ects business owners, 
retirement planning for business owners, tax planning for small business, retirement 
plan for business owners, planning for business expansion, etc.

2.  Clients with young children – College planning, retirement planning, protection 
planning (insurance related articles), etc.

3.  Client near retirement (60-65) –Retirement planning throughout retirement, how 
much annual income can your portfolio provide, estate planning, when you should take 
out social security, etc.

4.  Retirees – Social security updates, RMD related topics, estate planning related topics, 
such as gifting and wealth transfer, planning for long-term care, etc.

How else do these advisors keep clients engaged?

They all use Blueleaf.

Blueleaf equips advisors with the tools needed to keep clients informed and 

engaged all year long. With our unique client engagement platform your clients 

will remain powerfully engaged throughout the year, automatically. 

Learn more       Watch demo videos      Get a Free 30-Day Trial
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Now’s your chance to do it, too. 
Flip “client meeting optimization” on its head and change the angle of your approach. 
Optimize 361 days of your year, and the remaining 1% is a lot easier. 

A helpful, valuable client meeting is achieved when clients are already informed and calm. Do 
it by engaging with clients throughout the year. And with the right automated tools, you can 
do it with informative, automated touch points.

OPTIMIZE 99%.  DISCUSS 1%.  DELIGHT 100%.

Engage your clients year-round, on a budget...

MailChimp o#ers email campaign automation with 
tracking. If you have <2,000 contacts, you can send up 
to 12,000 email campaigns per month for free. 

 
   Blueleaf’s client engagement platform o#ers an  
   intuitive client portal, account aggregation, and  
   automated touch points at a price that fits your business.

 
Wordpress is a “free and priceless” tool you can use to 
build a blog, with the optional plug-ins for automatic 
social media posts.

 
    Hubspot publishes free resources for new bloggers and  
     email marketers on blog.hubspot.com. 

 

*Opinion-based suggestions, not o!cial endorsements. These tools are awesome, so we suggest ‘em.
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For you. For free. By:
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