Michael Lovas

The Values Controversy

You can’t give service until you learn what the client values

Scenario #1. Picture yourself
launching into your regular presen-
tation. But a minute into it, you get
the sense that the people in front of
you just aren't buying it. What went
wrong and what can you do about
it?

Scenario #2. Picture yourself
talking face-to-face with a prospect.
You sing the praises of your prod-
ucts, services and philosophy, but
her wandering eyes tell you that
she’s lost interest. What went
wrong, and what can you do?

Scenario #3. Picture yourselt
talking with someone about estate
protection or insurance. You make
vour case and the person says, “I
know I need it, but I still don't want
it.” What went wrong? What do you
do?

If you can’t answer those
questions, you probably can’t con-
sistently give excellent service.
That’s because the root of all those
scenarios is an agent who doesn’t
recognize what his prospects and
clients want. He bases his presenta-
tions on his own sense of what’s
important.

The element we're looking at
here is called “criteria.” Those are
your client’s most important values.
They are vital to you—if you want to
help the prospect accomplish at
least three tactical goals:

1. Wants. They are instrumental in
turning a need into a want.

2. Relevance. They are your direct
link to relevance-without them,
your presentation and your ser-
vice is probably irrelevant.

3. Motivation. They create a moti-
vating link between you and the
other person.

In other words, when you can
learn your prospect’s actual values,

you will be directly connected to
the exact things that he or she
wants you to provide. Isn’t that what
service is all about?

Have vou ever heard of an
agent who couldn’t convince a
prospect to take action on some-
thing she nceeded? That’s probably
an advisor who doesn't know how to
elicit someone's values.

Next, you need to avoid the
three biggest dangers of focusing
on values.

Major Danger 1. Does he trust
you? Here’s the situation: we're in a
face-to-face conversation following
your annuity seminar. You ask me
to name my values. If I don’t al-
ready trust you, I'd rather not tell
you my values. I've seen this time
and time again—the agent fails
to build rapport, thus trust is
never gained, and consequently,
the agent never learns what
the prospect values. Until the
agent learns those values, sales
won't come and service will be
immaterial.

The good news is that there
is a simple Universal Three-Step
solution.

1. Read the person in front of
you to see how to build better
rapport.

2. Deliberately build rapport with
that person.

3. When the rapport is strong
enough, start noticing the values
words used.

Major Danger 2. The “real life”
value of values. In our industry, the
standard communication tactic is a
direct, frontal assault. In other
words, if you want to know my
values, you'd just ask: “Er, Mike,

what are your values?” Not a good

idea. As a clinical hypnotherapist, I
need to learn people’s values all the
time. That's one of the most impor-
tant tools for reigniting passion or
helping them get over call reluc-
tance. ButI never ask them to name
values directly. It would be a futile
exercise. That's because many peo-
ple do not know what their actual
values are.

If not the direct approach, then
what? The key to learning values is
the two paragraphs above, the Uni-
versal Three-Step solution. It a sim-
ple process of building honest
rapport, asking contextually appro-
priate questions and listening care-
fully to the answers. This is the
process you should be using if you
want to learn someone’s values.
And, if you want to give exemplary
service, you must learn your client’s
values.

Major Danger 3. Installing. In-
stalling is the most common error
committed by people trying to un-
derstand someone else’s values.
You hear it all the time. It sounds
like this: “Mike, what's important
about money to you?” Why is that a
major danger? Because the re-
secarch shows that most people
don't list “money” as one of their
top values They list what money
represents, or what it buys: educa-
tion, self improvement, charity or
accomplishment.

Here's an analogy. You ask,
“Mike, what's important about
worms to your” The client answers,
“OK, well, they're good for my
lawn. And, they help people fish
more successfully. And they elimi-
nate heavy metals from the dirt.
And boys like to scare girls with
them. So, I guess they’re really
pretty important.” That may all be
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true, but they still don't have a
place in my values. So, the worm-
related “values” the client gives you
are NnonseIise.

Rules about values: Values
have to come from the clients
themselves. You can't suggest
them. Clients have to tell you what
their values arc during a conversa-
tion when they can express them
candidly. They have to express
them to you in conversation, with-
out realizing it.

Is this harder than you

thought? Probably. Is it impossi-
ble? No. What's the difference be-
tween this approach and the direct
approach? The direct approach
will give you false answers. This ap-
proach will tell you what the client
truly values most.

How can you use my values to
improve your service? You can use
them to deliver solutions that are
relevant to the client's life. You can
use them to turn the client's needs
into things that they actually want,
things that are more valuable to

them than insurance products
alone.

Note: This article is taken from
Michael's workshop “Psychological Per-
suasion for Financial Seminars.”

Michael Lovas is a clinical hyp-
notherapist and NLP Master
Practitioner. Aboul People, his
active coaching and menloring
practice, helps professionals ignile
their passion and achieve their
potential, both personally and
pmfesséona?. He can be reached
at (214) 366-0919 or michael@
aboutpeople.com.
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Future LAMP Meetings
March 21-24, 2004 > Hilton Riverside, New Orleans
March 13-16, 2005 > Marriott/Hyatt, Atlanta

March 19-22, 2006 > Marriott World Center,
Orlando

March 18-21, 2007 > Sheraton/Hilton,
Toronto, Canada

March 16-19, 2008 > Marriott, San Francisco
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Write for GIJ

GAMA International Journal (GIf) considers articles
on the following topics for managers in the
insurance and financial services industry:

Leadership
Recruitment/Selection
Marketing
Communication
Current Trends
Management
Training/Coaching
Selling Deep
Multiline Issues
Compliance

Study Groups

2004 GAMA International Journal
Editorial Calendar

Issue Articles Due
January /February November 13
March/April January 8
May/June March 4
July/August May 6
September/October July 8
November,/December September 9

If you'd like to suggest an idea for an article or ob-
tain more information about for possible publica-
tion in GIJ, please visit gamaweb.com/gij.htm or
contact Elaina Loveland, managing editor, at
703/770-8175 or eloveland@gama.naifa.org.




