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Sealing a deal! Two Business people shaking hands after Welcoming partners finishing up a meeting or ... More setting goals and planning way to success in the office.getty Dan, the tech man, didn’t go to college. I saw that on his resume, and it made me hesitate. We had been through a few tech professionals in the past years who had been
disappointing. We really did not want to fill this position once again. Even though he lacked that college degree, he had years of experience and training. He knew what he was doing and was an expert in his field. His work was consistently good, and he was easy to get along with. Everyone liked Dan. He wasn’t in management but quickly became our
trusted tech advisor. What Impact Do Trusted or Untrusted Advisors Have on an Organization? In a trust study published in The Trifecta of Trust, I gathered data from 2,571 individual contributors from Marketing, Operations, HR, Finance, Product Development, Legal, Engineering, IT, and Research and Development. These people were all asked by
their organizations to participate in a leadership development program for leaders even though they were individual contributors. Because they were asked to participate in a leadership development effort, I concluded that these were most likely knowledgeable professionals respected in their field. Despite not being in a management position, these
individuals were rated significantly higher on their trust (other leaders 50.3, Trusted Advisors 55.0, t-value 8.111, Sig. 0.000). But, not all these trusted advisors were more trusted. In Zenger Folkman’s 360-degree assessment, each person was evaluated on their level of trust using feedback from all other raters with their self-assessment data
excluded. I compared the results for those whose trust ratings were at the bottom 10% (166 people) to those in the top 10% (277 people) with assessments from all raters, managers, peers, and the person themselves. The graph below shows the comparison between the most trusted and the least trusted advisors. What was observed in the data? - In
the managers’ ratings, managers were most likely expected to provide feedback, but their perceptions of the trust levels in these trusted advisors might not have been as critical or positive as the overall results suggest. MORE FROM FORBES ADVISOR - The lowest trust self-ratings indicate that these individual contributors recognized they had some
issues with trust but didn’t realize the severity of the problem. - The highest trust self-ratings were at the 55th percentile reflecting a lack of understanding about how trusted they really were.Trusted AdvisorsZenger Folkman Actions that will Enable Individuals to Become Trusted Advisors This research shows that you don’t need to be a leader for
others to consider you a trusted ally. Our research on trust has taught us there are three factors that are best at building trust. The first is positive relationships. We trust our friends and distrust our enemies. The second most important factor is consistency. When people do what they say they will do and keep their promises to others, they are
trusted. The third is expertise and good judgment. We trust people who have the correct answers and can solve difficult problems. Analyzing data comparing the most to least trusted advisors, I identified the top seven behaviors that can help individuals build trust. 1. Being a role model and walking your talk. Some trusted advisors believe they do not
need to follow the rules that apply to most others in the organization. This behavior destroys their credibility. Often, they make commitments and fail to deliver when problems are more difficult to solve than they expected. These behaviors destroy trust. 2. Having good judgment and correctly diagnosing problems. It is surprising how long a poor
diagnosis or a problem will follow a person around. Trusted advisors need to take their time and provide careful diagnoses of problems and potential solutions. 3. Understanding the issues and concerns of colleagues. Too many trusted advisors remain aloof to the difficulties and problems their colleagues are experiencing. This damages relationships,
which negatively impacts trust. 4. Cooperating with other colleagues and groups. Many trusted advisors act independently with the expectations that other groups and individuals need to accommodate their approaches and decisions. This negatively impacts relationships and destroys trust. 5. Balancing the need to deliver results with the needs of
individual team members. Consideration for other team members builds positive relationships, which also increases trust. 6. Following through on commitments. It is easy to say, “I will do that!” But while we may often forget our commitments, those we make commitments to tend to remember them. Trusted advisors need to be careful to make only
commitments they are confident they can fulfill. 7. Staying current with technical knowledge and expertise. Many people think school is where most of their learning occurred. After graduating, they apply what they learned in school. The problem with that approach is that technology is continually changing. And to stay current with all that is
changing, every person needs to be continually learning. After being in the job for several years, many people get comfortable and fail to stay current with new innovations. This damages their expertise which creates a loss of trust. Trusted Advisors Are in the Dark about How Much or Little They Are Trusted In the research with leaders and individual
contributors, we have learned that the worst person at evaluating weaknesses or brilliance is that person themself. Their manager, peers, direct reports, and others see them much more clearly and accurately than they see themselves. The evaluations from different raters are consistent and contain useful insights. A 360-assessment is a great value
for a person to understand how they are viewed by others. Rather than a fickle evaluation from others, it is a highly predictive assessment that is strongly correlated with performance. Trusted advisors need accurate information on how trusted they are and their effectiveness on the factors that influence trust. I strongly recommend that every trusted
advisor participates in a 360 assessment that will provide them with an accurate assessment of both their level of trust and the behaviors that improve trust. Skip to main content Powered by AI and the LinkedIn community As a management consultant, you want to build long-term relationships with your clients and become their go-to source of
expertise and guidance. But how do you establish yourself as a trusted advisor, someone who can influence their actions, and not just a hired hand who delivers reports and recommendations? This article will explore six key aspects of becoming a trusted advisor. COO | CFO | Advisor | Investor | Harvard MBA The real first step is to be vulnerable as
an advisor. Your client has a vulnerability -- that's why they need you! -- and that's a real opportunity to connect deeply, empathize, and build trust. Be real about the lessons you've learned and how you can help your client get through this matter. 5 To become a go-to guru for your clients, get to know their dreams and headaches well. Chat with them
like a friend but think like a detective. Your goal? Spot opportunities to make their life easier. Don't just nod; listen. Speak their language and keep them in the loop. Be their win—solve their problems better than anyone else. If you goof up, you can own it and fix it. Integrity is your business card, so act like a real-life hero: be honest, fair, and
consistent. By putting their needs first, you're not just an advisor but their trusted right hand. 5 There are many ways to build trust. Asking great questions is one of them. At every stage of the relationship, asking the right question at the right time will help establish yourself as a trusted advisor. If you're interested in learning how to ask better
questions as an advisor, then read "DISCOVER Questions" by Deb Calvert. It's a book designed for sellers, but consultants will find tremendous value in using it even during client engagements. The book breaks down various types of insightful questions you can ask for every situation, specifically: D - Data questions I - Issue questions S - Solution
questions C - Consequence questions O - Outcome questions V - Value questions E - Example questions R - Rationale questions 2 Emotional intelligence plays a big role in establishing trust. Understanding attachment styles, reading between the lines, getting to the root of the need are key to growing trusting and valuable relationships. Additionally
always being true to yourself provides consistency for the client in the relationship. 2 The fact finding portion of the process is crucial. I tell my clients I can’t help them if I don’t have the whole picture. I share with them examples of how this portion stacks to the estimated outcomes. I share vulnerabilities that allow them to get comfortable with
sharing the severity of a situation or project. It allows us to build trust early on with both parties. 2 Deliver results: Consistently deliver high-quality work and tangible results that align with clients' expectations. Meet deadlines, exceed performance targets, and focus on delivering value. Your track record of success will enhance your reputation and
establish trust. 2 Trust is built over time, so it is essential to consistently demonstrate your expertise, reliability, and commitment to the success of those you advise. 1 COO | CFO | Advisor | Investor | Harvard MBA An advisor needs to stay in *complete lockstep* with his/her client on what the desired deliverable is supposed to be. Poor
communication, lack of experience, and/or other commitments -- on either side -- leads to expectation gaps and poorly-received deliverables. Why not we exceed the client's expectations and always try to be one step ahead? Nowadays, clients expect us to anticipate their needs, expectations, questions, etc., and provide solutions, answers, or whatever
before they even ask. Throughout the project I am treating that company as if it were mine and with my name on it, and as if those involeved are my stakeholders. With each report I am asking “how does this work meet your expectations thus far”? There are stages to the MC process, right? So I am doing a pulse check along the way. COO | CFO |
Advisor | Investor | Harvard MBA Understand and respect your client's communication style. Some clients want the direct truth with no varnish...while others prefer a gentler approach. It's a partnership, and refining and optimizing the style of communication is vitally important. 2 Communicate effectively: Clearly and concisely communicate complex
ideas and concepts to clients. Tailor your communication style and language to match their needs and preferences. Avoid jargon and technical terms that may confuse or alienate your clients. As a consultant, we should remember to communicate not negotiate with clients. It is crucial to understand the distinctions between "negotiation" and
"communication." As consultants, we should prioritize effective communication with clients rather than negotiation. I believe the key here is educating. Your client so they not only feel informed, but that they could educate others in their business about the topic/advice. I dislike consultants that create a crutch for the companies they support. Though
great education consultants should empower the companies they support. Communication in the MC process requires not just top down but bottom up communication. I share what is happening, when, how, where and expected difficulties along the way. I am constantly seeking feedback and if it’s a project that is going to be implemented after my
involvement, I am making sure those teams are set up for success, coaching them on implementation strategies and allowing them to voice concerns, doubts or fears along the way. There is a key element in building rapport and trust with clients and that is: "Make It About More than Money" When it comes to building strong relationships with clients,
there is a crucial factor that should never be overlooked: creating a connection that goes beyond financial transactions. By showing genuine interest in their needs, concerns, and goals, you can establish a deeper level of trust and rapport that will not only benefit your business in the long term but also help you provide more meaningful solutions to
their problems. 2 Build rapport and relationships: Foster strong relationships with your clients based on trust, respect, and effective communication. Take the time to understand their goals, challenges, and priorities. Show genuine interest in their success and be attentive to their needs. 1 COO | CFO | Advisor | Investor | Harvard MBA This goes back
to being vulnerable as an advisor. Showing that you, like everyone, are fallible, but have (a) learned from those mistakes and (b) importantly not made them again, allows your client to know that he/she can open up and trust your guidance. In my experience, putting together a solid plan, and then executing to that plan and delivering the results that
the client is looking for is the key to a win-win for everyone. It’s making sure you have taken the time in the initial engagement to put together the actual outcomes that they are looking for, and that they are agreed-upon by all parties. 8 Demonstrate empathy and emotional intelligence: Understand and empathize with your clients' perspectives,
challenges, and emotions. Show empathy when discussing sensitive topics or difficult decisions. Emotional intelligence allows you to build strong connections and navigate client relationships effectively. 4 Develop an actual process to approach the client’s business activities. Don’t just show up and “give advice.” Write things down and take
responsibility. 3 I think one of the key roles as an advisor is to hold your clients to account. Yes you are there to advise and deliver. But, I believe the real value and longevity of a relationship is built by lifting up your client and ensuring that they deliver their goals by helping them focus. 2 Master your field. Immerse in your field completely. Learn as
much as you can, starting from the history of your field, the most important frameworks and concepts that have defined the field from the past until the present. Seek out other experts and learn from them. Subject yourself to the toughest clients and audiences to further sharpen and hone your skills. And most importantly, practice what you preach.
Opinions expressed by Entrepreneur contributors are their own. Attention spans aren't what they used to be, ranging from 20 minutes to just two seconds — which was just enough time to read that sentence. Throw in the paradox of choice, and it's no wonder there's so much indecision going on. One of my favorite pieces of research on this topic is
the Jam Experiment. Shoppers were presented with a display of 24 different types of jams, which seemed like a great way to cater to everyone's taste buds. But when presented with a display of only six options, shoppers were 10 times more likely to buy jam. The abundance of options attracted attention but stifled decision-making.That's not to say
businesses should eliminate choice. That, too, can pose a problem, as customers often research before making decisions. They know other options exist, so quickly removing so many options can leave them questioning your recommendations. Generally speaking, the businesses that win are those with teams playing more advisory roles in the
relationship — the relationship isn't about pushing a sale but enabling decision-making.As a customer, I certainly prefer to engage in conversations about my challenges and goals but also want someone to advise me, not sell me on some product or service. Whether B2B or B2C, customers want businesses to inform them on which direction to consider
and how to get there. This can only happen once you've built trust based on humility, empathy and kindness. It's all about becoming a clear expert at what you do. Of course, there's a learning curve. You must first become a student of your own industry — or at least advise from an informed position. Allowing yourself to be a sponge as you're exposed
to everything associated with the industry will better equip you to share your educated point of view. Clients are looking for advisors, and the following can help you help them make better decisions:Related: 3 Simple Ways to Use Trust and Transparency to Foster Long-Term Success for Your Business Most people have more expertise than they give
themselves credit for, no matter their role. Let's say you're a project manager. That role has exposed you to different projects for different departments and stakeholders for various companies or industries. That experience provides a unique perspective for clients.If you need reassurance, write down what you've worked on over the years (tasks,
projects, clients and so on). Think about the hours you've spent working on proposals, talking with clients, planning executions and managing projects. Seeing what you know will increase your confidence to advise and believe in what you have to offer. And that confidence will improve your job performance overall. In fact, 98% of workers surveyed by
Indeed said they performed better when they felt confident. While clients might have the last say, that doesn't take away from your expertise. Start recognizing — and being proud of — what you bring to the table.2. Become a genuine, active listenerIf you want to take on a more advisory role, you need to understand the client's situation before
making recommendations. That requires active listening. Consider the example of when I started running and went to the store to get a pair of running shoes. The choices felt endless. The sales associate could read the uncertainty on my face, so he approached me with one question: "New to running?" I nodded, and he posed a series of additional
questions — some of which would have never crossed my mind. He even asked me to jog to see how my foot struck the ground. All that information helped him narrow down my selection to three running shoes.What he did applies to interactions you might have with a client. Not only are you listening to the client's answers, but you're also watching
how they respond to what you're asking. Research has shown that communication is 55% nonverbal, 38% vocal and only 7% words. So, ask questions, look at the client's reactions, listen to their answers and follow up with more questions. Then, when you make a recommendation, the client knows it's based on a true understanding of their situation.
Related: The Art of Active Listening Requires Leaving Your Ego Behind3. Don't be afraid to make recommendationsMaking recommendations to clients is one thing. Telling them what they should do is another, as it can force them into a decision. This isn't to say your background doesn't bring an understanding of what'll best suit their needs. But, as
an advisor, you want to keep clients in the driver's seat. So, offer multiple options to choose from. You can do this in the form of a question, such as "What about X?" or an affirmative, such as "Perhaps we could try Y."If they ask for your opinion, don't shy away from giving it. That right there shows how well you've established yourself as an advisor.
Tell them what you would do if you were in their position. If necessary, steer them in the best direction, proposing it as a suggestion and offering your input on the value of that option. Just make sure the final decision is in their hands.Related: Use These 5 Hacks to Instantly Build Rapport With Your Clients While getting a contract signed might be the
final step in the process for you, it's the first step for your client. I'm a big fan of high-level timelines, as it puts some shape and objectivity around critical steps. But don't make the mistake of putting a signed contract at the end of the timeline. Share some key steps that will happen after project approval, so the client is aware that those steps can't
occur until an agreement or proposal is approved.A timeline such as this takes the pressure off you to "close the deal" and puts more of the onus on the client to get approval, so you can get on with the initiative, and the client can start seeing value.Taking on an advisory role puts the client front of mind, where they should be. It comes down to
remembering your role in the relationship. Use your background to provide options, letting your recommendations guide the direction to making better — and faster — decisions. Attention spans aren't what they used to be, ranging from 20 minutes to just two seconds — which was just enough time to read that sentence. Throw in the paradox of
choice, and it's no wonder there's so much indecision going on. One of my favorite pieces of research on this topic is the Jam Experiment. Shoppers were presented with a display of 24 different types of jams, which seemed like a great way to cater to everyone's taste buds. But when presented with a display of only six options, shoppers were 10 times
more likely to buy jam. The abundance of options attracted attention but stifled decision-making.That's not to say businesses should eliminate choice. That, too, can pose a problem, as customers often research before making decisions. They know other options exist, so quickly removing so many options can leave them questioning your
recommendations. Generally speaking, the businesses that win are those with teams playing more advisory roles in the relationship — the relationship isn't about pushing a sale but enabling decision-making.As a customer, I certainly prefer to engage in conversations about my challenges and goals but also want someone to advise me, not sell me on
some product or service. Whether B2B or B2C, customers want businesses to inform them on which direction to consider and how to get there. This can only happen once you've built trust based on humility, empathy and kindness. It's all about becoming a clear expert at what you do. The rest of this article is locked. Join Entrepreneur+ today for
access. Subscribe Now Already have an account? Sign In In keeping up with the shifting demands of clients, the executive search and leadership consulting profession continues to evolve. Firms are looking to the future, evaluating and expanding on the solutions they provide to executives. Building strong relationships with clients is essential to future
success.We spoke with David Butter, a trusted advisor and coach to international professional service firms and leaders. He’ll be speaking on elevating client relationships at our upcoming European Conference: Elevate 2017 in Brussels on November 9 and outlines the value trusted advisors provide for clients.What does it take for a consultant to be
considered a client’s trusted advisor? Can anyone become a trusted advisor?The first thing a consultant needs to recognize is that until you have built trust with a client, you're just a vendor - a provider of commodity services. As a consultant, the trust in one’s own competence to successfully deliver for a client is just the start.The most important
attribute of a trusted advisor is ‘selfless independence’. By that, I mean a trusted advisor goes above and beyond to add value based on a relationship of mutual trust; a trusted advisor understands the client’s needs and priorities better than any other competitor. The client must see that you put their interests before your own or even those of your
firm; even if it means sometimes saying ‘no’.Becoming a client’s trusted advisor takes time. It is critical to develop strong empathy and listening skills. It’s not just about delivering KPIs. A trusted advisor becomes a KPI (Key Person of Interest).How can a trusted advisor leverage technology?Technology helps massively in setting up the conditions for
the right conversation with the right person at the right time. It’s also helpful in maintaining existing relationships. But, even with the advancements of technology, it’s important to focus.With platforms like LinkedIn, access is easier and volume is higher; some consultants can have 500+ connections. But a trusted advisor can’t build relationships with
every single contact nor should one want to. You have to focus on the vital few - the connectors and multipliers who can make a difference to your firm and your career. Determine what value you can bring them and start a conversation, face to-face. You'll never become your client's trusted advisor unless you engage with them offline in regular, live
one-to-one conversations.How does a trusted advisor better engage with senior decision makers?Firstly, a trusted advisor knows that decision makers are extremely busy; it’s difficult to get a meeting when clients have a limited amount of availability. That is why it’s crucial to ‘elevate’ your relationships - the theme of my session at the European
Conference.Senior decision makers need to see the ‘value for time’ from talking to you. Your value is clear when you’'re working on a search. But if you rarely communicate with a client between assignments, the client will not see you as someone who can add business value beyond just executing the search.A trusted advisor must add value to the
client’s agenda. Every client has a core agenda—three to five key goals or strategies both professional and personal. The only sure way to add value is to connect to and align your offering with their core agenda. Even better, influence and be part of that agenda. Earn a place at the top table when it’s being discussed. People don’t buy professional
services the way they buy other products or services. The purchase professional services in one of two ways:They buy from people they are familiar with, that they trust and respect.They ask for referrals, leaning on the trust that their network has with firms.In either case, the firm has achieved “trusted advisor” status, which is what opens the door
for opportunity. In this article we’ll describe what a trusted advisor is, what behaviors they exhibit, and how you can become one and train your team to do the same.What Is a Trusted Advisor?This phrase was originally coined by David Maister in his book of the same name. He argues that above all, a trusted advisor cares more about the client than
they do themselves. They care more about the relationship and being useful than winning any one engagement.The Elements of TrustMaister identifies 3 common elements of trust.Integrity. This means “doing the next right thing.” At every stage of a relationship, our goal is to act as a steward of our client’s resources, and give them the same advice
we’d give ourselves if we were in their shoes.Help them arrive at their own answers. Your role is to advise them, not make their decisions for them. In an ideal world, you gently guide them toward the solution, and make it seem like it was their idea. Doing so maximizes the level of investment they have in owning the execution of the idea.Build strong
relationships. Consulting is ultimately about people working with people. Trusted advisors are great at building and cultivating relationships with current and prospective clients, and they invest in those relationships over time, even if there is no immediate payoff.Maister’s coauthor Charles Green later created the Trust Quotient to break down the
elements of trust even further. He identifies 4 variables:Credibility: Not just being smart, but being smart for them. This means you’ve done it before. You are speaking from a place of competence.Reliability: This is a function of making promises and keeping them, repeatably over time. In the words of Dan Sullivan, you “show up on time, do what you
say you’'ll do, and say please and thank you.” Set the deadline and hit it. Tell them when you’ll get back to them and do so. If you need to renegotiate a commitment, do so immediately.Intimacy. Trust-based relationships have an element of candor to them. Not necessarily about each other’s personal lives, but at least about one’s professioanl
ambitions, hopes, fears, goals, etc.Self-orientation. With the first three variables, the more the better. With this it’s the opposite. Self-orientation refers to how much one is thinking about their own needs and goals relative to the client’s. Getting back to Maister’s definition of a Trusted Advisor, you want to demonstrate the opposite.How to Become a
Trusted AdvisorSo given these elements, what are some tangible and practical ways to develop trust with clients? Some suggestions:Above all, focus on serving. In every interaction, ask yourself and your team how best to serve the client. Consider making service a key part of your Point of View or Manifesto, and incorporate discussions on service
into your operating cadence as a firm.Make promises and keep them. Again, trust is built over time, by repeatably showing clients that you’ll do what you say you’ll do. Encourage your team to become students of task management systems like Getting Things Done. Develop a standard in the business for being people for whom things don’t fall through
the cracks. Be the most organized and disciplined people in the room.Share liberally. Many professional services firms are too precious with their frameworks and methodologies. Giving away your secrets is a fantastic way to demonstrate credibility before working with you.Don’t just tell them what they want to hear. In most organizations there are
inherent power dynamics that prevent senior leadership from getting the truth. Give it to them straight (at least as you see it). If you have bad news, communicate it to them. Even if it means you sacrifice an engagement in the process. Think of it as a long term investment in the relationship.Don’t embellish. In professional services you are effectively
selling your thinking and problem solving abilities. You're selling what you know. This can create a strong incentive to act as if you know the answers even when you don’t. You must resist this temptation. It’s okay to say you don’t t know something. This is easier when you feel secure in yourself and your abilities. Before important meetings, Jerry
Colonna suggests saying to yourself, “I belong in this room” to ground yourself.Use socratic questioning. One of the best ways to help clients get to answers themselves is to get better at asking questions. Socratic questioning involves gently guiding the client in the direction you want them to go by asking a series of questions vs. simply giving them
answers or telling them what you think. It also allows you to disagree with them without being disagreeable.Restate their problems or concerns before moving forward. A powerful tool from executive coach Matt Mochary is to clarify before providing recommendations. Gety in the habit of saying, “What I'm hearing you say is .... is that correct?” This
makes sure you avoid misalignment around the problem before jumping to solutions.Ask what they’re hoping for in an interaction. Sometimes when clients are talking about problems they’re not actually looking for solutions. Sometimes they simply want an opportunity to vent to someone who’s not inside their firm. Sometimes they want reassurance
that they’re making the right call. Asking, “How do you think I can best help you here?” can be a powerful question to get to the essence of the interaction.Give them options. Maister suggests laying out the various approaches they could take, educating them about each (including ramifications and potential second or third-order effects) and
providing your personal recommendation if warranted.Again, the goal is to not give them the answer, but to equip them to arrive at the answer themselves.Show, don’t tell. Build credibility by demonstrating your expertise, not by talking about how experienced you are. If your intro deck or website speaks to your credentials, don’t spend the whole
meeting giving reciting your accomplishments. Spend the time educating them and providing value instead.Be disciplined with the use of your CRM. While CRMs are typically thought of in the context of a business development process, being consistent about adding data on existing clients (and reviewing them at regular cadences) can be incredibly
helpful in continuing to build rapport. Take notes during interactions, log them in your CRM, review them before future calls and at a regular cadence during your account review process.Practice active listening. The most charismatic people make you feel like the only person in the room. But that’s hard to do if you’re typing while they’re talking or
simply waiting for them to stop talking so you can start. Keep your laptop closed. Keep your phone in your bag. Take notes with paper. Summarize what they said to ensure understanding. Ask thoughtful contextual follow up questions.Learn your client’s jargon. Every organization has their own tone of voice, and a big part of that is the language and
parlance they use. Become a student of it. Use the words they use, even if you use a different word in other settings. Consider keeping a glossary of terms as part of your project documentation that you add to over time to ensure everyone is talking about the same things.Do your homework. Before you walk into a business development meeting, know
something about their company. Read recent news. Read their annual reports if relevant. Read their team bios if they have them. If they are active on social media, see what they write about. Once they become a client, create a Google alert to be notified when they’re in the news.Be vulnerable first. The best way to create intimacy is to model it. By
volunteering something you might be struggling with yourself, you are more likely to get the client to open up as well. Be careful about how you do this though, as some struggles might undermine your credibility or create a perception of risk in the engagement. And generally keep it professional - if you talk about your divorce your client might worry
about your level of engagement.Ask them about their career ambitions. During coffee or a client dinner, ask them what they’re hoping to accomplish over the next 10 years. In a way, your job is to help them land their next promotion or move their careers forward. By knowing what those ambitions are you're more likely to be able to help them along
the way.Trust Takes TimeWhile you can’t microwave trust, you can speed it up through the clear articulation of your firm’s Point of View (and its relevance to your clients), and through the consistent application of an Authority Marketing program.But ultimately trust is earned in delivery. In all the little things you do and don’t do to build intimacy,
demonstrate competence and reliability, and prioritize your client’s success. A trusted advisor is a sales professional buyers seek out for advice and counsel. They are viewed as a credible source of information on industry trends, competition, and strategic solutions.Trusted advisors are more than a vendor — they play an active role in the buying
process, shaping opportunities rather than simply reacting to buyer demands.Earning the trust of buyers has become increasingly hard for sales professionals to achieve in today’s information-rich, instant-search culture. Yet, it is precisely this wealth of information that creates an opportunity for those in sales to become trusted advisors.Buyers sorely
need someone to provide perspective and guidance at critical points in the business cycle.They need a partner to help them sift through information in order to determine what is most relevant and useful for them.The problem is that “trusted advisor” status cannot be claimed. It must be earned, and that’s not easy.Becoming a trusted advisor in sales
begins with integrity but also requires skill and strategy, which can be learned and practiced.Some specific qualities of a sales professional working to earn the right to be a trusted advisor include:Buyer-centric Preparation: Preparation for a sales call should begin and end with a focus on the customer. Sales professionals should always consider the
information that the customer wants to get out of the meeting. This type of thinking builds trust and adds value to the conversation.Asking Great Questions: Trusted advisors demonstrate their preparation and the value they place on their customers by asking questions that show an interest in their customer’s business. Asking about risks and
rewards, strategic drivers, and emerging initiatives shows the buyer that the sales professional is more interested in building a relationship than a money grab.Proactively Creating Value: Trusted advisors are always thinking about proactively adding value for their customers. Often, they will offer insights that are not directly related to closing the
sale. This approach pays off over time as the sales professional demonstrates their ability to help their buyers solve their business challenges.Responding Honestly: A salesperson who wants to earn trusted advisor status is always forthcoming about the solutions they can and cannot They are also careful to manage their buyers’ expectations. This
demonstrates respect and ensures that trust will not be lost because of overpromising.Linking Solutions to Needs: Trusted advisors connect the dots for their customers. They clearly link different elements of a solution to a specific customer need and filter extraneous information. Explicit solution/value mapping shows buyers that the sales
professional has diligently assessed and captured their needs and is committed to driving real value for the buyer’s organization.Maintaining a Collaborative Tone: Being a trusted advisor means the salesperson is in a relationship with the buyer. Therefore, it is paramount that the sales professional continuously works to maintain an environment of
openness, collaboration, and mutual respect. The salesperson should work to earn the right to the customer’s time and attention.Standing by Their Morals: Buyers know when sales professionals are being duplicitous, manipulative, or shortsighted. Sales professionals must demonstrate character and be genuinely focused on helping their buyers reach
their goals.Sales professionals might have a difficult time determining whether they have achieved trusted advisor status.There is no formal ceremony or declaration of a shift in the relationship. Sales professionals must search for clues in their interactions with customers that indicate this change.Here are some buyer behaviors that might be
indicators that a sales professional reached trusted advisor status.The buyer seeks the sales professional’s opinion on industry matters and not just the product or professional service they are selling.The buyer brings the sales professional into the decision-making process in advance of an RFP.The buyer introduces the sales professional to the boss
and to the project committee. Agencies are, by definition, client-focused businesses. Without clients, we don’t exist. Doing great work for clients and keeping them happy is what we’re all here for. But as anyone who’s worked at an agency knows, that’s a constant challenge. Clients are rightly demanding. They have high standards. They have complex
organisations behind them. And they have their own pressures to respond to. Making this more complicated for all of us is the fact that the communications and technology landscape is changing at a faster rate than ever before. So while we’re proud of the great job we do for our clients and the way our agency has grown as a consequence over the
past six years, we can never rest on our laurels. We have to constantly get better at providing the right advice for clients and building strong, lasting relationships with them, even as our industry evolves around us and as we go through the inevitable hiccups that every account experiences from time to time. To that end, earlier this year we took the
entire Harvard team through a book called The Trusted Advisor. Something of a business classic, this book is written for anyone in a professional services, consultancy or agency job where clients pay your bills. While it was written almost 20 years ago, The Trusted Advisor seems to be more relevant than ever. Recently I've noticed clients use the
phrase about themselves in briefs: “We want to be seen as a trusted advisor to our customers...” I've also heard that other agencies are reading the book too. Maybe it’s a reflection of a more competitive business environment. Maybe it’s the result of professional services firms encroaching on agency turf. Either way, it seems to be a book whose time
has come again. There are lots of brilliant recommendations, tips and ideas throughout the book, but I found a few key topics resonated with our people in particular. And as one of those topics is around “being generous with your knowledge” - in other words, give your insights away; don’t hoard them - I thought I'd publish a blog post summarising
what we learnt. Here then, for everyone in agency-land and beyond, is our potted guide on how to be a trusted advisor... 1. Demonstrate low levels of self-orientation You build trust with clients by showing them you put them first, not yourself. Sounds easy, right? It’s actually incredibly hard and requires real discipline. After all, human nature is to
worry about ourselves before anyone else. Consistently maintaining low levels of self-orientation is what marks out the advisors that clients will trust for the long-term. So always think of your client, their challenges, their priorities, their concerns, before your own. 2. Ask questions to understand why The Trusted Advisor has a great phrase to
reassure any nervous agency person who’s been asked a difficult question by a client: “The answer is a better question.” You have to keep asking questions to understand why the client is asking you what they’re asking you, and why they think like they do. That way you can help them understand the context of their situation and possible routes out.
This is summed up in another of my favourite phrases: more value is provided by the consultant through “problem definition” than “problem solution”. 3. Give options (in a non-confrontational way) Our role is to help clients understand so they can decide, not decide for them. The book sums this up as: give the client their options, give them an
education about their options (pros and cons), make your recommendation, but let them decide. A beautifully simple model for how to give clients valuable counsel. 4. Develop the confidence to admit what you don’t know Admitting doubt or uncertainty is delicate but can be very powerful. It shows honesty and trustworthiness. It’s a sign of low self-
orientation. 5. Be generous with your knowledge There are a thousand agencies out there who all claim to be thought leaders. All of them are staffed by bright people who know how to do the job. It’s very unlikely that you know any secret information that makes you a better agency to work with than the guys next door. Instead, you become trusted
by being generous with what you know, sharing it instead of hoarding it. We do this through our Friday Five newsletter, for instance - anyone can sign up for free. 6. Get closer to clients Trust develops through spending time together. That means phone communication beats email, and face-to-face beats phone. It’s always better to err on the side of
“over-communication” - more rather than less. Let them know you’re working on that document they asked you to write, and when you think you’ll be able to send it over. Don’t wait to “surprise” your client or assume they have powers of telepathy to understand what you’re thinking and doing. 7. Build reliability over time You build trust by doing
what you say you’ll do. So create opportunities to deliver on your promises. Say you’ll send something at 9am, and do it. Commit to a call at 2pm, and be on the line exactly at 2pm, not three minutes late. These small things add up. 8. Actively listen One of the hardest skills to develop is active listening. This means listening out for what isn’t being said
by the client, as well as what is. What’s their tone? What issues do they rush over? What difficult topics need careful broaching? *** Some of these points may sound obvious. Written down they certainly seem easy enough. But it’s amazing how hard it is to actually put these behaviours into practice, day-in, day-out. Nonetheless, that’s what we strive
to do for clients. It’s what’s helped us achieve a client net promoter score of 9.0 so far. But we know there’s always more to do. What else would you add to this list? Want to find out more about how we can help? Get in touch - coffee is on us. How do you become a trusted advisor to your clients, and why is this so important? When you become a
trusted advisor, clients willingly accept your recommendations, competition rarely exists, and it feels like a true partnership. Unfortunately, most AE’s are seen as vendors, not trusted advisors. Let’s first define a trusted advisor: A trusted advisor is an individual that’s given a seat at the customer’s table, usually with their Senior Executives who set
the strategy and direction of the company. This is where SI’s like Deloitte, Accenture, PWC, Boston Consulting Group, an McKinsey typically sit. Instead of being seen as just another vendor, a trusted advisor is considered a strategic partner that customers view as an asset to reach their highest goals and priorities. For most software or tech AE’s,
becoming a trusted advisor is difficult because they aren’t viewed by customers as neutral because they are pushing their own products and services. Whereas customers will willingly open up to SI's and consulting organizations, who are seen as objective and serving the customers’ best interest. So how exactly do you become a trusted advisor
when working for a SaaS company or technology provider? In today’s training video, I outline the 4 steps every tech sales rep MUST make to become a trusted advisor and move from vendor to Strategic Partner. PS - it’s also a lot more fun to sell this way and it drives MUCH bigger deals.



