
 

         
Practice Management for Trusted Advisors 

 

Building an Advocacy Statement 
 
Our last Practice Management for Trusted Advisors issue 

addressed how to assess and measure trust with the 

R.A.W. Skills Trust Formula and How to Avoid the Trust 

Deficit. As we all know, Trust is the Primary driver of 

decision making.  A person’s trust quotient includes 

emotional and intellectual drivers defined by the four factors of the trust formula. 

 

Trust = Credibility + Reliability + Empathy 

Self-Interest 
 

Credibility and reliability are the drivers of making an intellectual connection.  Empathy and self-interest 

are the drivers of an emotional connection.  A trust deficit is when a sales professional fails to make an 

emotional and intellectual connection.  When an idea or new relationship is being proposed, it is human 

nature for the audience to assess the presenter’s motivation.  Are our interests and goals aligned?  

When a salesperson fails to make an emotional and intellectual connection, the only conclusion is that 

interests and goals are not aligned.  As a result, the client or prospect may perceive that the salesperson 

is trying to sell them something with a high self-interest, possibly just to make a commission.   Every 
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sales encounter is susceptible to the trust deficit.  Many times, a trust deficit creates an obstacle where 

a symbiotic relationship is beyond reach.  So, it makes sense to assess our relationship management 

process and narrative around the four factors of trust.   A sales professional has only one chance to 

make a first impression and to connect emotionally and intellectually.  A first impression stems from 

how a sales professional introduces themselves and answers the question, “What do you do?”  The first 

impression is made in 15 seconds.  BE PREPARED! What you say must be delivered with passion, 

confidence, and speed.  Your whole team must do the same.  The goal is to make a statement that 

triggers an emotional and intellectual reaction where the targeted prospect says, to themselves, “this 

person is an expert at things that worry me”.  This succinct statement must identify your target market, 

the issues and needs of that target market and how you help them.  Sounds like a lot to get out in 15 

seconds, but it can be done effectively with an Advocacy Statement.  A statement that demonstrates 

that you are an advocate for your target market’s success.     

The Advocacy Statement is the first output from extensive work identifying a target market, their issues 

and needs and creating a process to address those issues and needs.  The goal is to build an Advocate-

based business.  A business that nurtures symbiotic relationships with clients and centers of influence.  

Where your relationship management process and narrative turns prospects into clients and clients into 

referral advocates.  A process and narrative that attracts a stable of centers of influence who partner 

with a sales professional as a referral advocate.  Once the process and narrative are established, the 

client education begins.  An advocacy statement and processes need to be understood by every person 

who touches a wealth advisory practice.  Consider this scenario, a client is having a conversation with 

their neighbor over the backyard fence.  The neighbor is complaining about their advisor for lack of 

communication and miss aligned expectations.  The neighbor then asks about the client’s relationship 

with their advisor.  What do your clients say?  If you’re uncertain it’s time to get to work. 

Step 1 – Define your target market 

Who do you help?  Resist a broad generalization.  The more specific the target, the easier it will be to 

make an emotional connection with your advocacy statement.  As a wealth advisor, who are your best 

clients?  Categorize the clients based on a specific need and have a strong EET ratio ((Earnings + 

Enjoyment)/Time spent).  The more specific the target market and their needs, the higher the likelihood 

of achieving a high trust quotient.  A specialty will increase the odds of success of making an emotional 

and intellectual connection when you deliver the Advocacy Statement to your target market.  It 

becomes very difficult to differentiate a wealth advisor practice that is all things to all people.   



Step 2 – How do you help? 

Credibility and Reliability are the drivers of making an intellectual connection.  Credibility and reliability 

can be demonstrated by a defined, proven process that is built solely to help your target market 

overcome their challenges.  Once a process is built, the process needs to be defined for the advocate-

based narrative and advocacy statement.  Think of the client speaking to their neighbor over the 

backyard fence.  Do your clients know the answer to how you help them?  Have they been educated and 

nurtured through a specific process?  How many steps is your process?  What is the name of your 

process?  “My wealth advisor took us through a 4-step asset protection process that helped us build a 

plan with clear and achievable expectations. We meet each quarter to review and make sure we are on 

track. I’d be happy to introduce you.”  In this hypothetical scenario, the client was trained at each 

meeting how you help.  They have been successfully trained as a referral advocate. 

Step 3 – Construct the Advocacy Statement - Putting it all together! 

Having done the work to define your target market, the challenges they face and how your help them, 

its time to put it all together in a succinct statement.  Consider this Mad Libs formula to create your 

statement. 

 

I/We provide __________________ strategies/processes to ______________________ 

   (How you help)     (Target Market) 

 

who are concerned with ______________________. 

      (Challenges, risks, or issues)  

 

Click here to watch a short video workshop on how to build an Advocacy Statement with this output: 

“We provide asset protection strategies to medical professionals who are worried about being sued 

and losing their personal wealth.” 

In this hypothetical Advocacy Statement, an emotional connection will be made to any professional who 

fears their professional liabilities can impact their personal wealth.  The statement is provocative and 

will create questions to keep the conversation moving.  “What do you mean by asset protection 
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strategies?”  “I’m not a doctor, but I do fear being sue professionally and my personal assets being 

vulnerable.”  The work does not stop at the Advocacy Statement.  Each segment needs to be drilled 

down to three to five bullet points to further define what you do, how you do it and who you do it for.   

There are five components to building an advocate-based business. 

1. A provocative Advocacy Statement 

2. A clear narrative answering the questions: 

a. Who are you? 

b. What do you do? 

c. How do you do what you do? 

d. Why do you do what you do? 

3. A prospecting presentation/pitch book defining and explaining your process 

4. Case studies demonstrating your process in action 

5. A defined process how to educate clients, prospects, and centers of influence about your 

advocate-based practice.   

With these tools and processes in place, the foundation and structure of an Advocate-based business is 

built.  Now it’s time to EXECUTE!  

Future issues of Practice Management for Trusted Advisors will continue to provide guidance to building 

an Advocate-based process and strengthen Client Retention, Acquisition and Wallet-share.  How do your 

R.A.W. Skills measure up.   

At Regal, we are committed to working with advisors and brokers who are 

interested in growing their skills and to provide their clients and 

themselves with the best solutions available.   Let’s work together to 

elevate your R.A.W. Skills. 

 

Andy Strauss, CIMA® 
Director of Wealth Management 
Regal Advisory Services 
astrauss@regaladvisoryservices.com 

847.375.6025 
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