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Presenters
Get to know your Client Success Team

Client Service 
PlanDefine your CSP

Client Needs
Learn the keys to successfully add firm value

Getting Started
Answer the qualifying questions

Key Takeaways
Parting thoughts for success
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Agenda
Presentation



Today’s Presenters

Paul Savage

I work extensively with firms on 
cash flow scenarios, so I 
gravitate to the projection tool.

Director of Client Services

Natalie Hamilton

The narrative report connects 
the dots between financial 
statements and financial 
health.

Senior Client Success Manager

Cindy Thompson

Industry data is a great ice 
breaker and opportunity to get 
a full overview of an industry.

Client Success Manager



Client Service Plan

Roadmap that defines the specific actions and processes around a 
firm’s client service objectives and related professional 

responsibilities.
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Client Service Plan

Opportunity
Foresight to 

identify 
opportunity

Pairing
Matching 

opportunity to firm 
resources, etc.

Value
Drives client-centric 

value

Relationship
Not just 

deliverables

Keys Tips for a Meaningful Client Service Plan



Client Service Plan
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Moving your Client Service Plan forward

Identification
Determining underserved 
clients

Opportunity
System or processes to 
identify opportunity

Incentivize
Encourage staff to identify 
opportunities

Client Service Plan
A well-constructed client 

service plan should lay a 
foundation for purposeful 
and sustainable future 
growth



Adding Value

Hindsight Oversight Insight Foresight



Leveraging 
Industry Data
Providing technology-drive, real-
time HINDSIGHT



Creating 
Company 

Comparisons

Peer-based 
OVERSIGHT



Utilizing the 
Narrative 
Report

Deliver value-added INSIGHT



Modeling Projections
Provide critical FORESIGHT



ProfitCents

Let's take a quick tour
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Expertise and Experience

Resources

Relationship Building

Questions to Answer
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Keys to Success

Approach Engage Coach Interpret



Clear, defined direction

Execution by designated users

Client results

Approach



Focus on type 2 services

Revenue potential

Client attraction

Engage
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Engage Your Clients

Loyalty
Strengthen your 

bonds with 
existing clients

Relationships
Focus on the 

relationship, not 
the transaction

Collaborate
Communicate 

internally on ways 
to service 
customers

Network
Find or create 

opportunities in 
your community

Key Ways to Engage Your Clients



Interpret
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Monitor your client deliverables 
and engagements.



Keys to Success
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Define Goals

Develop Plan

Engage

Interpret

Adapt



Qualifying

Steps to qualifying the client and their needs
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Who? What? Where? When? How? Why? Qualifying



New clients

Existing clients

Classifying clients

Who?



Who?

• New Clients
• Cultivate healthy relationships 

from the beginning

• Existing Clients
• Grow the relationship by cross-

selling additional services
• Focus on services provided to 

top tier or "A" clients
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Don't overpromise

Emphasize your expertise

Identify services

What?



Develop an industry niche or advisory 
specialty and focus on clients that can 
benefit

Showcase how you've helped clients, calling 
to attention your impact

Clients need insight that you can provide
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What?



CRM

Outreach

Client Workshops

Where?



Where?

Develop customer profiles, analyze 
relationships and communication

Develop a touch program that makes sense to 
your client base

Build on your "expert" role by creating 
workshops or webinars



Routine client meetings

Understanding busy periods

Marketing efforts

When?



When?

Intentional and routing client meetings, 
constantly communicating your service 
offerings

Make sure you understand your client's busy 
periods and help them with strategy and plan 
development

Communicate value through your marketing 
efforts, as well as using it deliver service 
updates



Client Service Plans

Leverage technology

How?



Why?

• Churn
• Costs of obtaining new clients

• Unable to be full-service
• Competition

• Relationship building
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Cross-selling Services
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Identify Services

Identify Clients

Define Offerings

Build Plan

Utilize 
Resources



Thank You


