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Over the first half of 2018, we authored a five-part 
series on how the advisor of the future will establish a 
portfolio of distinctive competencies.

Smart Business Network of Cleveland was gracious 
enough to share these columns with their readership. 

Please enjoy and let us know if we can be of future 
service. 

Always at your service,

Judy Bodenhamer & Marc Rosen
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At the Client Experience Institute, we pride ourselves 
on sharing insightful research, findings, and thought 
provoking content.

We hope that these short articles serve as 
a springboard to your future success. 
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Read and react 
Communication agility can help you 
fit your message to your audience

A virtual daily diet of 
expert blogs, articles and 
informational videos provides 

a readily accessible source for 
bolstering most of these critical skills. 
Yet surprisingly, there is one pivotal 
area that is too often neglected. 
We’re referring here to the agility of 
communication. 

The first consideration when 
preparing a presentation is who is 
your audience? Adjusting to the 
needs of your audience is all about 
communication agility. Your choice 
of words, phraseology, body language 
and even facial expressions are 
different when addressing a group of 
C-level executives compared to an 
audience comprised of your peers.

To increase your communication 
agility requires a commitment to 
doing your workouts, so let’s focus on 
four audience workouts. By utilizing 
these workouts, you can practice how 
to read your audience and adjust the 
velocity of your communication to 
positively impact the interaction, be 
it a casual conversation, introductory 
meeting or important presentation.

Audience No. 1 Workout — Your audience 
is fast-paced and direct.  
I encourage you to demonstrate 
confidence, get right down to business 
and don’t waste time. Your agility comes 
when they clearly recognize that you are 
committed to helping achieve the results 
that are important to them.

Audience No. 2 Workout — Your audience 
is lively and engaging.  
Your workout challenge is to quickly 
connect this audience to a bigger 
picture and to aspirational ideas that 
focus on their success. Your agility is 
demonstrated by having the patience to 
allow audience members to come to their 
own conclusions about the value you will 
deliver. 

Audience No. 3 Workout — Your audience 
is moderately paced and thoughtful.
This audience appreciates kindness, 
can be risk adverse and places high 
importance on teamwork. Your agility 
is established when they recognize what 
you are communicating, which helps 
minimize risk and is in harmony with 
what they perceive as good for them and 
their team. 

 
Audience No. 4 Workout — Your audience 
is reserved and somewhat skeptical.
This audience is committed to accuracy 
and quality. Your agility is recognized 
when you take the time to outline what 
you want to discuss and provide the 
requisite data to support your position. 
Most of all, be precise and give this 
audience time to think things over.

I recently heard someone say every 
week you should focus on achieving a 
random act of connection; this is a perfect 
way to practice your communication 
agility. Each week, find one opportunity 
to connect or reconnect with a person. 
Use the communication muscle that you 
gained from your audience workouts 
to find a way to make a connection that 
counts. You know it when you see it. It’s 
this human-to-human communication 
agility that could make an impact in their 
life and yours. ●

The best way to ensure peak physical performance is to maintain a 
regime of exercise to keep our bodies physically fit. In much the same 
way, exercising one’s mind, skills and capacity to utilize applicable tools is 
essential to achieving and sustaining an edge in today’s business world.
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Anything is possible
You can achieve distinction by 
creating memorable possibilities

Achieving this level of 
differentiation requires adopting 
a mindset that is fueled by a 

passionate desire to impact others. 
Satisfaction comes from making a 
difference and the ability to exercise 
your curiosity to discern what is 
important from both a professional, as 
well as personal perspective. You relate 
and empathize with all types of people, 
thus establishing a connection that is 
genuine, authentic and trustworthy. 

As an indispensable partner, you are 
recognized for your resourcefulness, 
wisdom and intuition by providing 
unique perspectives that people take 
notice of. Engaged in matters of 
extreme importance that transcend 
your core area of specialization, you 
are considered a deep generalist who 
draws upon a litany of life experiences 
to provide thoughtful insights, guidance 
and advice. 

To illustrate how the indispensable 
partner impacts others in a profound 
manner, I want to share a recent story.   

A long-time business connection 
who achieved national prominence had 
shared on a few occasions how awesome 
it would be to deliver a TEDx talk. 
This was a dream for this individual, 
realizing that only 50,000 speakers have 
been selected globally. These speakers 
have amassed more than one billion 
views since its inception. 

Knowing the importance and meaning 
to this person, this individual decided 
to contact the coordinator of the local 

TEDx event. He proceeded to endorse 
his business connection and described 
how he would contribute to the overall 
event experience. 

The coordinator agreed to meet in 
person before an audition would take 
place. After going through the selection 
process, he was chosen to be one of the 
speakers. 

At the event, the person who played 
a vital role in creating this possibility 
appeared from the crowd and embraced 
his friend after delivering a memorable 
presentation.   

Even though this may appear to 
be a difficult feat to replicate, it 
demonstrates that when we take a 
genuine interest in the people that 
matter in our lives, anything is possible. 
As you reflect upon these insights, 
it is important to recognize that by 
extending our view of how we can 
impact others through intent and 
action, we can distinguish ourselves 
while creating a lasting impression. 

We must be willing to invest the 
requisite time and energy to serve 
others. By adopting this mindset, we 
are in a unique position to maximize 
our contribution and be viewed as an 
indispensable partner.

I close with a great quote from 
leadership author John C. Maxwell that 
captures the essence of how this type of 
individual views the world: “The more 
you value people, put yourself into their 
world, and seek to add value to them, 
the better your life will be.” ●

In this month’s column, I’ll profile the fifth and final area of distinction that 
the adviser of the future will need to possess. At this level of contribution, 
you are known as an indispensable partner to the companies, stakeholders 
and individuals you serve.
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The value accelerator
To build great relationships, you need to want 
more for people than you want from people

This type of individual is recognized 
for making the complicated 
understandable by shining a light 

on what is both relevant and meaningful. 
Additionally, they possess a unique ability 
to collaborate across a wide spectrum of 
individuals by being relatable, authentic 
and credible. 

They have the uncanny sense of 
recognizing and acting upon those 
value-creating opportunities that impact 
the client’s business. In most cases, it is a 
relentless focus on contributing economic 
gain by findings ways to favorably impact 
the revenues, costs, profits, risk, human 
capital and business processes of the 
organizations they passionately serve. 
Additionally, these individuals possess the 
capability to quantify their impact and 
communicate their contribution without 
coming across as self-promoting.  

Perceptive and resourceful
To illustrate how the “value accelerator” 
impacts others, I would like to highlight 
a recent example where being perceptive 
and resourceful yielded substantial 
impact for an organization that needed 
to replace a valuable position within the 
firm.  

After having a casual conversation 
with one of the leaders of the business, 
he mentioned that a critical position 
needed to be filled. Unfortunately, 
the overall responses were somewhat 
underwhelming. This friend of the firm 
decided to immediately access his robust 
network and within 48 hours, was able 

to unveil two qualified candidates for 
consideration. 

He went the extra mile of speaking 
briefly with each candidate and providing 
the appropriate level of insight before 
brokering a more formal introduction. 

In speaking with this individual about 
this particular experience, he shared that 
it had been more than seven months since 
they had last spoken. He demonstrated 
such genuine interest in how the person 
and overall business was doing, that 
the owner unconditionally shared a 
number of personal and professional 
developments that had transpired. Given 
his value creation mentality, he asked 
in such a manner that disarmed any 
concerns about confidentiality and it was 
a natural conversation that emerged.

A sense of empowerment 
For most individuals, this might seem 
like a daunting characteristic or attribute 
to adopt. However, when exhibiting this 
type of inquisitive and caring behavior, 
we feel a sense of empowerment. The 
key is demonstrating a willingness to take 
action in a mindful manner that creates 
distinction. The lesson learned is you 
cannot increase your relationship capital 
unless you value people. To build great 
relationships, you need to want more for 
people than you want from people. 

I’ll close with a quote from Albert 
Einstein that captures the essence of how 
the value accelerator views the world: 
“Try not to be a man of success, but 
rather try to become a man of value.” ●

In this month’s column, we profile the fourth stage associated with the 
Adviser of the Future Continuum. At this level of contribution, you are 
known as a value accelerator to your clientele, extended network and 
internal organization.
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