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			“Norm Trainor’s latest book focuses on timeless principles for a new sales paradigm. His interviews with several highly successful professionals provide actionable insights to help you articulate your value proposition succinctly to a clearly defined ideal client profile that connects to your passion and chosen area of expertise.” 

			Adam Elliott
President and CEO, iA Private Wealth

			“Norm continues to offer incredible value through his well-thought-out approach to coaching and practice management. His work continues to evolve while standing the test of time. Norm is a ‘gift’ that keeps on giving. We are very fortunate to call him a friend.”

			Josh Becker
General Agent NY RHB, Strategies for Wealth

			“Conversational Selling: Where Relationships Matter, So Too Do Our Stories is a masterclass in authentic client engagement. Norm distills decades of wisdom into practical strategies that elevate selling from a transaction to a meaningful dialogue. His insights on clarity, intention, and the power of stories resonate deeply with anyone committed to building trust and creating lasting impact. This book doesn’t just teach you how to sell—it inspires you to lead with purpose and connect at a human level. As one of Canada’s top wealth advisors, and speaking as a coaching client of Norm’s, I can say this book is a must-read for every advisor who wants to thrive in today’s complex world.”

			Michael G. Flux, CFA, CFP, CIM, MBA, MFA-P
Connor, Clark & Lunn Private Capital Ltd.

			“In my experience, Norm Trainor is a remarkable facilitator of change. Norm understands from deep experience the process of engaging people and helping them move towards better outcomes.”

			Stephen R. Hafner, CFA
Newport Private Wealth Inc., Toronto

			

			“Norm Trainor delivers a masterclass in elevating performance by helping top financial advisors sharpen their focus on the right clients. This book is a must-read for those who want to deepen client relationships, deliver greater value, and accelerate sales by opening the right cases with confidence and precision.” 

			Nick Pszeniczny HBA, B.Comm, CLU
Executive Chair, Advice Canada and Financial Horizons

			“Over the years, Norm has been instrumental in helping many advisors focus on what’s truly important for building a successful advisory practice. His insights and strategies have been invaluable to many. 

			This is an excellent resource for anyone looking to define the profile of their ideal clients and develop long-lasting relationships. It offers practical solutions that deliver true value to clients, ensuring that advisors can provide the best possible service.”

			Pierre Vincent
Senior Vice President, Individual Life Insurance, iA Financial Group

			“Norm was a leading sales coach when I met him 45 years ago. He has continued to develop his state-of-the-art systems since then. This book is a must-read for all sales professionals.”

			Paul Brown 
Executive Chairman, IDC Worldsource
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			To the clients with whom I have had the privilege of working now 
					for over 50 years. I have learned so much from your stories and our interactions and shared experiences. I am humbled by the confidence you have placed in me and my Covenant Group’s team. My wish is that in reading this book you will see elements of your own story woven into this narrative.
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			Foreword

			By Chris Miller 
CEO, Allegis AG

			For advisors, sustainability comes down to sales—the ability to help clients take action that will benefit their welfare and the welfare of those who love and depend on them. I have worked with thousands of advisors over my 35-year career: some who are successful but seem to recreate their business every year and many others who master the skills required to consistently connect with and move their clients to action while building a sustainable business. This book will help you master the sales and business-building skills you’ll need to boost your business.

			As CEO of Simplicity Allegis, my role is to help growth-minded financial advisors create a more sustainable business that can be transitioned for value. I first met Norm Trainor and the Covenant team 24 years ago. They have played a pivotal role in helping us accomplish our mission. 

			Throughout my career, I have worked with many consultants and witnessed a host of programs, platforms, and coaching that have come and gone. What leads me back to The Covenant Group time and time again is their outward mindset and focus on principles.

			They live and breathe a focus centered on the needs and objectives of others. They help advisors embrace this mindset and learn to connect with clients on a deeper level through conversation and stories. I love this quote from Muriel Rukeyser: “The universe is made of stories, not atoms.” Stories create community and enable us to see through the eyes of our clients. They build trust, allow for understanding and opportunities to serve, and create connection at the deepest levels. This book will help you perfect those skills.

			The Covenant Group’s coaching is principle-based. Principles are what I call “concentrated truth packaged for application.” They are succinct statements of truth that can be used to guide decisions in a wide variety of circumstances. I attribute the success of The Covenant Group’s 25+ year history of helping over 40,000 professionals to this time-tested approach of principle-based selling and business building—it works!

			I wish Norm and The Covenant Group team continued success in their mission to help you build lifelong relationships with your clients and build the business of your dreams.

		
	
		

		
			Introduction

			The purpose of this book is to help advisors master the art and science of sales. Making a sale is a complex task, and this is particularly true for people in an advisory role. Over the last 25+ years, The Covenant Group has educated and coached over 40,000 professionals in financial services, law, accounting, consulting, and real estate, as well as other talented individuals who are dedicated to their support roles.

			Let me explain why I chose to call this book Conversational Selling: Where Relationships Matter, So Too Do Our Stories. As an entrepreneur, consultant, and coach, I have for many years enjoyed the trust and privilege of working with advisors to help them reframe their approach to sales. We in the profession know that sales programs come and go. The nut to crack is determining what is the most important factor in selling. The essential element of my coaching revolves around the human factor in buying decisions—and a relationship cannot be nurtured without conversations to advance that relationship. 

			What I want this book to do for you is help you:

			
					sell more by narrowing your focus on the right client (aka ideal client) 

					sell more by knowing your clients and continually providing value (cross-sell, upsell, consolidate)

					sell faster (if you know how to open, you don’t have to close) 

			

			In this book, you will meet high-performing advisors who are candid about how they grew their business and what innovative solutions they bring to the table to overcome challenges. While their stories are unique, they have something in common—they pay particular attention to how they answer three questions: 

			
					Who is the right client? (They create an ideal client profile.) 

					What is the right value proposition? (The clarity of their value proposition drives everything.)

					What is the right exchange of value? (They take an outside-in approach. To answer this question, they start with the benefits to the client. High-performing advisors create relationships for life. The key measure is the lifetime value of the relationship for both the client and the advisor.)

			

			High-performing advisors understand two significant aspects of their business: 

			
					People do things for their reasons—not the advisor’s. People are motivated to buy a product, service, or solution that enables them to achieve what is important to them (their goals or aspirations). 

					When an advisor communicates the value proposition with clarity and impact, the client becomes more receptive to buying. The advisor is meeting the client where they are. That is the basis of an authentic client engagement.

			

			How I want you, the reader, to experience this book is to imagine you and I are having coaching calls. That is how intimate I want the experience of reading this book to be. As a professional, here is what I expect to be generally true in the way you engage with clients and what outcomes you strive to achieve as expressed through six principles: 

			Principle #1: Where relationships matter, so too do conversations and stories. High-performing advisors have the wisdom and humility to learn from others. Conversations provide the forum for creating value in advisor-client relationships.

			Principle #2: The narrower your focus, the bigger the opportunity. High-performing advisors bring clarity, focus, and discipline to serving the right clients with the right value proposition and the right exchange of value.

			Principle #3: If you know how to open, you don’t have to close. High-performing advisors establish their credibility with prospective clients before the initial meeting.

			Principle #4: Buying is a series of micro-decisions. High-performing advisors manage each of the conversations that lead to “yes” and a decision to buy. They earn the right to proceed.

			Principle #5: The single most important differentiating factor that separates high performers from average performers is the time horizon in which they think and act, plan, and implement. High performers focus on the “before, during, and after” of the sale. They integrate marketing, sales, and client relationship management to build relationships for life.

			Principle #6: There are three truths in decision-making. All decisions are value-based, confidence-based, and risk-based. Value: The two most important indicators of what people value are how they spend their time and money. Confidence: Successful advisors exceed their clients’ objectives, needs, wants, and values. They have impact because through their credibility they have their clients’ trust and confidence. Risk: People are first motivated to avoid loss. This includes the loss of opportunity. This is true because people are risk averse. We put a much greater weight on losses than gains.

			While I believe these principles to be universal, each of you is unique in your personality, the way you go about your business, and the legacy you want to create. That’s what makes my work so interesting.

			And let’s also not forget that winning business means outcompeting, and being able to outcompete means being able to separate yourself from the crowd. As your coach, it is my job to bring—from the depths of your being—resilience, positivity, and untapped energy. It is also my job to suggest strategies and tactics that enable you to achieve new levels of performance and measurable results. That brings us to the first topic, which is Familiarity and Mastery. 

		
	
		

		
			Chapter 1

			Familiarity and Mastery: High Performance Is in Knowing the Difference

			“I’m of the opinion that a lot of advisors talk too much and ramble on about features and benefits of products without really understanding what’s going on with their client, and that’s a big mistake. Everything is asking questions, getting feedback, and then moving forward.”

			Mark McKell

			In my experience, people in sales confuse familiarity with mastery. They are familiar with the steps to take in selling, such as building a sales funnel and presenting to a prospect and dealing with objections, but have not mastered a process or system that meets high-performance targets. This is true for both new and experienced salespeople.

			Familiarity is knowing what you must do to get something right
Mastery is knowing it so well that you never get it wrong.

			Making a sale is a complex task. Principle #4 says, “Buying is a series of micro-decisions.” Each of these decisions involves a conversation. The conversations that lead to “yes”—which signals a buying decision—often occur over a series of interviews. High-performing advisors invest time and effort into mastering conversations with prospective clients, such that the client feels they are driving the buying experience. In summary, the conversations empower the client.

			

			What distinguishes an advisor’s efforts to “get something right” versus “never getting it wrong”? A key thing high-performing advisors do is this: they manage the before, during, and after conversations of the buying cycle (which I also refer to as the sales process). Let me give you an example.

			Mark McKell is a successful financial advisor and longtime client of The Covenant Group. Indeed, when we first started coaching Mark, his business was on the right trajectory. However, he recognized that he had to make the shift from familiarity to mastery. One of the core principles we teach is the narrower your focus, the bigger your opportunity. Let’s look at how this principle applies in Mark’s case. 

			Mark is a CPA and an educator at heart. He is passionate about helping pre-retirees and those who are retired make good planning decisions to not outlive their money. When we first started working together, Mark’s primary sources of new business came from referrals and lunch-and-learns. Mark invested $6,000 to $10,000 per month to attract 20 to 50 pre-retirees and retirees to a luncheon or dinner at a nice upscale restaurant. 

			Mark is an excellent presenter. As a result, those attendees who saw value in Mark’s vision engaged in further conversation with Mark and many became clients. Mark attracted enough new clients to justify the investment. Today, Mark conducts online seminars, so his investment in the sales funnel is a fraction of the cost. In a recent coaching session, Mark shared the following results from one month:

			
					602 registered for online seminars

					253 attended

					48 booked appointments

					35 became clients

			

			The return on investment is 10x greater than the cost of in-person presentations. In addition, people who register for the seminar but do not become prospects are added to his pipeline. In less than a year, Mark built a pipeline with over 6,000 people who expressed interest from Mark’s webinars. Mark has a system for “dripping” on these people. Over time, some of these prospects become clients. As you can see from my interview with Mark, he and his team implement systems and processes that are high tech and high touch to manage the before, during, and after conversations of the buying cycle.

			McKell Partners exemplifies three characteristics of high-performing financial advisory firms:

			
					The ability to attract and retain the right clients

					Comprehensive planning

					Effective portfolio management

			

			How does Mark accomplish this? In attracting the right clients, Mark understands the needs, wants, and values of pre-retirees and retirees. Mark and his team communicate their value proposition in simple and compelling ways. Mark establishes his credibility through his thought leadership as a published author, speaking engagements, and online micro-videos that speak to people’s concerns about maintaining a level of quality of life in retirement. In various ways that we will describe, Mark addresses their concerns about the risks or losses that might befall them. Mark understands the law that people are first motivated to avoid loss. Mark’s ideal clients are concerned about outliving their money and being unable to leave a legacy of their choosing.

			Effective portfolio management means staying in touch with clients and being attuned to their goals and challenges. In future chapters, we describe in more detail how Mark manages these conversations to drive revenue and measurable results.

			Survey 1.1: Familiarity vs. Mastery Self-Check

			

			
				
					
					
					
					
					
					
				
				
					
							
							Rating scale: 1 = Poor 2 = Average 3 = Good 4 = Very Good 5 = Excellent. Consider the following questions and how they relate to your business practices.
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							How would you rate yourself in terms of familiarity versus mastery in the sales process?

						
							
							
							
							
							
					

					
							
							How effective are you in managing the “before, during, and after” of your sales process?

						
							
							
							
							
							
					

					
							
							How often do you approach client engagement as a series of micro-decisions? (Example: small choices clients make at each stage of interaction.)

						
							
							
							
							
							
					

					
							
							How often, after a client interaction, do you reflect on the interaction and note ways to create a deeper relationship with that client?

						
							
							
							
							
							
					

					
							
							

							How often do you apply the principle “the narrower the focus, the bigger the opportunity” to grow your business?

						
							
							
							
							
							
					

				
			

			

			Scoring:

			
					20–25: You demonstrate strong mastery, but there’s always room to refine.

					10–19: You’re developing these skills; target lower-scoring areas first.

					Below 10: These practices are not yet consistent; start here to accelerate growth. 

			

			Reminder: All businesses are in a state of flux. Even a perfect score of 25 means you can’t stand still. Use your results to pinpoint where you can move from familiarity to mastery. Pay special attention to the interview with Mark McKell and identify actions you can apply to your own growth strategy.

			

			In Chapter 2: Answering the Question “What Do You Do?”, we continue the discussion about mastery by focusing on client relationships.

		
	
		

		
			Feature Interview 
with Mark McKell

			Mark E. McKell, CPA, has a B.S. in Accounting from Brigham Young University, Provo, Utah. He is the founder of Docere Advisors, a group of financial planners focused on providing Americans with financial solutions for the rising costs of long-term care, and managing partner of McKell Partners.

			NORM TRAINOR: Good morning, Mark. Thank you for taking the time out of your busy schedule for this interview.

			MARK MCKELL: My pleasure, Norm.

			NORM: Trust is foundational in every relationship. One of the important aspects of your work, as for any advisor, is that in a client relationship you have to go beyond trust. Credibility is defined as “trust and belief in.” For example, Mark, I know that my wife, Wendy, trusts me. However, there are certain things in our relationship where I do not have credibility. Her father was a carpenter, and he built his family’s first home. He renovated their second home. I have trouble driving a nail. Wendy knows that a hammer in my hand is a dangerous thing. While she trusts me, I have no credibility when it comes to spatial intelligence or to work that can be done around the house. I’m sure that’s not true for you and Susan. 

			So, what’s important to distinguish is that for someone like yourself, credibility is paramount. And I use you as an example of an advisor who establishes credibility before someone meets you, during an interaction with you, and after they become a client. In other words, you manage the before, during, and after to establish and maintain your credibility. And you do that by your presence and by the thoughtfulness and execution that you demonstrate in the different ways in which you establish credibility.

			There are three forms of credibility. The first is personal credibility. Do people view you as having personal credibility? And when they look at you in terms of your personal credibility, there are four dimensions that define personal credibility. The first is integrity. Integrity involves having a high moral code. It is the belief people have in you that what you say is what you’ll do, that your word is your deed. The second is humility. There’s nothing redeeming about arrogance. Humility is knowing that I am neither more nor less than any other person I meet, that I will respect people and I anticipate that people will respect me in kind. The third is dedication. It is the belief people have that you will follow through, that you will do what you say you’re going to do and finish what you start, and that you’re dedicated to a high code of behavior. And the fourth is passion, that you’re passionate about what you do. And of those four, the two that are most important are integrity and passion. 

			The second type of credibility is professional credibility. Professional credibility is based upon your knowledge and expertise in your chosen field. You’ve been in service to clients for decades. You have a professional accreditation as a CPA, and you have a commitment to lifelong learning.

			And the third is procedural credibility. Successful businesses are built on replicable processes. Successful people establish routines or habits that lead to a positive outcome. You have demonstrated procedural credibility in what you do—being on time, doing what you say you’re going to do, finishing what you start, acknowledging others. So fundamentally, the work you’ve done in establishing credibility in the before, the during, and after is critical to your success. 

			Give us some examples of how you build credibility online and how—even before someone meets you—they get a sense of who you are and the value you bring.

			MARK: Okay, happy to do that. I think one of the keys is understanding the before, during, and after, and understanding that you need to make it easy for people to get to know you online. So, what I’ve learned from you, Norm, is the power of triangulation. I often give this example to advisors. If you’re going to go buy a car, you look online, you go down to a dealership, and you ask a friend, right? I mean, you’re going to three different sources when you are purchasing something. I don’t care whether it’s a lawnmower or a leaf blower or a dishwasher. Everybody does this now, right? You go online, you read reviews, you go to Home Depot, you go to Costco, you touch and feel—and then you ask a friend or you’re at church and you ask somebody, “Hey, have you bought a new car lately?” So, as advisors, we must make it easy for people to do that. 

			So, is our website clear and accurate? Is there a clear description of who we are and what we’re about? If we have mission, vision, and values, are they listed there? Do we have social media profiles and presences? Do we have a LinkedIn page? Do we have a Facebook page? Do we have an active YouTube channel? How can we help people at the beginning of establishing a relationship get to know us? I mean, we must have some level of transparency and make it easy for someone who’s in Georgia or New York or California or Texas to be able to begin to know who we are. 

			And I give people assignments at the beginning. I tell them that we live in a crazy world. I tell people that they need to get to know who we are because that’s a statement of integrity like, “I know you just met me, but you don’t know me yet. And you need to get to know me. So, do you watch YouTube videos?”

			“Yes, I do.”

			“Well, I’m going to send you a link to four or five YouTube videos. I want you to watch those. Will you watch those?”

			“Yes, I will.”

			“Okay. I’m going to send you a packet of information in the mail. And that information is about McKell Partners, and it has pictures of our team. It has a 15-page booklet that I wrote about financial peace for pre-retirees.”

			So, I’m trying to make it clear who we are at the beginning stages. And maybe if we go back even earlier, when people are coming into an online webinar, my bio is on the homepage, I’m the presenter. They can read there about my professional background. And then I show up on a couple of different videos—short one-minute videos—before the event saying, “Hey, congratulations, I’m Mark McKell. I’m the presenter and I’m just confirming registration. We’ve got you on the list and we look forward to seeing you next week.” And then, three or four days later, or the day before the webinar, I say, “Okay, just reminding you, we have an event tomorrow, look forward to seeing you.”

			So we’re dripping on them at the beginning. We are teaching them about who we are. Then, when we get to the actual webinar, hopefully they have seen those videos and have read some things on the home pages. Now they’re seeing me live. What I have learned in our work together is that there’s an art and science to this. I’ve learned that when you’re doing the webinar, if you just stay on the PowerPoint slides for an hour, you’re going to put them to sleep. So I intentionally go on and off PowerPoint slides during the live event where they can see me personally. 

			When I speak, I want them to see my face, see my background, see me move. I’m trying to awaken all five senses as much as possible. Or, if I’m trying to emphasize a really, really important point, I’m going to go off the slides and I’m going to talk to them directly in the camera. 

			Now, this is weird because two years ago when we started doing this, I was used to public speaking, even in my church experience. I mean, this last Sunday I spoke in front of three or four hundred people. That’s different. You can see their faces. Their countenances tell you whether they’re hearing you or not, but when you’re online and looking at a camera, you have no idea what’s going on, but you must put yourself in a mindset of visualizing. I mean, we have hundreds of people attending our webinars. So, I have to visualize people sitting in their living rooms listening, and I ask myself how I can retain their attention. So I go off and on the PowerPoint slide so I can talk to them personally. 

			Another thing that I do during the webinar is that I tell a story about my 104-year-old grandfather, who was in retirement for over 40 years. You know he used to say, “Mark, I don’t mind dying. I just don’t want to be there when it happens.” Or he’d say, “If I don’t see you in the future, I’ll see you in the pasture, right?”

			I tell the story about my 82-year-old mother, heading out two or three times a week to the care facility to take him granola that he liked—he didn’t care for the food at the care facility. And my mother said to me, “Mark, I’ve learned something.” 

			I said, “What’s going on?” 

			

			She said, “Old people should not be taking care of old people. I’m exhausted.” 

			Well, she was taking care of my father at the same time. He passed away four years ago. 

			So I tell that story. And then I show a picture of me and my grandfather. And I show a picture of me and my parents, and I want people to get to know me a little bit. I think showing credibility, integrity, and passion is helping people go inside a little bit, you know. There are other things that I do during the webinar to do that, but you must be transparent and be a little bit vulnerable.

			And then, after we get to the end of the webinar, we talk about booking appointments. If they book an appointment, we send them two booklets, Financial Peace for Pre- and Post-Retirees and a long-term care booklet. We send them my book, Your Longevity Crisis. That’s huge for credibility. Because people realize that not only do I hopefully produce a good webinar, but for heaven’s sakes I wrote a book on it. And then they book an appointment, and now we’re ready to communicate with them.

			I had three appointments this morning. One was with a lady, and I asked her for her birthdate. She said it was 1940. And I said my mother-in-law was born in 1940. I asked her, “Do you know that Ford, in 1940—that was just the second year that they had juice brakes, hydraulic brakes. I mean, up until 1939—1938, actually—there were cables underneath the car that activated when you pushed the brake. But in 1939, they had juice breaks. And in 1940, we were in the middle of World War II. Ford did not produce automobiles for five more years. They didn’t start again until 1946.”

			I said, “You were born at a very incredible time.” And I could see her face just blossomed on camera. And she says, “I kind of knew that.” And I said, “Well, I’d be bragging if I were you, you know, about being born in 1940. That’s a pretty significant time in automotive history.” So I’m always trying to develop some connection. 

			The second person I talked to came from the town that I grew up in, oddly enough, Yucaipa, California. And I said, “Oh, my heavens, I grew up there in the 1960s. I went to high school in the same town in which you live. When I lived there, there weren’t signals on the boulevard. They were stop signs.” We had this conversation about that town and what’s going on. So I’m always looking to connect and usually there’s something. I establish that there’s only two degrees of separation in our life experience.

			

			I’ll ask people, you know, how many kids they have? “Well, I have three children.”

			“How many grandkids?” 

			“I have 12.” 

			And then I’ll talk about my own grandkids. It is so important to connect personally and talk to people personally. I just love people. 

			In fact, this morning I had a really hard time. I must tell you, Norm, I got off the phone. I just cried for a minute because this guy’s wife has just been diagnosed with dementia. He lives in Georgia. His name is George, and he’s 78 and she’s 85. They don’t have any children and he’s trying to deal with this. And he saw our webinar and he’s worried that he’s going to be self-insured on her.

			They’ve done well and saved over $1.5 million, with $1.3 million in IRAs and about $250,000 in nonqualified money. But he was realizing, by watching the webinar, that he’s going to be self-insured on her and that may cost $10,000 to $15,000 a month. And he’s 78. He can do an asset-based long-term care strategy, but he

			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			

			
			
			
			
			
			
			
			

			
			
			
			
					What are your goals and objectives? What are you trying to accomplish? 

					What are the risks that you face? What are the threats? What are you worried about? 

					What are the strategies? What should we go do? 

			

			
			
			
			

			
			
			
			
			
			
			

			Worth Noting
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