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Rise to the Role workshop series
Lead with impact 
This flexible, trainer-led workshop series for professionals who lead or influence client conversations is designed to  
provide simple, repeatable frameworks that facilitate deeper, more meaningful conversations. 

Elevate every conversation
Each of these four high-impact workshops empowers you to move beyond product-focused dialogue and coach others 
to uncover client motivations, clearly position your value, and ultimately help drive better business outcomes.

Rise to the Role
Benefit selling worksheet

Shifting from features to why
“People don’t buy what you do; they buy why you do it.” – Simon Sinek

Nearly every decision is driven by one or more of these three factors:

• Time – Does it save time, increase efficiency or simplify life?
• Money – Does it save or make money, reduce risk or increase value?
• Self-interest – Does it improve status, security, confidence or well-being? 

Product/Service
Features  

(What it does)
Benefit   

(Why it matters to the client)

Questions to ask

1

2

3
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1. Benefit selling

Discover how to increase 
sales effectiveness by  
shifting your focus from 
features to benefits.
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Anatomy of a sales call
Step 1: Call objective (Why are you calling?) 

Have a clear reason for the call (new product, follow-up, upcoming event, etc.). 

Define what success looks like (meeting commitment to review materials, event registration, illustration request).

Step 2: Pre-call prep (What do you know?) 

Review customer relationship management (CRM) for past interactions, business focus and preferences. 

Check recent market trends.

Anticipate potential objections and have responses ready. 

Step 3: Set the hook (What’s in it for them?) 

Lead with a compelling reason to engage (industry trend, exclusive opportunity, relevant data).  
Don’t lead with firm/product. 

Keep it focused: Why does this matter to them? Remember to think, “What’s in it for me?” (WIFM) 

Focus the hook on one or more of the three key drivers of decision-making: Time, money and self-interest. 

Step 4: The art of questioning (Guide the conversation)

Prepare questions ahead of time to lead the conversation where you want to take it.  
Prompt them to ask questions you can answer. 

Ask open-ended questions to uncover needs: 

• What’s your biggest challenge with [topic] right now?
• Why are you considering making [this change]?

Step 5: Closing (What’s next?)

Always ask for a next step (meeting, sending materials, event registration).

Tie the features of your solution back to how they benefit them. 

Confirm follow-up action and timing. 

Thank them for their time. 
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2. Anatomy of a sales call 

Learn to put the five parts 
of an effective sales call 
into action.
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Crucial client conversations worksheet

Crucial client conversations worksheet

Acknowledge
Listen, empathize, connect

Perspective
Share and educate

Confidence
Prioritize client goals

Opportunity
Give action steps
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Why this worksheet exists 
• Created in response to the 2007-2008 global financial crisis to provide 

structure around meaningful conversations

• Reflects feedback from sales and other professionals on what drives better 
engagement and outcomes

• Designed to help advisors connect conversations to planning actions and 
practice growth

When to use this worksheet

Group meetings

For coaching or sharing  
best practices

1:1 meetings

To spark discussion and reflection

Workshops or training events

Reinforce the value of productive  
and challenging conversations  
with clients

How to use this worksheet effectively
1. Introduce the origin — share why this matters and how it came to be

2. Walk through the worksheet — preview the fillable sections and give examples: 

• Acknowledge — Listen, empathize and connect

• Perspective — Share and educate with non-firm-specific information

• Confidence — Prioritize client goals, present a clear path forward, and support it with a proof statement 

• Opportunity — Give action steps 

3. Put it into practice

Tip: Encourage users to revisit the worksheet after a client meeting to add new insights 
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3. Crucial conversations

Receive a structure for 
meaningful conversations 
connected to practice 
growth.

Rise to the Role                                           
The art of questioning

How to ask better questions

Cultivating curiosity 
to go deeper

“A beautiful question is an ambitious yet actionable question that can begin to shift the 
way we perceive or think about something — and that might serve as a catalyst to bring 
about change.”

— Warren Berger, A More Beautiful Question: The Power of Inquiry to Spark 
Breakthrough Ideas

Warm-up: How 
curious are you, 
really?

Circle the statement that best represents your approach in client conversations: 

1. I usually focus on answering questions and providing solutions. 

2. I ask questions to identify needs and quickly match them to solutions. 

3. I ask questions to understand goals, motivations, and what success feels like for the client. 

4. I ask questions that sometimes change how clients think about their goals or what’s possible. 

Reframe your role: 
From expert to 
explorer

Instead of rushing to solve, what if your role was to get deeply curious – not just about what the 
client wants, but why? The best financial professionals don’t just react to surface-level needs; 
they shape deeper conversations that uncover meaning, unlock trust and open better paths 
forward. 

Write your own 
“beautiful question”

Think of a recent client interaction. Now, reflect on these three levels of inquiry and try to 
write a “beautiful question” you could have asked instead — one that uncovers the “why” 
beneath the ask. 

Tip: A powerful question often starts with “Why,” “What if,” or “How might…” and invites 
discovery rather than a quick answer. 

Level of question Your beautiful question

WHAT?  
(Surface level need or situation)

HOW?  
(Process, behavior or approach)

WHY?  
(Beliefs, motivations, identity)

Source: A More Beautiful Question: The Power of Inquiry to Spark Breakthrough Ideas, Warren Berger, © 2014
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4. Ask better questions

Cultivate your curiosity to 
go deeper and understand 
what motivates clients.

Conversations drive results
In any role, influencing decisions and building relationships 
matter. The ability to lead deeper, more intentional  
conversations is a competitive edge. This series offers 
practical, repeatable tools that can help professionals: 

•	 Better understand their audience

•	 Communicate value 

•	 Deliver results

Take the next step
Ask us about integrating this workshop series into 
our broader “Rise to the Role” curriculum — a holistic 
development experience built to grow your team’s 
leadership, communication and client engagement 
capabilities. 
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