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CSSL LPA CUSTOMERS
	HEALTH LPA
	 FINANCIAL LPA

	Carers unpaid

	Financial Advisors
➡Solicitors
➡Accountants
➡Building Societies
➡Estate Agents (downsizing)
➡Funeral Directors
  ↪Gifting + Legacy

	Families of Carers
	Pension Planning
➡Empty Nesters
➡Start employ
➡HR Depts
➡Nearing Retirement
➡Older parents

	Professionals who can Refer:
  ➡GPS
  ➡Nurses
  ➡Dom Agencies
  ➡Residential Homes
  ➡Discharge Teams
  ➡Occupational Health
  ➡Hospices
	

	 Associations
 ➡Stroke Association
 ➡Dementia Groups
 ➡Cancer Care
 ➡Site Advice
 ➡Faith Groups
	

	18+ M+F → England + Wales
             Ex. Scotland + N.Ireland
	







	PERSONA 1: FRED & SUE – Empty Nesters

	Potentially 6 LPAs from 1 intial introduction
	 2 Children: Mid 20’s

	Sue doing the Work

	BEFORE
	AFTER

	➡Have 2 sets of parents 
➡Mortgage free/almost
➡Both Children Finished University
➡Fred’s Mum = Dementia with capacity
       →Dad starting care for Mum
➡Have a will
➡Aunties + Uncles ( Extended Family)
➡Haven’t got  LPA
➡Don’t know what an LPA is 
➡Disposable income
➡Employed
	➡20 Page legal document registered with the Office.
➡Lives with donor (Client)
➡Peace of mind: 
      ➡Permissions in place when they need it
      ➡Life easier for next of kin
➡Removes or reduces stress in time of crisis
➡Clear on parents’ wishes
➡Easier to make decisions on behalf donor/loved one (given decision to trusted)
➡Relieved
➡Reinforced there is a plan in place.
➡Starts the conversation with a carer organisation
➡Feels supported
➡Shared responsibility because they  discussed - opened up dialogue around the end of life.


	PRIMARY : Fred + Sue’s Parents
Fred and Sue’s are both active on Social Media.
	➡Giving something back to charity for services you may need

	Feel: 
 ➡Anxious when diagnosis is given
 ➡Sue will be left with more work
 ➡Sue will feel put on 
 ➡Sue Stressed
 ➡Can go on Holiday
 ➡Guilty/ Resentful
 ➡Sue feels trapped.
 ➡Sue lacks awareness/unaware of what’s coming
 ➡Future-proofing
 ➡Fred feels guilty because Sue is doing all the work.
 ➡Upset on thinking that her parents are aging,
 ➡Fred Total denial
 ➡Overwhelmed, doesn’t know where to go and where to start. 
	SUE:
➡Relieved
➡Reinforced there is a plan in place
➡Starts the conversation with a career organisation
➡Feels supported
➡Shared responsibility because they  discussed - opened up dialogue around the end of life
➡Open for difficult conversations

FRED:
 ➡Aware and Informed
 ➡Done his bit
 ➡More aware of Sue's feelings and becomes more supportive



	
	Parents Feeling:
➡Feels relief that the decision making has been passed to a TRUSTED attorney
➡Remove or diffuse the difference of opinions/ avoid a free for all




	BARRIERS TO ADOPTION
The 2 biggest barriers to adoption seem to be COST and LACK OF KNOWLEDGE

SOLUTIONS: 
· AWARENESS campaigns such as the ‘Did You Know’ campaign can not only educate the public about what an LPA is, but will also help to make more people aware of CSSL as a provider. 
· COST: Putting a payment plan in place serves 2 purposes – 1 it makes it more affordable as well as being a USP and will help to give CSSL a recurring revenue, contributing to a more stable revenue model. The side effect of this is also that it will keep you top of mind for longer, encouraging referrals, this can be supported with a monthly newsletter demonstrating how the funds are supporting your work in the community. 
One of the key things to growing this model is grow engagement by nurturing the relationship. You have wonderful stories to share, let’s leverage this. 

	COST: → Paid too much (£1500 + VAT)
           → Got 6 LPA’s
           → Unnecessary Cost
           → Spreading Cost, Stage payments
           → Can do it yourself → Highlight charity support and Wider services.
           

	➡ Can’t afford it. They don’t have disposable cash.
➡ Rather spend money on holiday they don’t want to think about it yet.
➡Lack of awareness
    → Don’t know what it is.
➡Don’t know who to appoint - Trusted vs court of protection appoint someone you don't even know 
➡Fear of relatives taking control inappropriately.
  →LPA prevents this because decisions have already been made 

	  COMMON ASSUMPTIONS TO BE ADDRESSED: 
·  We’ve got a will
· We have joint accounts
· My Partner knows where my funds are and knows what I want
· I am not at the point in our lives yet.




	LPA helps Fred and Sue

  ➡ To support their parents with their financial support in the event the need arises.
   ➡ It’s never too soon, but can be all too late so put it at the Top of your to do list!
   ➡ Can be Short Term
   ➡ Activate Immediately
   ➡ Lots of situations when LPA important give examples
   ➡ LPA the people you trust for a time when difficult decisions need to be made.

	
	



	USP → Service Offered

 ➡ Professional
 ➡ Simplifies + Demystifies
 ➡ Profit goes back into charity to provide further services. FEELS GOOD!!
 ➡ Affordable ( Payment Plan)
 ➡ Reduces effort + risk
 ➡ We do it for you 
         → Completion of forms
         → Home Visits
 ➡ Personal Service
 

	METAPHORS TO HELP CREATIVE CAMPAIGNS
➡ Will is when you’re dead, LPA is when you’re Alive!
➡ Going through a door
➡ Lottery Ticket
➡ Helping you, helping us.
➡ Take the Lottery out of your life and win the life lottery

	
	

	
	





RECOMMENDATIONS: 
1. I suggest choosing one customer segment to focus on, as a starting point, to build out a full campaign to this audience mapping the customer journey, building the messages and getting some momentum going. 
Empty Nesters seems like the ideal first audience to focus on based on the Core Messaging Workshop we ran, which is supported by the stats Marian pulled from the short campaign.

CSSL LPA POSTS: 
· We spent £85 on the adverts and reached 8,102 people in the South Lakes/North Lancs area over the four days. 
· The female response rate is significant: 72% and 75% on the ads where we used a mixed audience.
· Younger audience (just married/just engaged) is the least receptive audience.
· The older audience of 55+ is very receptive.
· The two messages with the most engagements were the will & joint account not being enough, and, the taking care of a disabled child's interests. Even though the ad content apparently wasn't accurate, it suggests those concerns are worth addressing in future.
 

2. BASELINE STATS: We need to take a baseline of your stats, I have set-up a Growth Scorecard for you but we need to access your analytics and establish together what the most important stats for you are, so we can track the most important levers that tell you how you are doing, what’s working and where we need to optimize. (I can do this for you, along with you or show you how to do it) This tracks the activity at each stage of the customer value journey and quickly highlights what is working well, where we have gaps or opportunities to improve, ensure that we build a ‘funnel’ or process that is working optimally and delivering paying customers over and over again.

3. Once we have established the above, I suggest we do the same, Core Brand Messaging and Customer Value Journey for professional referring organisations. Thinking through a potential commission or incentive structure. For example we implemented a Chocolate Loyalty Club for one client, and for every referral they receive they send a Thorntons chocolate or advent calendar or easter egg. It has low cost (it is essential that we know what your cost per unit to consider a programme of this kind) 


NEXT STEPS: 
1. Map the Customer Value Journey for the Empty Nesters across all 8 stages (based on worksheet given at workshop)

2. Design a creative set for the ‘Did you Know’ campaign that will be Evergreen and can be set-up in a scheduler across Facebook & LinkedIn primarily. 

3. Set-up & Optimise your LinkedIn Profile: this is a golden opportunity to reach an older, more affluent community who are likely to be more aware.

4. Design and write new marketing focused content, such as headlines, market callouts, and sub headlines for a LPA-focused Sales page that we drive traffic to.

5. Run a £1/day FB campaign to build awareness, engagement and help us learn what works and what resonates with your audience before scaling the campaign. To start with we will focus solely on digital advertising strategies on social media and search engines, without placing a focus on SEO, social media management, or other content strategies to keep costs low.
  
6. Assess and establish opportunities to automate parts of the application process to reduce the man hours needed to process a LPA as well as appeal to a younger more tech-savvy audience who would prefer to start the process at home on their own. This will massively increase your capacity and therefore profitability. 


	CORE MESSAGE:
	

	Umbrella Message
	Your LPA prepares you and the people you trust for a time when difficult decisions need to be made.


	Awareness Messaging
	Did you know? 
Even if you have a will, your spouse can not automatically manage your estate if you’ve been in a serious accident 
CTA: DOWNLOAD A FACT SHEET ABOUT LPA

Did you know? 
If you suffer a heart attack, unless you LEGALLY give someone you trust the authority to make decisions for you, the state will make them for you.
CTA: Would you like more information about a Lasting Power of Attorney

Did you know? 
Even if you have a joint bank account, your spouse may not be able to pay the mortgage or school fees if you don’t have an LPA in place. 
CTA: FIND OUT HOW TO REGISTER AN LPA

Did you know? 
That every time someone registers their LPA through South Lakes Carers Association part of their fee goes towards helping young carers access support (need more specific examples here)
CTA: SIGN-UP FOR THE CSSL Newsletter to learn more about how we support carers in the Lake Disitrict

Did you know? 
That 47% of Lasting Power of Attorney registrations are started online but not completed. We help you through the process step by step, and can even offer a home visit if you need it. 
CTA: BOOK A LPA HOME VISIT  

Did you know? 
86 000 Carers in Cumbria are unpaid and unsupported. Let us help you, so we can help them. 
CTA: Find out more about out LPA service. 


	
	These messages need to be fine-tuned with you for accuracy and relevance, but should give you a flavour of what I think would work well. 






FIND YOUR CUSTOMERS. THE ONES YOU REALLY WANT!
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