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In the USA, our news channels 
extensively covered the terrorist 
activities within India.  Surely all  
the IARFC, our members and their 
family in India were safe.  We sent  
a message that our thoughts  
and prayers are with them in this 
difficult time, and the following are  
a few responses.

Thanks for all your concern about us.

Jayant Marathe, RFC®, India

Thanks

Rajendra Dumbre, RFC®, India

Thanks for your Concern at this juncture.
All the IARFC’s to the best of my knowledge 
are safe and well.  In fact during these tough 
times people are more closely attached with 
each other.

Anil Manuja, RFC®, India

Thanks so much for that message

Laazarus Dias, RFC®, India

Tons of thanks for your prayer and  
wishes. We are safe & even all my clients 
are fine.  Two clients just managed to 
escape, God is great.

Jalpa Broker, RFC®, India

Thank you very much for the deep  
concern all you have for All of us over  
here in India.

Prasanna Choudhary, RFC®, India

Thanks for the concern and by God’s Grace 
we all are safe. 

Mannoj Rijhwanni, RFC®, India

Dear Register:

I respectfully recommend two books that 
should be required reading for all financial 
professionals:
 
The (Mis)behavior of Markets:  
A Fractal View of Risk, Ruin and Reward 
by B. Mandelbrot
 
The Black Swan by Nassim Nicholas Talib

They answer a number of questions as to 
why and how the markets do not behave as 
we think they should.

One of the things that applies to being 
financially successful is whether your 
profession is scalable or non-scalable.  A 
non-scalable job would include a factory 
worker, a dentist, anyone who can only fit so 
much work in a day.  That is, to say that a 
factory worker makes, say, $20 an hour.  He 
can make no more than that in the short 
run.  A dentist can only fill so many cavities 
in a day, hence his (or her, I wish to be P.C.) 
income is also non-scalable.  Some 
Investment counselors are non-scalable 
because they can see only so many people 
in a given period of time.  However, it is also 
true that there is a scalable aspect since it 
takes as much time to buy 100 shares of a 
stock as it does to buy ten thousand, so a 
consultant working as fee only may be 
non-scalable, while his cohort working on 
commission may be less so.  An example of 
a scalable income would be that of a 
successful author.  The author writes the 
book once.  There is no need to re-write it 
for each buyer.  The book can be printed in 
millions of copies and the author reaps in 
the rewards, hence his or her income is 
scalable.  An actor on Broadway is non-
scalable because that actor has to be on 
stage for each performance.  Another actor 
in Hollywood is scalable because he or she 
performs once and that film can be shown 
many, times while he or she is enjoying 
Piña Colada as in some exotic hideaway.
 
Included in this scalable/non-scalable option 
is risk.  The factory worker or dentist is in a 
low risk occupation while the scalable 
individual has to be lucky (getting that book 
published, for example), and more 
competitive (not taking ‘no’ for an answer 

from publishers — think J. K. Rowling).   
It is obvious that this is an example of  
risk/reward.  The scalable individual MAY  
hit it big and the inequality between his  
or her success vs. the non-scalable 
individual is immense. 
 
This is just an example of why I think these 
books are so valuable to anyone considering 
a specific profession or advising others in 
the choice of investments or choice of work.

Bob Stanin, RFC® 
Tucson, AZ

Journal of 
Personal Finance

Call for Papers

Get Involved:   
We welcome the 
submission of 
articles from IARFC 
practitioners.  This 
is a great way to 
contribute to the 
profession.

Professional Articles:  The Journal is 
seeking articles by practitioners that 
may deal with the application of 
financial planning techniques, 
marketing and practice management.  
These are expected to be very high 
level papers and/or articles.  

Publicity Opportunities:  Naturally, 
we encourage published authors to 
advise their clients and the media of 
their published articles by sending a 
press release and copies.

Contact:  Dr. Ruth Lytton
Call:  540 231 6678
E-mail:  rlytton@VT.edu

We welcome all your comments, 
suggestions, ideas and articles.  
Please direct correspondence to: 
editor@iarfc.org. Letters may be  
edited for length and clarity.

Register 
Letters



Every financial advisor has obligations.  It may be even more difficult today for you to face 
them with optimism and good spirits than it is for the general consumer.  But the IARFC 
understands your distress — because our board of directors and members are primarily 
practitioners.  Many of us have operated through recessions and market turmoil and we 
understand both the problems and the solutions.

This month, rather than focusing the lead article on the practice of a significant practitioner, 
we are conveying a very real solution to the primary concerns you are facing:

Retaining Existing Clients  /  Acquiring New Clients

As a Registered Financial Consultant you already have the other skills needed to survive and 
prosper:  gathering and organizing client information, analyzing and measuring problems, 
developing and implementing creative solutions and monitoring the results.  But the issues of 
client retention and acquisition are more of operational effectiveness than professional skills.

Do them effectively and you will not only survive, you will prosper!

Do them poorly, or not at all, and you will be in economic distress!

If you are already aggressively doing something for clients and prospects, like the IARFC 
Consumer Economic Briefings, then you can still benefit from the materials — to enhance 
your current efforts.  Our Register columnist on Media Relations, Forrest Wallace Cato, 
repeatedly says, “If you do not have a favorable Media Profile, then you are allowing your 
competition to destroy you — and they will surely attempt to do so.”

Even as you read this issue of the Register, other financial firms are plotting how they can 
survive this economic turmoil by acquiring your clients.  They will use the media, postal 
mail, e-mail and phone call centers to disturb and steal your clients — and with that, your 
reputation and your financial position.

Studies by Jim Cecil, Russ Prince and Katherine Vessenes have overwhelming  
substantiated that frequency is an essential element of building and keeping Top Of  
Mind Awareness (TOMA).  

This requires formal or informal systems — it will not happen without a serious intent.  
Variety is important.  Greeting Cards and Thank You Notes are wonderful with clients.  
Printed newsletters and e-letters are effective supplements.  Letters, agendas and checklists 
are always very well received.  But the key is frequent and periodic distribution of relevant 
articles.  You might develop unique copy, but that takes time.  It is just as effective to send 
copies of materials from your broker/dealer, RIA or copies from the professional or public 
media.  Don’t be Inventing Wheels, when you can borrow them!

The IARFC Consumer Economic Briefings includes invitation letters and cover letters for 
your responses.  You have three choices how to generate these powerful contacts:  

   •   If you have a Client Relationship Management system already in operation, then by all 
means use it.  

   •   You can use the old fashioned Mail Merge in Microsoft Word.  But Word does  
not automatically prompt for mailings, nor does it retain evidence of the specific 
mailings distributed.

   •   You can acquire a CRM system and semi-automate your Briefing Program.  I say, 
semi-automate, because you still need to decide which supplemental articles should 
be distributed based on the categories of concerns expressed by your participants.

For the sake of your clients, for the people in your community who need information and 
help, and for the benefit of your practice — Please Act Now!   

From the

Chairman’s Desk…
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CALENDAR OF EVENTS

Foresters Annual Jamboree 

February 11-13, 2009, Las Vegas

RFC Accelerated Course  

February 16-19, 2009, Atlanta

Critical Illness  

Insurance Conference 

April 6-8, 2009 Montreal

RFC Accelerated Course  

May 11-14, 2009, Trinidad

MDRT Annual Meeting  

June 7-11, 2009, Indianapolis

International Dragon Awards 

August 6-9, 2009, Taipei

NAIFA Annual Conference 

September 12-16, 2009, Orlando

RFC Accelerated Course  

October 19-22, 2009, Trinidad

Financial Advisors Symposium 

November 9-11, 2009 Orlando
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The market has been falling.  The Stock 
Market.  The Real Estate Market.  The 
Automobile Market.  The Employment 
Market.  For you as a financial advisor 
practitioner, this means that if you do not 
take radical action, you are very likely to 
experience a “Falling Advisor Market.”

Take Action Now!

There are two actions you must take, and 
you cannot delay:

Retain as many of your clients as 
possible.  Some will attempt to blame you 
for the falling markets, but previous surveys 
indicate that all in the prior market crashes, 
clients are far more likely to stay with a 
financial advisor who maximizes contact.

Obtain a flow of new qualified clients.  
To cope with these economic hard times you 
must replace clients that, through no fault of 
theirs or yours, are no longer as profitable.  
They may have been laid off, downsized, 
transferred, outsourced, or suddenly had to 
support other family members.  

Understand the Problem

New Money Flow is Reduced.  Many 
salaried persons are being told there will be 
no bonuses, and some corporations are 
instituting a 5% or even 10% involuntary pay 
cut — or a temporary lack of production (that 
is a non-voluntary vacation with no pay).  
This means reduced ability to purchase new 
insurance, annuities or investments.

AUM Fees are Reduced.  As the principal 
value of Assets Under Management (AUM) 
declines, so does the typical advisor’s asset 
value based fee compensation.  More work 
to guide clients, and less pay!

Can You Cut Expenses?  Certainly you 
should evaluate all your expenditures, but the 
chances are you cannot achieve major 
reductions without reducing staff — and now 
is when you need help the most.  You 
should carve on expenses wherever possible, 
but this will not solve the problem.

Expensive Client Acquisition.  Now is 
NOT the time to embark on an expensive 
marketing program.  If it is not successful, 
you will be in even worse shape, financially 
and emotionally.

Inexpensive Contacts

You Need to be Quick!  Your clients and 
the consumers in your area and your target 
market are all uncomfortable.  To know that 

you share their uncertainty and anguish will 
go a long way toward client retention and 
acquisition.

Promptness Counts.  You need to take 
action without delay, and the Consumer 
Economic Briefing package of the IARFC will 
enable you to do this.  

Frequency Counts.  When you are 
responding to those who have requested 
Briefing Follow-up, it is the frequency that is 
even more important than the content of the 
material you send.  That sounds strange, but 
it is true.  Many recipients will not read or 
fully understand what you send.  What will 
register is — that you care!

Media Cooperation

Get Media Endorsement.  If you send  
a media release you are likely to get  
some very favorable assistance.  They  
are just as concerned as communicators  
and as individuals.  You might get the  
benefit of publicity that would otherwise  
cost many thousands.

Media Suggestions.  Included in the IARFC 
CD are an article on how to build a Media 
List, an Excel file for capturing the data and 
enabling frequent re-mailings, and the Mail 
Merge label.  We know from surveys that less 
than 5% of the financial advisors have a 
current media list, and without that, there is 
no media relations being conducted.

Strengthen Media Presence.  The only 
way to do this is with repeated media 
releases.  This means you must maintain a 
Media List and continue to send releases that 
might arrive just at the time when they are 
prepared to feature you.

Consumer Inter-Action

Conduct the Briefings.  This is easy, 
because you will have the PowerPoint, a 
Script, media releases, invitation flyers and 
follow-up letters ready to swiftly edit and use.

Request Made Easy.  As you automate 
your responses if you will sprinkle response 
cards inside, accompanied with a Business 
Reply mail envelope, you will maximize the 
consumer actions.  Everything you need to 
know is included.

Referral Requests.  The IARFC has great 
cards for this, and you should be using them.  
The Economic Briefing package has complete 
instructions how to encourage clients and 
prospects to send others to you who need 
your professional services.

Specific Inquiry Responses.  Whenever a 
client or prospect has a question, it is an 
opportunity for you to offer a fee-based 
consultancy or a financial product.  But if you 
don’t ask, you don’t get!

Order the Package

Ready To Go.  The IARFC package comes 
on one CD-ROM that you can immediately 
review.  All of the steps are outlined and 
there is a comprehensive checklist of Action 
Steps.  Using this Checklist makes it easy for 
you to customize your plan of action and 
delegate tasks if practical.

Install the Package.  We will send you  
the CD, with full instructions.  This is not  
new, complex software with a big learning 
curve.  You will either use the current  
CRM program that you have already 
mastered — or the basic Mail Merge in 
Microsoft Word.

Implement Action Immediately

Get Some Help.  If you feel your practice  
is facing real challenges, then now is  
a time for you to get help from family 
members — building your media list, 
entering names, processing mailings.  
Furthermore, most employees would  
rather log some extra time to support  
your firm — than run the risk of becoming  
a lay-off personally. 

Share the Burden.  If you develop or 
encounter an article, memo or other item 
that resonates with your participants, then 
share it with other RFCs by sending it to us 
for re-distribution.  Networking and sharing 
will really work for us all.

Schedule Your Briefings.  You will have 
the PowerPoint, the Script, and full 
instructions.  There is virtually no rehearsal 
required, and no expensive printing or 
materials are needed.  You are giving 
attendees an opportunity — there is no need 
for a lunch or dinner.

Does This Fit You?

It Sure Does!  The concept of a Consumer 
Economic Briefing has nothing to do with 
how you are compensated — AUM, retainer 
fees, plan fees or product commissions.  It is 
not contingent on the relative wealth or 
occupation of the attendees.  It is all about 
just two things:

•  Retain Existing Clients

•  Acquire New Clients 

Making Gains in Today’s Market
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Stimulate Your Own Economy!

Order Your IARFC Consumer Economic Briefing Kit

Your CD-ROM has all the tools you need to Promote and Deliver your own 
Consumer Briefings and provide on-going bulletins to clients and prospects.

  24 Item List of Consumer Concerns (editable)
  Media Release — Copy for Instant Use
  Media List & Suggestions
  Announcement Flyer for Clients and Prospects 
  3 Invitation Cover Letters
  Presentation PowerPoint for the Event
  Script for the Briefing Session
  3 Follow-Through Letters to the Participants
  Stay-In-Touch Recommendation Guidelines
  How to Automate Use in a CRM System
  Sources of Economic Information
  Phone Scripts for Calls to Briefing Participants
  Automating Responses by Participants
  How to Establish Business Reply Mail
  Gaining More Referrals
  Action Checklist for Advisor & Staff

IARFC Members (U.S.)   $85 IARFC Members (Outside of U.S.)   $95

Name _________________________________________________________________________________________________________

Firm ___________________________________________________________________________________________________________

Address_______________________________________________ City_________________________ State_______ Zip______________

Phone____________________________ Fax____________________________ E-mail ________________________________________

  Visa            MasterCard            AmEx            Discover            Check written to:  IARFC

Card No._____________________________________________________________________________ Expiration __________________

Your Signature__________________________________________________________________ Date ____________________________

FAX:  513 424 5752          MAIL:  IARFC, BOX 42506, MIDDLETOWN, OH 45042-0506

Consumer Briefing Kit Pricing

✃



IARFC Member Benefits and Services

Publications
The Register — membership 
magazine that keeps you up-to-
date with the current member 
issues, industry developments and 
articles by and about advisors.

Journal of Personal Finance —  
our academic journal edited and 
printed for RFC members and  
the profession.

Business Source — monthly reviews of 
important business and financial books.

Financial Advisor Magazine with practice management features 
and successful marketing techniques and FA News

Financial Insider — 8 page client financial newsletter.   

Financial Services Online (FSO) — Internet financial publications. 

Financial Services Journal Online — monthly publication of eight 
articles on personal financial planning and practices.

Financial E-News — bi-weekly e-mail of about financial services 
developments: legal, investment, insurance.  

Horsesmouth — a daily, online service that helps financial  
advisors succeed.

Offshore Press — in-depth, objective research reports, books, 
newsletter, seminars and personal consultations on asset 
protection and international tax law.

Financial Insider — 8-page color client financial newsletter

20/20 Newsletter — 4-page color client financial newsletter.

Conferences and Learning
RFC Course — 
A Financial Planning and Practice Management Curriculum for the 
Advisor who wishes to prosper by helping clients achieve personal 
financial independence.

The Financial Planning Process™ developed 
by the IARFC to help financial advisors prosper 
through effective marketing, planning, selling 
and servicing.  It is not just another academic 
program followed by hours of examinations.  
Based on Practice Management, not Theory, the new 
five-day program includes all the Tools and Text — not just a list 
of Tasks.  Consider attending yourself, or sending an associate 
— at a very discounted tuition fee.  

CE-at-Sea™ Cruise Conference —  
Organized annually by IARFC staff and  
available as very attractive prices.   
IARFC 2009 Caribbean Cruise —  
call 800 532 9060 for more information.

Financial Advisors Symposium —  
The FAS is a three day, high level 
conference for readers of Financial 
Advisor magazine.  Through a special 
partnership with the FAS producers, 
IARFC members receive FREE limited 
access registration.  RFC CE available to full registrants.   
The FAS will be held November 9-11, 2009 in Orlando, Florida at 
the Peabody Hotel.

Practice Management Services
Your Member Profile — The IARFC.org website has a very 
sophisticated profile, and currently the best, of all those in the 
financial services field.  A valuable credential!

RFC Brochures — Consumer-oriented 
brochures and referral cards to  
distribute to clients and/or prospects.

The RFC® Certificate — Handsome 
16” x 20” parchment diploma-type 
document designed for framing  
and display.  

RFC® Confirmation Notice —  
A smaller recognition notice for use  
in a folder or binder 8.5” x 11”. 

Formal Announcements — 4” x 5” formal cards proclaiming your 
RFC® conferment.  

Professional Insignia — Gold RFC® or silver RFA lapel pin; Men’s 
tie chain and key; Ladies gold ring broach; Unisex gold RFC® 
cufflinks. 

Press Releases —  
to announce receipt  
of RFC designation.  

Plan Binders — attractive 
padded dark blue binders. 

Colorful Index Tabs —  
for assembly of quality  
financial plans.

Data Forms —  
Two customized data gathering forms.

Modular Plan — 3-Ring Binders plus the 
Unibind System 

Client Appreciation — specialty document 
wallets and presentations folders.

Personal Note Cards — with gold  
RFC Key on front for use with clients  
and prospects.

Document Filing Systems —  
that create natural  
cross-selling discussions. 

IARFC Career Center — the 
premier electronic recruitment 

resource for the industry.

IARFC Logos — for business cards, brochures, website and stationery.

Personal Website — from Financial Visions.

Call 800 532 9060 or visit www.IARFC.org  
for more information.
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Good News:

Market  
Strategies  
are Working!

Advisors and agents have tried for years to 
develop successful prospect generating 
strategies.  Some strategies have worked 
and others have produced disappointing 
results.  Today, it seems everything we’ve 
known is changing as it relates to marketing.  
And that’s good news for those who want to 
grow their business!

Amidst all of the uncertainty in the  
market and the financial industry, the 
marketing of financial services is having 
seemingly unusual results.  Strategies  
that may have had limited success in  
the past are now generating significantly 
more interested prospects and producing 
more new clients.  Really!  But how and 
why is this happening?

The economy and the stock market are the 
number one story almost every day in the 
news.  There is an elevated sense of 
urgency and a need for answers and advice 
and investors who may have thought they 
had their financial situation under control 
are realizing they need help.  Today people 
are seeking out a trustworthy, intelligent, 
calming voice in all of this uncertainty that 
will provide an individual approach, analysis 
and solutions to their financial situation.  
There has perhaps never been a time when 
advisors and agents have been needed 
more.  In the past, advisors and agents  
may have had to “sell” services to get 
someone to do business. Today people  
are looking for you!

Red Zone Marketing has been conducting 
an ongoing survey this year asking financial 
advisors who manage assets between  
$250 million and over $1 billion what  
they are saying to clients and what  
activities have been working to continue  
to grow their business – right now.   
Also, in the past 2 months, as I’ve traveled 
across the United States presenting to 
groups in more than 30 cities, I have been 
asking ‘what’s working right now.’  Here are 
the findings…

Are seminars working?

Public Seminars/Social Event:  Just 
when many people had written off  
seminars as an expensive strategy that 
hasn’t been as successful as a few years 
ago — they are working again!  And 
dramatically!  The large public seminars are 
generating more qualified attendees than 
ever before.  By using a proven seminar 
marketing system, advisors are starting to 
see response rates that have doubled in the 
past 3 months!  

Referral based seminars:  A seminar  
idea that has worked in the past and 
continues to work with low-risk and  
low-cost is niche based referral seminars.  
One strategy being used is called the 
“5-5-5-20” seminar.  You simply pick  
5 or more of your clients that are in  
a niche (ie. they retired from the same 
company).  Mail each client 5 invitations  
to an upcoming workshop on a seminar  
like How to Retire from LOCAL COMPANY  
in Volatile Market Conditions.  Then  
make phone calls to the 5 clients  
personally asking them to pass those 
invitations along to others who are  
getting ready to retire from this company.  
Right now this strategy is generating  
more than 20 people in attendance  
at each seminar for advisors.  It costs  
very little (about $200 for the whole 
mailing), attendees are very interested in 
the timely and targeted information, and 
you don’t even need to serve dinner!  
Advisors are conducting these seminars  
at community centers, libraries and in  
their offices. 

Presentations for Existing Groups:  
Recently, there has also been an increased 
interest in having financial professionals 
speak at meetings of groups and 
organizations.  One advisor we talked with is 
an active member of his large Chamber of 
Commerce.  He has been asking for years 
to speak at one of the Chamber’s monthly 

luncheons.  Again and again he was told 
‘no.’ In early October he went to his 
Chamber and mentioned he had a 
presentation called, “What NOT to Do With 
Your Money Now.”  They cancelled their 
previously scheduled speaker and put him 
on the agenda as the main speaker.  Have 
times changed!  Now, people really do want 
to hear you!

Do inexpensive grassroots-type 
Initiatives work?

An advisor in Illinois didn’t want to spend a 
lot of money finding new clients right now.  
So, he copied a strategy that some 
politicians were using.  He and his staff go 
to the train station once a week during 
morning rush hour.  They purchase coffee 
from the local provider and then pass it out 
for free to riders boarding the train.  They 
also give out a flyer that says, “Nervous 
about your investments?  Call xxx-xxx-xxxx.”  
It includes a picture of the advisor, a list of 
services, and their compliance information 
(of course!).  They have scheduled 
appointments, have already identified 
millions of dollars in potential, and closed a 
$1,000,000 sale.  You see, just about 
anything you do right now to reach out to 
investors is working — even this!

Are referrals increasing or  
decreasing right now?

Even the simple strategy of asking current 
clients for referrals is working better than 
even a year ago.  In the past, a typical 
question asking for referrals may have 
produced an answer like, ‘I really don’t know 
anyone.’  But today when you ask the 
question, ‘Do you know anyone nervous 
about their investments?’ — the answer you 
get is dramatically different.  The answers 
are ‘yes’ and ‘everyone’ and the referrals are 
coming in!

CONTINUED ON PAGE 8
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How about advertising?

The same advertisement that an advisor has 
been running in his local newspaper to 
generate exposure only in good times is 
generating phone calls from interested 
prospects in these volatile times.  We have 
heard from many advisors that simple ads 
with a strong call to action are producing 
interested prospects.  Many of the ads 
simply ask the question, “Are you nervous 
about your investments?”

While many advisors are pulling in the  
reins on their marketing and spending, 
market volatility brings a perfect time to 
increase your exposure.  Right now is the 
time to let people know that you are an 
advisor with personal solutions.  Yes, it takes 
confidence to increase your activity in 
turbulent times, but that’s what clients are 
looking for… Confidence!   

Maribeth Kuzmeski, President of the 
consulting firm, Red Zone Marketing, works 
with some of the nation’s most successful, 
million dollar producers to assist them in 
continuing to grow and systematize their 
practices. Maribeth has written 4 books 
including the bestselling book, “85 Million 
Dollar Tips for Financial Advisors.” She is a 
national keynote speaker, has spoken at the 
Million Dollar Round Table and has created 
webinars, top advisor toolkits, and other 
products for MDRT and other industry 
organizations.

Contact: 847 367 4066 
info@redzonemarketing.com
www.redzonemarketing.com

CONTINUED FROM PAGE 7      
MARKET STRATEGIES ARE WORKING!

Maribeth Kuzmeski, MBA, RFC®

How to create trust and  

credibility with seniors!

www.bookletprospecting.com

OUR PARTNERS 
NACM
CMBA

FORIUS
MBA
ELFA

YOUR OPPORTUNITIES
More Page Views

More Job  Seekers
More Applicants

Pay 1 Price, Reach 5 Sites

 our new partners
can expand your opportunties

http://careers.iarfc.org

> From cyberspace to face-to-face
The IARFC Career Center is on its way to building a networked 
online career center where you can reach talented acounting 
and finance candidates from a multitude of financial service 
industries.
Since we launched this initiative in March 2008, employers 
posting on the IARFC Career Center  have witnessed their 
ROI increase dramatically.  Now you can pay one price to 
have your jobs posted on FIVE reputable association job 
boards reaching over 2200 highly qualified financial services 
professionals.

IARFC Career Center

Post your jobs in one place and save.
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The Role of the

Financial Planner
in Reverse Mortgage

As the popularity of reverse mortgages  
(RM) grows, it is imperative that financial 
planners not only take the time to  
educate themselves on how these  
products work but also prepare themselves 
to play a significant role in their client’s 
decision-making process when it comes to 
reverse mortgages. 

Having said that, let me state unequivocally 
that I am not suggesting in any manner  
that producers should in any way look at 
reverse mortgages as a new product line or 
service.  My position here is quite the 
contrary.  I believe anyone working as a 
producer or planner in the financial  
industry should be extremely wary of 
receiving any type of compensation for  
the generation of a reverse mortgage, as 
this is venturing onto extremely thin ice 
from a conflict of interest viewpoint.   

What I do want to emphasize is that your 
expertise and professionalism can and 
should play a critical role in the planning 
process of any client who is considering a 
reverse mortgage.  The reason for this is 
that the implementation of a reverse 
mortgage will generate a new source of 
funds in the form of tax-free cash.  This will 
be in the form of a lump-sum, a monthly 
payment or as a line-of-credit.  Regardless to 
which of these three they choose they will 
be making a significant change in their 
current financial plan. 

A reverse mortgage is a stand-alone 
product, and for the most part, there is  
little reason for you to be involved in  
this side of the process.  On the other  
hand, in order to make the best  
possible use of this tax-free money, a 
complete review of the client’s present 
financial position is something that you 
should address with your client, as there  
is nothing in the RM process that  
gives adequate consideration to this  

subject.  In addition, even though there  
is required financial consulting of sorts in 
the government backed programs, the 
people responsible for doing that consulting 
do not present themselves as, nor should 
they be considered, financial planners.  

After doing extensive research in the field of 
reverse mortgages, I have come to the 
conclusion that RM’s are in fact very viable 
products and should be given serious 
consideration by any senior looking for a 
way to unlock funds currently tied up in 
dead equity.  Although rarely used in today’s 
vernacular, I suspect that with the growing 
popularity of reverse mortgages, the term 
“dead equity” will become a commonly 
used phrase in the senior marketplace.  In 
short, dead equity refers to those funds that 
are tied up in the equity buildup of the 
home in which a person lives.  

Although equity within one’s house has 
always been accessible, its liquidity has 
always been tentative and restricted at best.  
For the most part, until the introduction of 
RM’s, the equity buildup for most 
homeowners could only be accessed by the 
outright sale of the property or the creation 
of an equity loan that required both interest 
and principal repayment.  In effect, dead 
equity is akin to having money on a 
deserted island — it’s nice to have but it 
really isn’t doing anything for you.  And of 
course, we have all heard the old saying 
“you can’t take it with you.”  Well in the case 
of dead equity, you’re not even using it 
while you are here.   

The use of a reverse mortgage to unlock 
some of this dead equity provides the 
senior homeowner with the opportunity to 
generate a source of easily accessible, 
tax-free cash in a lump sum or on a 
recurring basis.  This is where the expertise 
of the financial planner comes into play, as 
the proper use of these funds can 

dramatically change both the income and 
growth aspects of your client’s portfolio.  
One such idea is the use of a monthly 
income stream generated from a RM to 
replace income being generated from CD’s 
or Bonds.  At present, the client has to pay 
income tax on this interest in addition to 
making it part of their Social Security and 
Medicare calculations.  Of course, they 
could put this money into an annuity, but it 
really doesn’t do anything for them as the 
interest they take for living expenses from 
the annuity is still taxable.  However, by 
creating an income stream from a reverse 
mortgage, they can replace the taxable 
income with tax-free income.  Now if they 
put the original sum in a deferred annuity, 
they reduce their taxable income, which in 
turn has a positive effect on their public 
benefit calculations.  

Another idea is to use the income from a 
reverse mortgage to pay premiums for 
long-term care and other types of insurance, 
which in turn will free up cash presently 
being used to keep insurance in force.  In 
many cases, the income a reverse mortgage 
can generate will allow seniors to purchase 
long-term care insurance that they otherwise 
wouldn’t be able to afford. 

This is only the tip of the iceberg.  There  
are as many different reasons for a senior  
to use a reverse mortgage as there are 
people taking them out.  Even though  
some of those reasons, like the remodeling 
of a home, using the funds to take a 
vacation, or purchasing a motor home or 
vacation home don’t necessarily have an 
effect, the use of a RM to purchase 
long-term care insurance or for that  
matter any other type of insurance does 
have a positive impact.  In reality, it  
doesn’t matter why a client looks into a 

CONTINUED ON PAGE 10
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reverse mortgage.  What does matter is  
that as their financial advisor, “you” have  
an obligation to help them make the  
best use of the funds they will be receiving 
in conjunction with those funds you already 
have under management.

In all likelihood, the popularity of reverse 
mortgages is going to continue to grow,  
and as it does, it is going to change how 
seniors look at their overall portfolios.  

Unfortunately, there are also going to be 
more and more seniors who don’t take  
into consideration the effect a RM will  
have on their portfolio and estate.   
So remember, even thought we won’t  
share in the fees generated from the 
implementation of RM’s, we can’t ignore  
our responsibly as professionals to serve  
our clients’ best interests.   

Jonathan Neal is the senior partner at 
CCG-Capital Consulting Group, and has 
twenty-nine years of experience in the 
retirement planning industry.  He writes 
both public and industry related articles  
on retirement planning topics and  
products which are frequently published  
in newspapers and financial magazines,  
and has appeared on TV and radio 
programs across the country.  As one  
of the original founders of the  
Society of Certified Long-Term-Care  
Advisors he is recognized nationally  
is an authority on the issues within the 
long-term care field.

Contact:  678 906 2850
jneal@ccgcap.com
www.ccgcap.com

CONTINUED FROM PAGE 9      
THE ROLE OF THE FINANCIAL PLANNER  
IN REVERSE MORTGAGE

Jonathan Neal, RFC®

IARFC Members:
Jump-Start Your Exposure 

In 2009 – For FREE!
During these rough economic times it is more important than ever for 
advisors to gain exposure in the media for what they can o�er people.  But 
to do this costs money…until now.

Rapportica – the one-of-a-kind, web-based public relations platform for 
�nancial advisors and the �nancial media – is giving away memberships to 
advisors who want MORE coverage and MORE awareness!

Think about it…during tough �nancial times people want to turn to 
advisors they can trust.  Appearing in the media as an expert provides 
consumers with the feeling that you are a trusted authority in the industry.

So, how do you sign-up for your FREE, six-month account on Rapportica?

Simply visit www.Rapportica.com and sign-up for your account today.  
Once approved, you can access your dashboard immediately and take 
advantage of:

GREATER BRAND AWARENESS

INCREASED VISIBILITY TO THE MEDIA 

ENHANCEMENT OF COMMUNICATION SKILLS

BETTER ORGANIZATION OF MEDIA OUTREACH 

MEDIA REQUESTS SENT STRAIGHT TO YOUR INBOX

BE SEEN AS AN EXPERT

ACCESS TO TOOLS AND TRAINING

Once again…all of this is 
FREE for six months!

Sign-up today at www.Rapportica.com!

Enter promotional code: IARFC6MONTHS
*Like most advisors, you are reading the �ne print looking for the “catch”.  Well, there isn’t one.  If you sign-up 
for your account before March 1, 2009, you will get a Rapportica membership for six months without any 
obligation.  If you like the system and want to continue after six months, you can continue on with our DIY 
Level Program ($99/month).  

16 South Summit Ave., Suite 210 | Gaithersburg, MD 20877 | 1.800.860.0056
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Pitch:
An Idea for the Media that Stands Out

Financial professionals have a challenge.  In 
order to keep business moving forward, you 
need a constant influx of fresh prospects to 
whom you can pitch your services.  But how 
do you attract new prospects?  Do you hold 
seminars and workshops?  Do you engage 
in a mailing campaign?  Is it a matter of cold 
calling households in your community?  All 
are good strategies for getting your name 
out there, but none will be as effective as 
you may wish. 

Instead, try getting your name into your local 
newspapers, television or radio.  By 
appearing in the media, a level of credibility 
is established among that outlet’s readers, 
viewers and listeners.  The greater frequency 
of your appearances will translate into 
greater credibility for you as a professional 
and as an “expert” on critical financial issues.  
But in order to gain the attention of the 
media, you need to distinguish yourself from 
your competition.  This means you need to 
approach the media with the right story 
ideas at the right time. 

Many people believe that in order to attract 
the media and have them perceive you as a 
professional resource for information, you 
need only introduce them to who you are.  
That is a fallacy!  In order to gain their 
attention, you need to help them by 
providing story ideas they can use.  You are 
the expert.  You are the one working every 
day as a financial planner.  Because of your 
experience, you have access to a wide 
range of stories that journalists may not 
have considered.  

So, how do you come up with those 
attention-grabbing story ideas?  Try  
the following: 

Read the newspaper.  As a professional, 
you are required to be knowledgeable on 
the latest news and events that may have 
an affect on your clients’ livelihood.  As you 
read the money/personal finance section, 
try to analyze what that reporter is saying 
and see if there is another angle to the story 
they may not be covering.  To communicate 
your point of view, send the reporter an 
e-mail with your thoughts and provide him 
with your contact information so he can 
contact you if he is interested in following 
up with you. 

Hear your clients.  As you have probably 
heard in the past, there is a major difference 
between listening and hearing.  When you 
hear a person, you are processing and 
analyzing what they are saying.  Consider 
this:  Your clients are a goldmine for story 
ideas.  They are always asking you insightful 
questions.  Your clients also happen to be 
readers of newspapers, viewers of your local 
news and listeners of news/talk radio.  
Those outlets want to know what your 
clients are asking you.  Make it a point to 
hear what they are saying and then let local 
media outlets know about those questions. 

What are you working on?  As you work 
on plans for clients, you may come across a 
unique situation or problem that one of your 
clients is experiencing.  If you think their 
situation is important and may lead to a 
bigger issue — which others may learn from 
— consider sharing it with a personal finance 
reporter.  Hint: Reporters appreciate an 
opportunity to speak with real-life investors 
facing tough situations.  Ask your client if they 
would be willing to be interviewed for an 
article.  If they agree, let the reporter know 
when pitching the idea.  You will increase 
your chances of coverage dramatically. 

Local sells.  If you desire local or regional 
coverage of your business, consider 
plugging yourself into a local news story.  
Sure, you can talk all about global financial 
issues, but many local outlets are not willing 
to cover the topic unless you make a case 
that local readers/viewers/listeners will care.  
Try identifying a local situation and plugging 
your story idea into it.  For example, we 
have a client who wanted to be known for 
solo 401(k) plans.  So we identified a large 
manufacturer that was closing down and 
laying off 4,500 workers in a small 
community.  Then, we leveraged the solo 
401(k) angle in this story.  It turned into 
appearances on a four major networks, 
CNBC, and Time magazine! 

These are just a few ways in which you can 
develop stories for pitching to the media.  
But remember, when pitching a story you do 
not want to become a pest to the reporters 
you are pitching.  Try to find out the best way 
to pitch a story and avoid calling reporters 
near their deadlines.  You will earn their 
respect and friendship by doing so.   ◙

Benjamin Lewis is president and founder 
of Perception, Inc., a leading full-service 
public relations firm specializing in 
generating awareness for financial 
companies and professionals.  A graduate of 
Bradley University in Peoria, IL, Ben has 
spent the past 15 years in the financial, 
political and non-profit arenas.  Ben has 
appeared as a guest columnist for 
numerous consumer and industry media 
outlets discussing the importance of media 
relations.  He has also been a featured 
speaker at many regional and national 
conferences and conventions on topics 
ranging from building rapport with reporters 
to leveraging new media in your practice.  
Ben is also founder of Rapportica, Inc. 
(www.Rapportica.com), a new web-based 
public relations platform for the financial 
services industry which connects financial 
advisors with the financial media - virtually.

Ben’s book — Perfecting The Pitch: Creating 
Publicity Through Media Rapport — is now 
available in bookstores and at Amazon.com.  
You can also learn more about it at  
www.MediaRapport.com.

Contact:  301 963 7555
Benjamin.lewis@perceptiononline.com
www.perceptiononline.com

Benjamin Lewis
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for a
Checkup

Financial Advisor

Advisor Profile

College degree in History, age 22
Started selling used cars for uncle
Promoted to sales manager, age 26
Married to high school girlfriend, age 27
Bought his first house, 20% down, age 28
Their first child born, his age then 30
Started life insurance sales, age 31
Acquired LUTCF, age 33
Acquired CLU designation, age 35
Qualified for MDRT, age 36
Left primary insurer, joined a b/d, age 37
Started preparing plans, age 39
Charging Plan fees, avg. $800, age 40
Acquired CFP designation, age 42
Slowly started AUM for fees, age 44
Bought larger home, 3 children, age 45
Changed b/d for higher payout, age 47
Became RFC member, age 49
Moved to new office suite, age 49
Staffing: 1 assistant, 2 clerks, age 50
Current status:  frightened, at age 52

2007 Summary

Assets Under Mgmt, avg. 1.0% $15 Million
4 new Plan Clients, average fee, $2,000
Retainer fees (24 clients) $500 each
Modular Plan fees (8 cases) $4,000
Life Ins. new commissions, $22,000
Annuity new commissions, $48,000
LTC, LTD, CII comms., $5,000
Renewal commissions, $18,000
Securities, & Funds commissions, $14,000
Total Revenue:  $271,000
Office Overhead expenses, $41,000
Payroll & Benefits (3 emps.) $122,000
Net to Advisor (40% of gross) $108,000
2008 Expectation:  increase income 20%

2008 Estimates

AUM declined to $10 million loss
   (loss of 3 clients & market)
2 new Plan Clients, total fees, $5,000
Modular Plans & retainers, $12,000
New Commissions, $64,000
Securities & Funds comm., $16,000
Total Revenue (down 28%) of:  $197,000
Office Overhead expenses, $47,000
Payroll & Benefits (3) $120,000
Net to Advisor (15% of gross) $30,000

Advisor’s Current Outlook

This advisor lives in a suburb of a medium-sized city that has had major problems.  The 
community’s largest employer was acquired by a European firm, and the plant closed, leaving 
only a small domestic sales office.  Two other large plants reduced staffing 60% by outsourcing 
production to Mexico and Costa Rico.  A very large grocery chain closed its large store and so did 
two anchor department stores that supported a local shopping mall.  Now half the small stores 
are closed.  All over town, businesses are closing or reducing staff.  

His clients, in this community and in the surrounding villages, are all extremely nervous even though 
many have not yet been quite as affected.  Most of his time during the last half of 2008 was spent 
reassuring and retaining his customers.  He eliminated his semi-annual seminars. He has been a very 
active community citizen, chairing a number of associations, committees and fund raising events.

This advisor loves his work and is proud of his ability to help his clients.  While his 2007 income 
of $108,000 may not seem like a lot, it enabled him to live very comfortably and contribute to 
his youngest child’s education.  He fears that if he lays off one employee, “The word will get 
around town that I am in trouble.”  Furthermore, he feels that he would be even more stressed 
to continue a high level of service.  Regarding office expenses, he has already “pared them to 
the bone” and has ceased all advertising, including some small newspaper display ads, Yellow 
Pages, seminars and his client newsletter.

His broker/dealer is not pleased with his production.  They handle trades and products 
reasonably well, and he has become accustomed to their compliance interference.  However, he 
fears they will reduce his payout percentage, further aggravating his economic woes.  His plea:  

What can I do about this quickly?

Prior Actions  
Taken to Adjust

Refinanced his residence
Suspended personal IRA deposits
Borrowed on his life insurance
Cancelled employee bonuses
Considering laying off one employee
Visiting a marriage counselor

CONTINUED ON PAGE 13

In a conversation the other day I heard a tale of woe from an established financial planner.  He had been in the financial services industry 
for more than twenty years, and the economic turmoil was causing him great stress.  Seeing the problems and the solutions through his 
eyes may be very helpful to you.  First, we should learn his background, and then understand his problems — and finally explore the 
relatively simple solutions to his current economic crisis.
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problems.  What remains?  
How can this experienced and 
competent financial advisor 
stay in his chosen profession?  
Since he cannot or will not 
reduce expenses or payroll, 
what else can be done?  Just 
as you would when counseling 
your client about a real or 
perceived problem, we asked 
several questions.  Here are  
his answers: 

What are your “Elevator 
Statement” and your 
“Elevator Extension” phrases?  
What’s that?

Tell me about your Business 
Plan?  Well, I did one about 
five years ago, but I’m not sure 
where it is now.

Tell me about your 
Marketing Plan?  You mean 
Yellow Pages?  I cancelled 
those ads.

What is your NCR?  Sorry, we 
do not have a Cash Register.

How are you doing on 
referrals?  My clients have 
already given me referrals, and in this 
economy I doubt if they have any more.

For how many persons do you propose a 
comprehensive plan?  Whenever someone 
seems to need one, I suggest it and they 
usually say, OK.

Do you have procedures for presenting 
your plan services?  No

When did you hold your last group 
meeting?  I cancelled that activity to save 
money and have time to meet with clients 
about market issues and product changes, 
especially in variable products.

May I see your client marketing 
brochure?  I don’t have one, but 
sometimes I use the brokerage firm’s 
literature.

May I see your Advisor CV then?   
What is that?

In your entrance and nice conference 
room there are lots of MDRT and 
production plaques.  Why?  They are 
nicely framed and make clients feel  
I am successful.

Why did you suspend your newsletter?   
I had boxes of the things lying around.  We 
never got them mailed regularly.  We 
ordered 200 per month, and mailed about 
120, but only in some months.

How do you stay in contact with clients 
and prospects?  Whenever I can find time I 
write them letters, but mostly we try to call 
them as often as possible. 

Which CRM System have you implemented?  
What is CRM, a copier or a scanner?

Do you have a schedule for those client 
calls?  No

Who makes them?  I do, because I am not 
sure what my staff persons would say.

What’s the Diagnosis?

It is probably unnecessary to even write it.  
This advisor has a marketing problem;  
a very serious, dysfunctional marketing 
activity pattern.  However, he is well 
educated, well staffed, well supported,  
and well-intentioned.  

CONTINUED FROM PAGE 12     CHECKUP FOR A FINANCIAL ADVISOR
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Let’s Define the Problem

Sometimes it helps to decide first what is 
not the problem.  

1.   It is not his professional education.  
This man has three designations, and 
has religiously attended educational 
sessions at MDRT, NAIFA, FPA and IARFC.

2.   He is not understaffed.  They may  
not be used most effectively, but he is 
well supported. 

3.   He is not under-equipped.  He 
indicates that he and his staff have all 
the equipment and resources needed.

4.   He has good product support.  His 
current b/d offers him good products, 
at reasonable commission structure, 
and he can get more help when he 
asks for it.

5.   He is officed appropriately.  While he 
can make some modest improvements, 
his location fits the community and  
his clientele.

6.   He is already charging fees.  He has 
the necessary structure, although his 
new plans, both comprehensive and 
modular, are down in number and 
revenue.  He might increase the  
fees modestly, but this will not solve  
the problem.

7.   He is not lazy.  This man works from 
8am until 6pm, five days, plus an 
average of 4-5 hours every weekend.  
Also a little evening work.

8.   He is not distracted.  He has given up 
his association and charitable activities 
for the time being, and he is not 
spending time on the golf course, 
tennis court, or Internet surfing.

9.   He lacks no important skills.  He has 
been well regarded as a speaker.  He is 
a graduate of Dale Carnegie and was in 
Toastmasters for five years.  He has no 
appearance fear or shortcomings.

10.   Clients respect him.  Although deeply 
concerned about market turmoil and 
the economic aspects of the political 
future, his “hand-holding” efforts have 
retained all his clients except those 
moving out of town.

The above ten items have narrowed the 
search for his practice management 

Ed Morrow finds ways to survive the economic downturn.



plaques that give a “producer/sales” 
and not a “advisor/service” image.  
Replace them with inexpensive prints 
and items that will enhance his 
credibility, like designation certificates, 
membership credentials and a Code  
of Ethics.

2.   Bring in More Prospects.  A lot more 
prospects!  He needs to be willing to 
turn away prospective clients that do 
not fit the level of his practice.  One 
way is to adjust his fee schedule 
upward a bit.  

3.   Obtain More Referrals.  He has made 
a classic error in assuming that he has 
received all the referrals his clients may 
have to offer.  They are constantly 
meeting new persons.  They can, and 
will, offer him more referrals.  But he 
has to ask, and ask often. 

4.   Harvest Those Referrals.  One reason 
he is not asking for referrals is that he 
has no system to process those names.  
His old approach was to give them one 
or two calls and if not successful, then 
he decided the name was worthless.

5.   Improve his Initial Closing Ratio.  The 
properly secured new client is one who 
has agreed to have a comprehensive 
plan prepared, for a reasonable price, 
and understands that after the plan, 
they can implement through him.

6.   Consider Outsourcing.  His revenue 
from Long Term Care, Disability 
Insurance and Critical illness Insurance 
is quite modest.  There may be a 
specialty firm that can serve his clientele 
and pay him the base commissions, 
thereby increasing his revenue and 
reducing his time.

7.   Automate his Marketing and 
Contacts.  Discontinuing the newsletter 
sent negative vibes.  He needs to 
implement a Client Relationship 
Management (CRM) system, which will 
manage all the communications to 
clients and prospects, including tracking 
all contacts and automated “drip 
marketing.”  Staff members should 
make many of the calls, using his 
simple, pre-approved scripts.  

8.   Newsletter Contacts.  He can switch  
to a shorter newsletter, and mail 
bi-monthly at a significant cost savings.  
Use the masthead to publicize and 
credentialize the three staff members.  

Also send an e-mail newsletter every 
month.  This helps increase receptivity 
for referral requests.

9.   Hold Monthly Client Briefings.  This 
can be done on Saturday mornings in a 
local hotel.  Invite clients to bring a 
friend.  Coffee and rolls.  9:00 to 11:00.  
Topics should be current developments 
and oriented to problems and generic 
solutions — not sales presentations.  
Invite local professionals as guest 
speakers to encourage their clients to 
attend, and obtain referrals of clients.  
Involve his staff in the logistics and even 
some presentation.  Ask both clients 
and prospects to sign-in at the table in 
front where materials are handed out.  
Send media releases on these briefings.  
Every attendee packet should contain a 
Referral Card.

10.   Enhance Internet Presence.  The first 
step is to complete his IARFC website 
profile — at no cost.  Make reference to 
this credential as often as possible by 
indicating, “You should always check the 
credentials of any financial advisor, and 
you can go to this third-party website 
and check mine.”  Charge a staff 
member to determine all local websites 
where the firm can be listed free or on 
the basis of a swapped web listing.  

11.   Create Internet Posture.  He can use 
IARFCwebsites to create a low-cost, 
high-quality firm website and delegate 
the updating responsibility, re-using 
content from his newsletter and his 
CRM system.  Annual cost: $395

12.   Enhance Initial Presentations.   
He doesn’t feel enthusiastic about 
presenting comprehensive or modular 
planning.  He just does it when  
needed.  He needs to class-up all  
these presentation events, increase the 
fees, excite the prospects, and set the 
stage for implementation and referrals.  
He can do this with Client Builder.

13.   Construct and Follow a Marketing 
Plan.  This will include how to increase 
his media presence.  In times of 
economic turmoil the media is looking 
for credible sources.  Modest efforts can 
pay off handsomely.  He should re-read 
the great articles in the Register by 
Wally Cato, Beth Chapman and 
Maribeth Kuzmeski.

CONTINUED FROM PAGE 13     CHECKUP FOR A FINANCIAL ADVISOR
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This advisor is like the Packard Motor 
Company — they failed to advertise and 
promote what many believe was the finest 
car in the world, and they went out of the 
business right after the War.  Yes, thousands 
of sailors had used Packard Motors in their 
PT boats and tanks, but they went home to 
buy Fords and Chevys, because the Packard 
folks didn’t feel that marketing was 
important when everyone knew Packard 
was number one.

This advisor has everything going for  
him — except marketing.  And it is killing  
his practice, destroying his economic 
strength, and ruining his life.

What’s the Treatment?

First of all, we must realize that this 
marketing problem has been brewing  
for a long time, and the solution is not  
going to be easy, nor will it be cost free.   
He must look on this as an investment.   
An investment in professional survival!

The fact that he has retained 100% of his 
local clients is a testimony to the personal 
trust they have in him.  But this can be 
eroded by future market declines.  He has 
no system of regular contact, and he is not 
securing referrals.  He has stopped all 
marketing activities, hoping to save money, 
but this is having a devastating impact on 
gross revenue.  

He has a classic Cash Flow Squeeze that 
has driven many small business owners 
(and some very large ones as well) out of 
business.  Overhead expenses have risen, 
despite his attempts at economy, and 
revenues (for some reasons beyond his 
control) have declined.  

There is no magic bullet, no panacea,  
which will correct this situation.  But the 
solution is at hand, and it is affordable.  
Also, this is not a situation that will require 
long term treatment, such as if he had 
seriously inadequate knowledge about 
planning topics and the products that are 
needed by his client.

When presented with a new client, he 
knows how to take the proper actions, and 
he has done so previously with success.  

Here are the solutions, some of which are 
virtually cost-free:

1.   Bring the Prospects into his Office.  
This environment can be improved for 
no cost by the removal of all the 
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14.   Dress up his Comprehensive Plans.  
This advisor already uses Plan Builder, 
but places the plan pages into a drab 
3-ring binder he gets from an insurance 
company, with no tabs or structure.  
The advice is good, the delivery sucks!  
The cost and effort for a more attractive 
plan is nominal.

Where is the Pharmacy?

What this RFC advisor needs is not radical 
surgery!  What is needed to start taking 
vitamins on a long term basis and take 
some specific medication for some 
problems he cannot solve alone.  He must 
also insist on cooperative therapy from staff 
members and follow a long term financial 
health plan.

This advisor needs to implement two 
medications (products) immediately — a 
Client Relationship Management (CRM) 
program and a Presentation System.  They 
can be purchased directly from FPC at 
IARFC member discount (800 666 1656, 
ext 13) but there is a much better option.  

Why not send the lead staff member to the 
IARFC Financial Planning Process™ 
course?  When complete, he or she will 
have the RFC designation (opportunity for 
more firm PR) and all the software, plus  
the Virtual Financial Advisor to swiftly 
produce modular plans and supplement 
mailings.  The IPS Advisor 
Pro will help to better 
substantiate the portfolio 
services, and maybe 
attract some clients  
that are not getting  
regular reviews from  
their advisors.

At the heart of the 
Financial Planning 
Process™ course are the 
Practice Builder CRM and 
the Client Builder 
presentation system.   
The latter has a 26-item 
checklist and all the 
documentation for  
putting some WOW  
into all new client 
presentations.  In the  
four-day course attendees 
will learn more ways to 
enhance the image of  
the firm, and how fellow 
staff members can 
increase the effectiveness 
of their principal.  

What is the Budget?

The cost for the course is $2,200, plus 
perhaps about $1,200 for travel and 
lodging.  All the necessary software is 
included, including an extra copy of Plan 
Builder which is needed since the advisor 
should not personally be doing the basic 
data input.  All the textbooks and CD-ROMS 
are included.  Education, text, software and 
systems, about: $3,400.

Additional 9 x 12 envelopes, stationery  
and business reply envelopes for a year,  
will cost about:  $1,000.

Extra Rent, Phone, Electric, Furniture, 
Computers, etc. — zero.

Postage for mailings to clients, prospects 
and local media about:  $4,500

Monthly client briefings — room and 
refreshments:  $2,400

Professional website, including 
customization tools:  $395

Total Budget:  $11,695 (6% of gross revenue)

Costs vs. Benefits

His average New Client Revenue (the NCR 
number he couldn’t identify) was actually 

over $12,000 in 2007 — from plan fees, 
insurance and annuity commissions and the 
initial securities and AUM fees.  One extra 
client pays for it all!

But what is really possible?  What should 
be the goal for this financial advisor and  
his staff?  You be the judge — but wouldn’t  
a realistic expectation be two new  
clients per month?  That would bring in 
additional gross revenue of over a quarter  
of a million — and send his AUM totals  
on a steep incline.

Now that’s what I call Do-It-Yourself 
Economic Stimulus!   

Ed Morrow is the chairman and chief 
executive of the IARFC has been a  
practicing financial advisor for forty years.  
His advice and systems are used by 
thousands of financial advisors in the U.S. 
and across the world.  As the CEO of the 
IARFC he is the primary originator of the 
Financial Planning Process course materials 
and a frequent instructor, both nationally 
and in 11 countries.

Contact:  800 666 1656 ext. 14
edm@iarfc.org
www.iarfc.org

CONTINUED FROM PAGE 14     CHECKUP FOR A FINANCIAL ADVISOR
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Internet marketing can seem 
overwhelming for the average 
financial advisor.  Whether you have 
an IARFC website or one with 
another financial website host, or a 
completely custom-built site, there’s 
much to do to build traffic and leads.  
It might seem less daunting if you 
play around with some of the clever 
online tools that will help you with 
your marketing efforts. 

I like to approach web marketing as 
the “great brain robbery.”  Why not 
find out what your competitors are 
doing to market themselves online, 
and then simply copy whatever you  
can from the ones who seem to be 
successful at it?  Here are a few of my  
favorite sites that help you spy on  
your competitors:

Altavista.com

This is one of the minor search engines,  
but it gives good information about all the 
in-bound links for specific websites.  Go to 
www.altavista.com.  In the search window, 
type link:www.domainname, with 
“domainname” being whatever website 
address you are researching.  If you search 
your own website address, you’ll see how 
much progress you’ve made on your 
link-building strategy, an important, ongoing 
strategy that will help your organic search 
engine rankings.  In other words, the  
higher the number of relevant inbound  
links a site has, the better its chance for 
appearing on page one of Google for 
relevant search phrases.

So, who do you want to spy on?  Do a 
Google search for any important search 
phrase such as “financial planner ‘your city’” 
(example: financial planner Dallas TX).  On 
the results page, look past any that are listed 
next to a Google map, or have a pay-per-click 
ad. Go to the top results in the regular 
(organic) search results. Write down the 
website addresses of any businesses who 
appear to be direct competitors.

Now go back to www.altavista.com, and 
search link:www… for each competitor’s 
website address.  You will see the full  
list of inbound links.  Click on any of  
them to see what those sites are.  They  
may include directories that you should 
submit your site to. Most online directories 
do not charge anything for a basic listing.  
Some links may be paid banner ads or  
press release archives.  It will give you 
insights into your competitor’s online 
marketing efforts, and you may decide to  
test some of them yourself.

By the way, if your website does not show up 
next to the Google maps list, make sure to 
put your company information and keywords 
into that directory.  It’s free.  Follow directions 
at maps.google.com.

Spyfu.com

One of the fastest ways to generate traffic 
and leads to your website is with PPC —  
a pay-per-click campaign.  Google AdWords  
is the huge leader in this category.  If you 
have a campaign going, or are thinking about 
doing one, www.spyfu.com is an amazing 
spy tool.  You can find out exactly what a 
competitor is spending daily on their ads, 
what the ads say, how much they are paying 
for clicks, how their ads are ranking on the 
page, and what keywords they are bidding 
on.  You can get results for the top ten 
competitors for specific key phrases,  
then click on their name to get detailed 
spending information. 

The free information access is limited to top 
ten results.  If you pay a modest $17, you can 
get three days of access to an unlimited 
number of sites, and can download their 
entire keyword lists (often hundreds of 
keywords) plus their bids.  You can then 
mimic these campaigns if you wish, without 
having to build one from scratch.  If you 
already have a PPC campaign, you’ll get 
plenty of fresh ideas.

Compete.com

Go to www.compete.com and enter your 
website address, along with one or two 
competitors’ addresses.  You will instantly see 
a line graph of comparative traffic to those 
sites over the selected timeframe.  The data 
comes from millions of registered online 
surfers (with their permission), so it is not a 
record of all visitors.  But it does provide 
good data to compare how your site ranks in 
traffic against your competitors.

Google Alerts

This tool was mentioned in a 
previous article, but is worth 
discussing again. Go to www.
google.com/alerts to set up a free 
account.  List whatever names, 
topics, or website addresses that 
interest you.  I suggest listing a few 
successful competitors (both 
company names and website 
addresses) who appear to be 
ranking high in the search engines.

You will soon begin receiving regular 
e-mail alerts from Google when their 
crawlers come across the companies 
you are researching. Often, they are 

posted press releases or references in blogs 
and articles.  It’s not a totally inclusive list of 
everywhere a name might appear, but gives 
you clues to the company’s visibility, and what 
is being said about them.  It also gives you 
insights about active blogs in your industry to 
which you may want to contribute your own 
comments.  By including your website 
address as an active link in your signature line 
on those blogs, it steadily builds the number 
of in-bound links to your website.

As you use these tools to learn what your 
competitors are doing to market themselves 
online, you will gradually see interesting ways 
to market your own site.  And you will 
become increasingly comfortable about 
Internet marketing, in general.   

Sylvia Todor is a partner with Silverado 
Press, offering Internet marketing resources 
for financial professionals.  She was formerly 
the Marketing Director for Financial Visions (a 
Smarsh, Inc. company), an IARFC technology 
partner that offers hosted website services at 
www.iarfcwebsites.com.  

Contact:  925 228 2024
sylvia@silveradopress.com
www.financialwebmarketing.com

Four Fun  
Ways to  
Spy on  
Your  
Internet 
Competitors

Sylvia Todor



A Candy Cain for New Year?

Happy New Year, everyone!  Phooey!  2008 
was certainly a miserable year for the stock 
market as it went negative to historical 
proportions.  These are incredible times in 
which we live.  History is unfolding before 
us each day.  Economically, there is no 
precedent for what we are experiencing.  
Yet, we must fight on.  We must steel our 
resolve and courage to wrestle the truth 
from the insidious caldron of ‘governmental 
cures for anything that ails us’.  Without truth 
as our rudder, we become nothing more 
than a boat in a sea created by our 
government with wind and current directed 
by our government.  We won’t understand 
why we are headed north when the winds 
are blowing south.  We won’t know the bow 
from the stern.  In the end, we won’t need 
to know the difference.  Sure, we can grab 
the wheel and pretend that we are steering 
our own course.  But unless we are 
connected to a rudder of truth, it is all just a 
game.  It is a sham.  It is a ruse.  I won’t 
allow readers of this publication to be 
duped.  These are extraordinary times!

The Bible tells us the story of Cain and his 
brother, Abel.  Cain killed his brother and 
when asked by God the whereabouts of his 
brother, responded with one of the earliest, 
and most famous, lies of all time.  He said, “I 
don’t know.  Am I my brother’s keeper?”  
Wow!  What a whopper!  Lying to God!  The 
scripture goes on to tell us that Cain was 
given a mark so that all could recognize him 
and not kill him.  I believe that mark 
rendered him to working for the government.

Well, I may be stretching things a bit here 
but the lying that our government dispenses 
these days is pretty much Biblical in 
proportion, I believe.  For instance, Citigroup 
is the latest poster child for deception and 
governmental rescue.  The Citigroup 
chairman said that the company was well 
capitalized and had plenty of liquidity.  He 
was then forced to accept billions in Federal 
Reserve note bailouts and in turn, issue 
preferred stock to the Fed paying 8% in 
dividends.  Now, I don’t profess to knowing 
much about supposed ‘capital’ and ‘liquidity’ 
these days but I do know that every 
bankrupt insolvent company professes to 
having a heaping plenty of both right before 
they are injected with magic Fed saviour 
money.  What strikes me is in all my studies 
of economics, companies that really and 
honestly make money don’t need help from 
our government in making their payroll.  One 

of the two parties here is playing the part of 
Cain.  Even worse, the day before the Fed 
propped up Citigroup, the famous Saudi 
Prince that invests his billions in the US stock 
market bought a few more billion dollars 
worth of their stock.  Do you think someone 
called him to give him a ‘heads up’?  Don’t 
try this at home.  Insider trading is illegal.  I 
don’t know if this actually happened.  I just 
think it is an amazing ‘coincidence’.  

President-Elect Obama addressed the nation 
on November 25 and talked about cutting 
government spending to help get our 
financial ship afloat again.  Good for him but 
then the current nest of monetary printing 
press addicts announced another $800 
billion of bailout bills on top of $200 billion 
funnelled to purveyors of debt inducement 
had been sent out that morning with more 
on the way!  That’s on top of the other 
trillions rained on the banking system over 
the past few months.  Mr. Obama makes a 
nice speech.  He sounds good.  I suppose I 
just need to go on whatever hallucinatory 
journey the rest of the world is on because I 
hear the dissonance of speech and actions.  
It sounds like utter insanity to me.  Wall 
Street is anxiously awaiting the Feds’ next 
move towards zero fed funds rates as if that 
is finally the starters’ gun for the next bull 
market.  Again, isn’t this the definition of 
insanity?  Greenspan took us to zero (or 
very close to it) and this act contributed 
mightily to our current demise.  Insanity – 
doing the same thing over and over and 
expecting a different result.  

The current collection of government-can-
fix-everything financial-insolvency-to-
solvency in a single government acronym 
bailout has been lauded for its response to 
our current ‘worst since 1929’ crisis.  But in 
effect they have only done one thing.  And 
that is to print money.  Lots of money!  A 
few months ago our country was in debt a 
few hundred million.  Now, it is in the 
trillions and counting.  Couldn’t a monkey 
have pressed the ‘PRINT’ button on the 
press and done the same thing?  Now my 
friends, here is the most critical point that 
you must understand.  This is the most 
fundamentally important point that you 
absolutely must understand about investing 
money.  Let me make this as simple as 
possible.  The stock market can be saved.  
There, I said it.  Let me repeat, ‘the stock 
market can be saved’.  I know the markets 
have been weak over the past year but we 

could easily move back up to our old highs 
and far beyond.  ‘How’, you ask?

Well, Zimbabwe did it and we are following 
the Zimbabwe model to the absolute letter.  
They are our heroes.  They are our idol.  They 
are the light of our path.  Their stock market 
valuation is pushing a quadrillion Zimbabwe 
dollars in capitalization.  You see, they 
unlocked the secret of which Mr. Bernanke 
and Mr. Paulson/Geithner (Obama’s choice 
to replace Treasury Secretary Paulson) share.  
The secret is to run the monetary printing 
press day and night, night and day, 
weekends, and holidays.  Pack dry ice around 
the machine so it doesn’t overheat.  Add 
zeroes to the bills coming out.  For every 
ailment, print.  If a bank is in trouble, print.  If 
a credit card issuer experiences rising default 
levels, print.  If your tooth hurts, print.  Got a 
headache?  Print.  Can’t reach the top shelf of 
your cabinets?  Print a stack to stand on.  
Stack ‘em high and let ‘em fly!  Print.  
Everything goes up when you print money.  
Especially, the stock market.

Oh, but there is one catch.  In order to make 
the stock market go up and keep the bankers 
rich, we have to deal with the inevitably nasty 
side effects of pulling sheets of money out of 
the perpetual printing press.  We will have to 
accept the destruction of our economy.  All 
that money will eventually be worthless.  In 
fact, Zimbabwe’s money has become so 
worthless that the company that prints it no 
longer wants to.  Their inflation rate is now 
officially in the millions.  Their unemployment 
rate is north of 80% and poverty is so bad, 
the President of Zimbabwe wouldn’t let 
Jimmy Carter in the country to have a 
look-see.  They don’t want the world to see 
the after-effects of the tsunami of economic 
ills unleashed by the printing press.  But their 
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stock market is up.  Isn’t that all that matters?  
Their 401(k)s and IRAs have extra zeroes at 
the end of their balances.  Isn’t that all that 
matters?  We have to save our big banks at 
any cost.  Isn’t that all that matters?  Sure, 
bankers have been busy bankrupting the 
world but it is bonus time.  Their executives 
need their bonuses.  Isn’t that all that 
matters?  Forget the Constitution.  Forget our 
laws.  Forget capitalism.  

Banks are in effect being seized by the Fed/
Treasury and sold to friends of the Fed/
Treasury with no vote from current 
shareholders.  Hey, if it makes the stock 
price go up, who’s complaining?  And, by 
the way, the price of crude moves in concert 
with the Dow.  Oops!  If you want the Dow 
to go up, so too must go crude.  That ought 
to be good for a sick economy.  Truth.  We 
can’t have one without the other.  

So now you know the truth.  You and I  
are being sacrificed for the betterment of 
the banks.  Your money, my money, 
taxpayer money, is being taken from us 
(because we were prudent enough to make 
some and save it) and given to the banks 
(who were imprudent enough in that they 
lost all of their money and forgot how to 
make any in a legitimate sense).  That 
ought to make the stock market go higher.  
It really ought to rile us to revolution!   
I am sounding and adapting the old 
revolutionary warning, ‘One if by land, two if 
by sea, three if by printing press’.  Our 
money is being stolen!

My purpose here is not to propagate misery.  
Rather, we can only fight if we know the 
truth.  We cannot fight while wearing a 
blindfold and the banking enrichment 
agents we refer to as our government want 
to keep our blindfold tight.  They do so by 
manipulating our fear and greed.  Mr. 
Paulson worked Congress to a point that he 
had them signing away the Constitution in a 
frenzied race to save our financial structure 
by buying ‘toxic assets’ only to then sit on 
the booty and ultimately redirect it to buying 
bank stock to buoy the banking directors.  
Mr. Bernanke strikes a calm, collected, 
‘Oz-like’ figure as he sits before Congress 
urging certain and immediate action ‘or 
else’.  The average American is too 
complacent, too trusting, too ignorant, too 
misinformed to understand the swindle.  
The keepers of the printing press know this 
and count on the ignorance perpetuation.  
I’m afraid if we all don’t come out of our fog 
soon, it will be too late.  Cain didn’t 
acknowledge that God could see his every 
move either.  

Albert Einstein sought the truth.  In the early 
1900’s, he had developed his mathematical 
formula to explain his ‘General Theory of 
Relativity’.  From this theory, of course, we 
now enjoy our modern wireless 
communications, lasers, and so on.  This 
theory profoundly changed the world in a 
technological sense.  Anyway, WWI broke 
out and delayed his pronouncement.  Given 
the extra time, he re-examined his formula 
and found it in error.  He went back to work 
and came up with a new formula.  This 
time, he was correct and was proven so 
with solar eclipse imagery.  The point is, 
even the smartest person ever to live made 
a few mistakes.  He made a few 
miscalculations.  What makes any of us 
think that the characters running our bailout 
system have the right formula?  All we really 
have is hope.  Unfortunately, I don’t think 
any of these people are competent.  I think 
they are all trying to eat soup with a fork!

What do we do with the truth?  We know 
two things.  One, recessions and bear 
markets are part of the economic cycle.  
They eventually end yielding a new bull 
market.  Why are we suddenly so afraid?   
I suspect the fear is getting fanned by the 
banking arms that want their loan portfolios 
restored.  Two, bear markets wash out weak 
holders.  Let’s face it.  Greed attracts people 
to bull markets.  A lot of these people can’t 
deal with the effects of a bear market.  They 
pull out.  Once all the weak holders are 
purged, the market can be guided by real 
investors and sanity and profits eventually 
return.  I suspect there is some more 
purging that needs to play out.

On a global perspective, keep your eye on 
Russia.  I believe in the grander scheme of 
things, the high price of oil and commodities 
over the past year gave Russia and its leaders 
too much power for the power elite super 
rich that run our planet.  Therefore, the best 
way to take down Russia’s Putin and 
Venezuela’s Chavez is to crush the price of 
oil.  They can do that by buying the US dollar, 
which in turn, drops the price of crude.  
Russia will soon face the hard decisions of 
insolvency, default, and devaluation.  When 
you see Russia cry ‘Uncle’, you will then see 
the trend change violently back to an inflation 
wave.  The dollar will depreciate and oil will 
rise taking the major indices with it.  Until 
Russia is brought to its knees, the current 
trend will live on.

So, is it time to panic?  Money can be made 
with the indices falling.  Many people are 
exiting the investing arena and this is a 
normal bear market reaction.  I believe the 

best course of action for true investors is to 
fight for the strategy that works given market 
conditions.  At the end of the day, all we 
want is for our investments to rise from the 
lower left hand corner of the chart towards 
the upper right hand corner of the chart.  I 
have just described what is known as an 
‘inverse’ investment given the Dow’s 
opposite movement over the past year.  
Now, does it really matter if we are using an 
‘inverse’ investment?  No.  Growth can result 
from either market direction.  We just have 
to make sure we have the right investments.  
US Government bonds have been one of 
my favorite assets.  Why?  One of the last 
bullets our government has left is a wave of 
refinancing.  They must lower rates to zero, 
subsidize mortgage companies that write 
super low rates, and enjoy a few more 
months of the con game.  I believe we will 
all refinance our houses at 4% or lower in 
the coming year.  That’s why government 
bonds will prosper in my opinion.  Of course, 
I could always be wrong…  

Barry M. Ferguson, RFC® is the President 
and founder of BMF Investments, Inc. an 
independent SEC registered Investment 
Advisory fee-based money management 
firm located in Charlotte, North Carolina. 
Barry has more than a decade’s worth of 
experience in the financial services industry. 
He has a diverse background ranging from 
financial software consultant to registered 
representative of investment products to 
President of an Investment Advisory firm.  
His strong technology background has been 
beneficial in today’s ‘information age’ market.  

Contact: 704 563 2960
barry@bmfinvest.com
www.bmfinvest.com
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Now that the financial and political world 
has started to use the ‘R’ word (Recession), 
the smart insurance and financial advisors 
will develop a sales strategy to KEEP and 
ATTRACT more clients.  Here is a basic 
outline that might give you some key 
direction for 2009 and your own practice:

1.	 	Ask	yourself	what	the	average	
person	is	worried	about	with	their	
investments	and	insurance,	such	as:

 a.)  Will my insurance company SURVIVE 
the recession?  For the top 3 
companies you write with, ask their 
insurance company personnel to 
provide you with the companies’ 
latest financial statements.

 b.)  Does my advisor contact me to 
make sure I have my questions 
answered?

 c.)  Should I change my benefits to 
lower my costs?

Make sure you KNOW what your clients are 
thinking these days.  It might be a good 
time to contact your top 25-50 clients and 
ask them to complete a recession survey 
about their coverage and their investments.  
Identify 10-15 questions you want to ask 
that require only a Yes or No answer,  
or a very short response, and then go to 
www.surveymonkey.com to create the 
survey.  Then, send a letter, or call, or  
e-mail your clients and ask them to take  
15 minutes to complete the survey.   
You may be surprised to see what  
they’re concerned about.  It might be very 
different than what you think!

When you tabulate the survey responses, 
then you can create a viable strategy  
to prosper in your sales over the next  
3-5 years.

2.	 	Since	the	focus	of	most	of	my	
articles	are	about	selling	LTC	and	

Critical	Illness	insurance,	I	would	
suggest	the	following	recession-
proof	strategies	to	keep	selling	
those	products	during	these	
difficult	times.

 d.)  Start your sales appointments  
by reminding your clients and 
prospects that the greatest threat  
to one’s retirement plan isn’t  
interest rate risk or market risk;  
it’s living a long life.  Failing to 
prepare for long term care was 
recently cited in a Wall Street Journal 
column as one of the 10 biggest 
mistakes that investors are making 
with their retirement savings.

 e.)  Be direct with your clients.  Ask them 
if they can imagine long term care 
happening to them.  If it did happen, 
tell them what the daily cost of care 
is in your area TODAY.  And then talk 
to them about the options for 
handling those costs.

 f.)  Stay focused on why you’re there.  
Yes, you understand your clients’ 
concern about the rough economic 
times right now.  That’s even MORE 
reason to plan for their future health 
needs.  If you agree too much with 
their opinions on what will happen, 
or start to talk about universal health 
care in the U.S., you won’t be able  
to close.

3.	 	Critical	Illness	insurance:  Some of 
your clients may be losing their health 
benefits as their companies reduce 

benefits, their employer may downsize 
and eventually your client could get  
laid off.  It’s really time to tell them  
about Critical Illness insurance!  This 
type of coverage pays a lump sum to 
the policyholder when they have an 
illness like a stroke, heart attack,  
cancer, or 9 other conditions.  That  
lump sum may be the family’s life  
raft as your client recuperates.  Run  
a quote and tell them to prepare  
since the stress of a long-term  
Recession could no doubt affect  
their health.  This is the perfect 
insurance for the 40- to 50-year olds 
who may want to put off buying long 
term care coverage right now.

4.	 	Long	Term	Care	insurance:  Your 
older clients and prospects do not have 
the opportunity to re-earn their nest egg 
and the losses they have suffered in the 
stock market in 2008.  Losses could be 
anywhere from 25 to 60%, depending 
on what they are invested in.  Long term 
care insurance becomes even MORE 
important to them now!  You may want 
to focus your LTC sales efforts on those 
clients who are 60 or better in age.  
They know they have to make a decision 
to protect their nest egg from an even 
greater risk… the impact of future health 
care costs.

5.  Fixed	Annuities:  Yes, I’m mentioning 
these types of annuities because  
the interest rates that are now being 

Create a  
Recession  
Sales Strategy

NOW!
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To market your product  
and services to the IARFC 

membership, contact 
Wendy Kennedy  

513 424 6395 x14

Make the best use of 
your advertising dollar...
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offered are higher than a CD can  
get, they’re safe with an A-rated 
company, and for those clients that 
cannot health-qualify for a Critical  
Illness policy, or a long term care  
policy, a fixed annuity can be another 
solution you can offer to help plan for 
the future.  Select a short-term fixed 
annuity with a 2, 3, 4, or 5 year 
surrender period.  Why?  When the 
Recession is over you’ll be able to 
reposition your client’s assets into 
something even better.  Re-positioning 
CD $$ to something that earns twice the 
interest rate that their CD does is a great 
door-opener.

So now… get busy!  Plan a strategy that  
is unique to your practice with the 
information you receive from your client 
survey.  Your sales will be right on the mark 
and laser-focused.  And with that focused, 
you’ll prosper… no matter what the 
economy does!   

Wilma G. Anderson, RFC® and Investment 
Advisor Representative, is based in Littleton, 
CO.  She is known as The LTC Coach and 
Critical Illness Coach and is America’s 
leading LTC and Critical Illness sales trainer.  
Wilma offers sales systems, DVDs, 
workshops, provides personalized coaching 
programs for Agents and insurance 
companies, and speaks nationally about  
LTC and Critical Illness — and creative ways 
for clients to acquire thse products.

Contact:  720 344 0312
wilma@TheLTCcoach.com
wilma@CriticalIllnessCoach.com

CONTINUED FROM PAGE 19      
CREATE A RECESSION SALES STRATEGY NOW!

Software, Training and Support for Financial Advisors

The� Suite

MAKE YOUR SALES SOAR!

“Practice Builder, CRM software, is the single most important 
piece of software in terms of managing your business and 
client contact. Practice Builder has landed me over a million 
dollars in new money this year by touching prospects I would 
never have re-contacted without the software.  It’s great for 
client management, mailing lists and delete lists and there are 
thousands of customer letters if you want to drip market. It is 
also very competitive in price and you can order only the 
modules you need.”

Steven G Johnson, VA

“Plan Builder is intuitive and easy to use.  I love the traffic light 
checker that let’s me know if I’ve forgotten some important 
detail.  Plan Builder let’s me create a concise client friendly 
proposal using great graphs to quickly illustrate problems and 
solutions.  I have doubled my planning fees and doubled my 
life and annuity sales.”

Dave Williams, IL

•   FINRA Reviewed

•   Develop high quality, colorful, comprehensive financial plans

•   Create unlimited “what-if scenarios” — including Monte Carlo simulations

•   Present product solutions powerfully, swiftly and dramatically

•   Easily justify a substantial planning fee plus product sales!

Client Relationship Management (CRM) alters how advisors practice. Acquire and 
maintain our clients’ Top of Mind Awareness; reduce your professional liability 
and improve operational efficiency.

View a free fully interactive web demo of Practice Builder.  Witness how easily you 
can make your office more efficient and produce a consistent flow of referrals.

Financial Planning Consultants — providing innovative software, training, practice 
management and marketing service to the financial professionals since 1969

Call for a Free Live Demo     800.666.1656 ext. 13 
or email   Sales@FinancialSoftware.com
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Protecting Your Nest Egg is Equally, if Not 

More Important than Growing It!

As financial advisors, we are required to take 
exams, acquire licenses, and perform 
continuing education, with the primary 
objective of helping our clients:

Protect wealth
Save wealth
Grow wealth

However, the harsh reality is that the large 
majority of our industry tends to focus 
mostly on the growth component, and 
often overlooks the protection component.  
This can be very dangerous and damaging if 
we neglect to insulate our clients from 
circumstances that could cause severe 
financial hardship…or ruin.  

What I’ve found to be true is that the vast 
majority of clients I meet with who are 
currently working with a financial advisor are 
not adequately protected against 
unexpected events such as:

•   A car accident and major lawsuit
•   A critical illness
•   The need for long-term care
•   A major disability
•   One spouse passes
•   Both spouses pass together 
•   An unexpected coma
•   Estate tax issues
•   Probate costs and administration

However, if I meet with a client and ask 
them to provide me with in-depth details 
about their current investments, they can 
usually answer this question rather 
effectively (why they chose their advisor, 
what investments they own, their asset 
allocation, etc.).  

So why is it that most financial advisors 
don’t work extensively to ensure their clients 
are as educated as they should be, and that 
their client’s wealth is protected as well as it 
should be?  

I think the answer is very simple… most 
clients do not like to purchase, discuss, or 
be sold any forms of insurance.  Most 
clients view insurance as “throwing money 
down the drain”.  The perception and belief 
is usually that it will never happen to me!  
And because statistically speaking they 
might be correct, sometimes financial 

advisors prefer to steer away from wealth 
protection and focus on the “fun stuff”…
growing wealth… investments.

So what I’ve attempted to list below are 
some topics that I strongly feel must be 
discussed when creating a sound 
comprehensive plan for our clients: 
 

Lawsuit Protection:

•   How much will you be protected if you 
are sued from an accident that occurs in 
your car?   In your home?

•   What are the deductibles on your car?  
Your home insurance?

•   Does your home insurance have full 
replacement value?

•   Do you have receipts, pictures, or a video 
of your home contents in the event of 
something such as a fire?

•   How should your car be titled?   
Individual?  Joint?

Disability Insurance:

•   Do you have short-term disability, 
long-term, or both?

•   How long is your waiting  
(or elimination) period?

•   What percentage of your salary does it 
pay for?

•   How long does it pay for? 
•   Is there a cost of living adjustment to 

keep pace with inflation?
•   What is the definition of disability?
•   What are the tax consequences?
•   Is there a maximum amount per month?
•   Does this disability insurance cover your 

salary and commissions?
•   Does it have an own occupation clause
•   Is individual disability insurance a  

better option?

Long Term Care:

•   At what age should you consider 
purchasing it?

•   Do you really need it?
•   How much does it cost?
•   How much should you choose for your 

daily benefit?
•   How many years should your benefits  

pay for? 
•   Does it make sense to own a cost of 

living rider?

•   What carriers have the strongest  
financial ratings?

Medical Insurance:

•   Does your medical insurance carry a 
maximum benefit limit?

•   Which types of insurance are best: HMO, 
PPO, HSA, FSA?  What are the 
differences?

•   What is your deductible or co-pay?  
•   What is your maximum out-of-pocket cost?
•   What are the differences between 

in-network and out-of-network?

Social Security:

•   How do you read your statement?
•   At what age can you begin taking 

benefits?  When should you?
•   What is your full retirement age?
•   What are the tax ramifications?
•   What are the spousal benefit options?

Wills and Trusts:

•   What is the difference between a Will and 
a Trust?

•   Which should you have?
•   If you have one, is it outdated?
•   What is a Living Will?  Do you have one?
•   What are Durable Powers of Attorney?   

Do you both have them?
•   What are Health Directives?   

Do you both have them?
•   What is the difference between a 

Revocable or Irrevocable Trust?
•   Who should be your Guardians?  Who 

should be your Trustees?
•   Is your Trust properly funded? 

Life Insurance:

•   Do you know exactly what type of life 
insurance you own now?

•   What are the different types of life 
insurance, and what kind should  
you have?

•   How much total coverage should you 
have?  And your spouse?

I firmly believe every financial advisor  
should practice what we preach!  In other 
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words, we should all be able to prove  
to our clients that we are doing the same 
things in our own personal life that we  
are recommending for them… which is 
being fully insulated from the things that  
can severely damage us, our families,  
and our practice.

Although a large part of our job as financial 
advisors is helping our client’s save and 
grow wealth, it cannot begin and end 
there.  Protecting our clients from 
unexpected events that could cause 
financial ruin can be just as important, if not 
more important, than growing wealth.  

The harsh reality is that you can spend a 
lifetime doing a great job helping your client 
accumulate wealth, or achieve what you 
believe to be a superior rate of return.  
However, should there be an unexpected 
event that was not planned for in advance, 
both you and the client can lose a lifetime 
of hard-earned wealth… and potentially 
cause a lifetime of financial pain.   

Christopher P. Hill, RFC®, is a financial 
advisor in Tyson’s Corner, Virginia.  Chris 
started his career in financial services as a 
college intern assisting an experienced 
stockbroker.  He was first involved in working 
in portfolio management and ultimately Vice 
President of Marketing and Sales.  In 2001 
he formed his own company and he has 
now built a team of professional specialists 
to provide superior customer service.  
Securities offered through The Investment 
Center, Inc..  Member FINRA/SIPC

Contact:  703 917 8501
chris@wealthandincome.com
www.wealthandincome.com

CONTINUED FROM PAGE 21      
PROTECTING YOUR NEST EGG IS EQUALLY, IF 
NOT MORE IMPORTANT, THAN GROWING IT!
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S  T  A  P  L  E  S     C  O  N  T  R  A  C  T     D  I  V  I  S I  O  N

The Staples advantage at work.®

International Association of Registered Financial Consultants 
(IARFC) is pleased to introduce the new Staples Business 
Advantage office supply program for all IARFC members!

Your Staples Business Advantage Program provides:

• Deep Discounts on a market-basket of items available through StaplesLink.com.

• Fast and Easy internet, phone or fax Credit Card ordering 
(AmEx, Discover, MasterCard or Visa accepted).

• Free Next Day Delivery on all in-stock items for all orders transmitted by 4:00 

Power Guarantee.

• JD Powers & Associates Certified Customer Service.

Making it easy for IARFC

To Register Now:

OR

Please enter this case-sensitive address exactly as written to ensure proper access to the 
registration form. Once you submit your on-line registration form, we will contact you to get started 
on the program.

Staples Business Advantage, the contract and commercial division 
of Staples, combines the purchasing volume across all IARFC 
members to create an office supply program specific to your needs.  

ordering on StaplesLink.com. The Great Prices and selection only
Staples can provide, delivered right to your office, with the ease and 
convenience of Internet ordering.

Staples offers UNBELIEVABLE Prices in conjunction with internet 

Please enter in the following address to register on-line.  

OR you can contact Denise Fraiser via email @ Denise.Fraiser@staples.com.

IARFC member location.

Interested in Saving?

• Reduced Costs and Overall Savings with the IARFC Group Purchasing 

• Denise Fraiser, Dedicated Account Manager responsible for the needs of each 

p.m.

Editor@IARFC.com
Contact

http://linkregistration.stapleslink.com/c/s?RegFormId=501284 
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the new Staples Business  
Advantage office supply program  

for all IARFC members!
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Seize the Opportunity to  

Help Your Clients Survive  

Their Economic Disaster!
As a Registered Financial Consultant I’m 
sure you’ve been reading all the bad news 
about the plummeting stock market.  During 
the past six months it’s been dropping like a 
stone.  Consider, just a few months ago, at 
the end of May 2008 the S&P 500 was at 
1530, and as of November 20, 2008 it was 
down to 752, it’s lowest level since 1997.  
That’s a loss of over 50% in less than six 
months.  That’s much worse than the losses 
we experienced in 2000 thru 2002.  

Unfortunately, these stock market losses are 
likely to be just the tip of the iceberg.  Jack 
Gargan, the founder of the IARFC had this to 
say in a recent email:  “My bet is we’ll miss 
the hyperinflation (which ALWAYS ends in a 
big bust, anyway) and experience a 1930’s 
type depression with falling wages and 
prices across the board, horrendous 
unemployment rates, rampant poverty, civil 
disorder in many cities and all the bad 
things that can happen to a society which 
would not live within its means.”

Remember, it was only a few months ago, in 
May 2008 that we were reading headlines 
from the sensationalistic press like:  “Broad 
S&P 500 Hits Record High!” (Washington 
Post); “S&P’s Long-Awaited Milestone!” 
(Newsday)  “New Record for a New Era!” 
(USA Today).  It seemed that everyday we 
were getting reports in the newspapers, 
magazines and TV about how you could 
make a ton of money in the stock market.  
You’d hear how the S&P 500 Index closed at 
its highest point ever.  How, if you had 
invested in this mutual fund, you would have 
made 46.84% last year.  Or, if you had been 
invested in this mutual fund over the past 
twenty years, you would have made 349%.

It’s time to tell the whole truth, and put 
investing in the Stock Market into its proper 
perspective!

Let’s start by talking about what’s really 
happened with the three major US Stock 
Market Indexes over the past twenty years.

S&P 500 Index

At the end of 1988, the S&P 500 Index was 
at 277.72.  It started climbing rapidly during 

the 1990s, in one of the best times ever for 
the US stock market.  The S&P 500 set a 
record high of 1,527.46 on March 24, 2000, 
at the peak of the dot-com boom, and then 
quickly lost 49% in less than three years.  It 
hit bottom at 776, on Oct. 9, 2002.  It took 
over 8 years to recoup all of the losses it 
experienced in 2000, 2001 and 2002.  It 
didn’t get back to its original high point until 
May 30, 2008 when it closed at 1,530.23.  
And, now the market is plummeting again.  
As of October 31, 2008 the S&P 500 had 
dropped to 968.75.  How much further 
will it decline?  Who knows?  How much 
money will people lose this time?

The S&P 500 actual rate of return 
for the past 20 years, from 1988 
thru October is 249%.  That may 
sound like a lot, but it’s only 6.5% 
per year.  And, remember no matter 
who’s mutual funds (or managed 
account) you have your money 
invested with, there are annual fees that 
are reducing your returns, whether you 
make money or not. 

Dow Jones Industrial Average

At the end of 1988, the Dow Jones 
Industrial Average was at 2,169.  The Dow 
closed at all time high of 11,722.98, on 
January 14, 2000 and then rapidly declined.  
On October 3, 2006 it closed at 11,727.34, 
to establish a new high, taking 6 years 9 
months to recover.  It then climbed to a 
new record high of 14,164.53 on October 
9, 2007, and has been dropping since then. 

As of October 31, 2008 the Dow is down 
to 9,325.  That’s a 330% total return over 
the past twenty years, which equates to 
only a 7.63% annual return. 

NASDAQ

At the end of 1988, the NASDAQ was at 
381.40.  The NASDAQ reached it’s high of 
4,696.69 in February of 2000 and then 
declined quickly over the next few years to 
its low point of $1,172.06 in September 
2002.  It never fully recovered from its 
losses, and has been hovering around 
2,200 for the past few years. 

As of October 31, 2008 the NASDAQ  
was down to 1720.95.  That’s a 351%  
total return over the past twenty  
years, which equates to only a 7.91% 
annual return. 

85% Of The US Stock Mutual Funds  
Don’t Beat The S&P In Any Given Year

It’s important to consider that the majority of 
all of the mutual fund managers are 
compensated mainly by how their funds 
perform compared to the S&P 500 Index.  
And it’s a historical fact, that on average, 
only about 15% of mutual fund managers 
are able to beat the S&P 500 stock index in 
any given year.

Let’s compare the ‘US Equity Mutual Fund’ 
performance supplied by Morningstar 
against the S&P 500 Index for one, three, 
five, and ten-year periods, looking back from 
April 30, 1995.  (Remembering that the 
1990s was one of the best times in history 
for the stock market.)
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performance of the S&P 500 Index over the 
past 10 years ending in 2007.

During the 1990s, in one of the best times in 
history for the market, the S&P 500 provided 
an annualized return of 17.3%, compared 
with just 13.9% for the average equity mutual 
fund.  During the 1990s, the total shortfall 
between actively managed mutual funds and 
the market as measured by the S&P 500 was 
a whopping 3.4% per year.  And, that doesn’t 
take into account the expense ratios, fees and 
loads in those funds.  The expense ratio 
alone of the average mutual fund was about 
1.3% during the 1990s.

In 1981, the expense ratio for the average 
stock fund was 0.97%.  According to 
Morningstar, in 2003 the average expense 
ratio was 1.6%.  When you add in turnover 
costs and other expenses such as 12b-1 
fees, and the average stock mutual fund has 
annual fees that run as high as 3% a year.  
On top of that, scores of mutual funds carry 
load fees, of up to 5.75% on the front end 
or back end of a purchase. 

How Do Annual Fees and Expenses 
Affect Returns Long Term?

Here’s what Stephen Schurr, TheStreet.com 
Senior Editor had to say:

“Folks, the greatest thing you have 
working in your favor as long-term 
investors is compound annual growth.  
High costs are the mortal enemy of 
compound annual growth.  Why?  
Consider this example from Vanguard 
founder John Bogle’s great book, 
Common Sense on Mutual Funds.   
A $10,000 investment that grows at  
12% a year for 40 years (good luck 
finding 12% a year for the next 40 years, 
but stay with me) would be worth 
$931,000.  Now, lop off the two 
percentage points for a 10% average 
annual growth rate, and you’re left  
with a $453,000 — less than 49% of the 
value of the 12% return!” 
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The 1995 results: * 

•   Of the 1,097 funds Morningstar covered 
for the one-year period, 110 beat the 
S&P 500, while 987 fell short.  Results 
ranged from 46.84% to -32.26%, while 
the S&P 500 attained a 17.44% return. 
(Only 10% of the fund mangers beat the 
S&P 500.)

•   During the three-year period, the S&P 
500 returned 10.54%, while results in the 
funds varied from 29.28% to -15.02% 
compounded, annually.  Of the total  
609 funds, only 266 beat the S&P 500.  
(Only 44% of the fund mangers beat  
the S&P 500 in those three years even 
though we were at one the best times in 
history for the stock market, because of 
the dot-com boom.)

•   Shifting to the five-year period, of 470 
funds, 204 beat the S&P 500.  Results 
ranged from 27.35% to -8.51%, while the 
index racked up 12.62%.  (Only 43% of 
the fund mangers beat the S&P 500 in 
those five years even though we were 
one the best times in history for the stock 
market, because of the dot-com boom.) 

•   At ten years, only 56 of 262 funds 
managed to beat the index, and results 
varied from 24.77% to -4.06% 
compounded annually against 14.78% for 
the S&P 500.  (Only 21% of the fund 
mangers beat the S&P 500.)

*Beating the S&P 500 Index with Market 
Timing, http://www.equitrend.com/
equitrendbetter.aspx

Here are some later actual results in 1998:

In 1998, only about 10% of U.S. equity 
funds beat the S&P 500, about the same as 
in 1997.  But in 1997, when the S&P logged 
33.7%, fund managers still earned a plump 
24.1% total (including reinvestment of 
dividends and capital gains).  In 1998, the 
total return of the S&P is 21.9% (through 
Dec. 11), but the average domestic equity 
fund could scrape together only 7%, 
according to Morningstar Inc., which supplies 
fund data to Business Week (table, page 
156).  That’s the worst showing since 1994. 

The S&P 500 Index Fund,  
http://www.fool.com/mutualfunds/
indexfunds/indexfunds01.htm

In more recent history, only 4% of diversified 
US stock mutual funds have beaten the 
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Top Industry Secret Revealed...

www.InsuranceProShop.com

“The Big Money Is NOT In Being An Agent or Advisor... 
It’s In Learning How To Effectively Market,  

Get Leads And Magnetically Attract  
The ‘Right’ Prospects To You.”

When You Learn How To Do That, Your Life And Business  
Will Become Enjoyable, Simple And Prosperous!

Get My Secrets NOW!

FREE E-book…  
“How To Attract and Sell The Ideal Prospects 

For Your Products and Services.”

Call Today… 877-297-4608

CONTINUED ON PAGE 25



$100,000 invested on Dec. 1999 in a 
typical deferred annuity would be worth 
as of 10/29/08 — $142,331 (based on a 
4% interest rate per year)

Who knows what the future will bring.  Will 
the stock market continue to deteriorate?  
Will interest rates start to climb?  Who 
knows?  One thing for sure, most average 
middle-income families can’t afford to lose 
what little money they’ve saved.  So, with all 
the risks involved, do they really belong in 
the stock market?

We have a great opportunity to really help 
our prospects to weather this last financial 
storm.  They need and want our help to 
achieve the financial security they’ve been 
dreaming about and deserve.  Aren’t fixed 
and indexed annuities a way for us to give 
these middle income families the safety, 
guarantees and growth they are looking for?

It’s time for every advisor to step up and start 
making a real difference in people’s lives!   

Lew Nason, FMM, LUTC, RFC®, with son and 
co-author Jeremy Nason, RFC® , FMM and 
Will Nason, RFA®, FMM are the founders of 
the Insurance Pro Shop® and the creators of 
the Found Money Management™ 
Advanced Life Insurance Sales System, the 
most endorsed and successful Life Insurance 
prospecting and sales system available for 
today’s insurance professional!  Lew has 
been helping agents and advisors to achieve 
long-term success in financial services 
industry for over two decades. His unique 
perspective, on how to truly help clients, has 
enabled scores of agents and advisors reach 
the top levels of their profession. 

Contact:  877 297 4608
coach@insuranceproshop.com
www.insuranceproshop.com
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Four Things I Hate About Mutual Funds, 
http://www.thestreet.com/funds/
stephenschurr/10103781.html

Warren Buffet, the world’s greatest investor, 
said it best;  “I would not invest in mutual 
funds, but if I did, I would choose an 
index fund.  For most small investors who 
don’t have time to research individual 
companies, cheap index funds are the 
best way to invest in the stock market.”

So, why do mutual funds and managed 
accounts continue to be so popular?    Well, 
there isn’t much money to be made long 
term by investment advisors who put their 
clients money into an indexed or fixed 
interest rate deferred annuity.  They make a 
whole lot more money from managing their 
client’s money long term with their annual 
management fees.  But investment advisors 
wouldn’t put their clients in an investment 
that performs worst just to make more 
money would they?  Hmmmm

Why do the magazines, newspapers and 
television stations push investing in the 
stock market?  Is it purely a profit issue?   
Will these magazines, newspapers and 
television stations lose money if they were 
to tell us the whole truth about investing in 
the stock market and the Investment 
Companies were to stop buying advertising 
space?  Hmmmm 

Why do broker/dealers want to make 
indexed annuities come under the purview 
of FINRA?  Do they want to protect the 
consumer, or their profits?  Hmmmm

Does Wall Street want investors to focus 
more on short-term trading, and less on 
long-term planning?  If investors trade more 
wouldn’t that increase Wall Streets’ fees and 
commissions?  Hmmmm

Based on the above data where would  
your clients have fared better during the 
past 9 years…

$100,000 invested on Dec. 1999 in a 
typical S&P Index Mutual Fund…  
(that probably would have outperformed 
the vast majority of mutual funds)  
would be worth as of 10/29/08 — 
$63,308 (less all the fees and expenses  
for the past 9 years)

$100,000 invested on Dec. 1999 in a 
typical index annuity would be worth as 
of 10/29/08 — $134,331 (based on an 
8% cap per year)
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Lew Nason, FMM, LUTC, RFC®

SSN
: 457-55-5462

Never share your social security number unnecessarily.

I’m Todd Davis, CEO of LifeLock®, 
and yes, 457-55-5462 is my real 
social security number. I give it out 
just to prove how safe your identity is 
with LifeLock.

LifeLock, the leader in identity theft 
protection, works to help stop identity 
theft before it happens by proactively 
reducing your risk. And what we don’t 
stop, we’ll fix at our expense, up to 
$1,000,000.

USE 
PROMO CODE

LLIARFC10% OFF
CALL 800-LIFELOCK

OR VISIT  LIFELOCK.COM
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We are very excited to work with IARFC who has once again found a service with comprehensive benefits for their advisors.  
IARFC recognizes the importance of educating you to take your business to the next level.

What is Copytalk?  You talk.  We type. (A mobile documentation service.)

What tools do I need?  Cell phone or any phone, and an email address.

What do I use it for?  Follow-up and case notes from client interactions, draft 
correspondence and follow-up letters, track expenses, create action 
lists for yourself or for your assistant, and more!

What’s in it for me?  Value.  Peace of mind.  Liberation. 
Recapture time spent on administrative drudgery, streamline tasks,  
increase productivity and enhance relationship-building skills.

  Shrink Administrative task time.  Gain time to spend  
where YOU need to be.

  Better communication nurtures relationships that yield  
horizontal and vertical business growth opportunities.

  Comprehensive notes retained: exposure reduced.

  Compliance and suitability documentation: satisfied.

A simple process:  Speak your notes, and they arrive in your email box  
in less than 4 business hours!

  Transcription is done by human transcriptionists in controlled facilities 
in the USA — the most reliable voice-recognition system available.

  Security, Confidentiality, and Privacy are built into our special systems.

  24-hour-a-day access.  Unlimited Dictation.

Cost:  Less than a cup of coffee per day.  No Contracts.

Seasonal Promotion:  IARFC members can subscribe for only $5 for their first  
30 days of Copytalk!  Thereafter, the rate is $49.95 per month  
($30 off the regular $79.95 rate.)   
http://www.copytalk.com/IARFC

Point of contact:  Nancy Jenkins, Director, Growth and Development 
Email: nancy.jenkins@copytalk.com 
Phone: 1-866-267-9825 X160
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A Message from the Founder

The Focus for Many is Still on Food

As I start writing this week’s newsletter it is 
Sunday, December 7th, 2008.  Pearl Harbor 
Day.  Hard to believe that was sixty-seven 
years ago!  That was a Sunday, also.  I 
remember it all like it was yesterday.  I was 
eleven years old and we had recently 
moved from Wildwood, New Jersey to 
Prospect Park, PA.  A lot of water under the 
bridge since then!  Mostly good, for me 
anyway.  Hope it has been for you, too.

Its also hard to believe here I am literally 
half way around the world, starting a new 
life and enjoying every moment of it!  Its 
just one beautiful Fall day after another here 
in Ban Wang Phoem, Thailand.  Thank God 
no rain for some time now and I hope it 
stays that way for at least the next several 
weeks as the rice crop is still cut, bundled 
and stacked in the fields waiting for the 
threshing machine crew to come through 
and finish the job.  A rain now would not be 
good!  As we drive around the area at night 
we can see the threshing machines all lit up 
as they work well into the night trying to get 
this year’s crop in.

Not much in the way of big news week 
unless you count our purchase of a few rai 
(acres) of rice land over on the main highway 
to Udon Thani.  The former owners will 
continue to farm it and keep two-thirds of the 
crop for their expense and efforts.  We will get 
one-third as landowners without having to do 
a thing or pay any of the planting or 
harvesting costs old style “sharecropping!”

Hopefully, in addition to it being a good 
long-term investment (short-term is 
questionable given the bad economy here 
and around the world), it should provide 
Pan and Som-o some sort of modest extra 
income when I am no longer around to take 
care of things.  Much as Pan is in denial and 
refuses to even talk about it, the fact is I 
don’t have that many years left, even 
though I don’t act it (or feel like it!).  And, 
with the big government loan she is still 
trying to pay off as a result of her previous 
bad marriage, there is precious little left 
from her teacher’s salary to support her, her 
mother and Som-o.

The King of Thailand’s birthday was Friday 
and another good excuse for national 
festivities and celebrating!  Unfortunately, he 
had a sore throat and could not give his 
planned speech (everyone was anxious to 

hear his comments about the 
recent troubles).  

Hopefully the political turmoil that 
caused the closure of both major 
airports are over .  Everyone wants 
to believe that the troubles, at least 
politically if not economically, are 
now behind us and things are 
getting back to normal.  

Just saw a report they are 
expecting over a million layoffs next 
year in the manufacturing business 
here in Thailand.  That’s really bad!  
But it should not affect us very 
much out here in the boonies 
where the only manufacturing 
facility is a big net factory about 
12km out of town.  Of course, it is the only 
employment around for several thousand 
locals.  Hopefully it won’t get hit too hard.
 
Because we have been so blessed, Pan and 
I are planning to find a way to give ten 500 
baht “scholarships” every month in addition 
to the ones that we are already doing.  500 
baht is only about $15 US, but it would 
make a WORLD of difference to these 
mostly impoverished rural children!  Kids at 
the local elementary, middle and high 
schools would be the recipients  and the 
vast majority would be considered to live in 
extreme poverty, even by Thai standards.  

We call them “scholarships” not for tuition 
purposes, but to put food on the table or 
buy school uniforms or whatever basic 
needs their family has.  This program is very 
dear to Pan’s heart as she vividly remembers 
the hardships she and her siblings faced 
growing up.  Only she and her older sister 
made it all the way through high school and 
then college, a rare accomplishment in rural 
Thailand for poor kids in her time.  A bit 
better today thanks to a strong student loan 
program sponsored by the government..
 
It is now Monday night.  The threshing crew 
arrived this afternoon and finished the three 
fields we planted on shares.  We got nearly 
150 big bags from those fields!  The crew is 
now eating supper at Farmer Laap’s house 
and will finish off our field by tonight.  It is 
only 6:30 PM but has been dark nearly an 
hour already so they will use floodlights to 
complete the threshing and deliver the bags 
to our rice house.  

In a previous newsletter I mentioned that 
the farm produced 300 bags of rice last 
year.  I misunderstood.  It was actually  
three hundred “bowls”.   There are three 
bowls to a bag. so it was only 100 BAGS of 
rice from 5 of the 6 fields.  We have already 
threshed 150 BAGS of rice from the three 
share crop fields and we still have our own 
field to harvest.

Neighbors, Thong Lee and Mong will  
harvest their own fields separately. Judging 
from the size of the stack of bundled rice 
awaiting the thresher, I’m guessing we will 
get 35 or 40 more bags.  I’ll know later 
tonight when they finish and bring the bags 
to our rice house.

In this rural community hard work is 
expected, but there is great sharing and 
community spirit.  It makes me think of the 
rural American heritage I grew up with.   

In 1984  Jack Gargan formed the IARFC 
beieving in comprehensive planning and 
continuing financial education.  About ten 
years later his career shifted to politics 
and he formed the Independence Party of 
America.  A resident of Cedar Key, Florida, 
Jack was starting to enjoy retirement and 
relax.  And then at the 2006 Forum where 
he presented the first Founders Award, he 
rekindled his interest in financial planning.  
Jack traveled to Thailand and fell in love 
with the people, the culture and the 
country.  Now he lives in Ban Wang 
Phoem, Thailand starting all over again.  

Contact:  cedarkeyjack@yahoo.com

Jack Gargan, RFC®
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  Edwin P. Morrow 
Financial Planning Consultants, Inc. 
Financial Planning Building, PO Box 42430, Middletown, OH 45042-0430, USA

 Phone: 513 424 1656 
 Fax: 513 424 5752 
 Email: edm@financialsoftware.com 
 Website: http://www.financialsoftware.com

  This Member Offers Comprehensive Personal Financial Plans

  Fee Range or Basis: 
Planning Fee of $1,200 to $6,000 - depending on the complexity of  
estate holdings and business interests. (See Statement of Services)

  Qualifications: 
Education: Centre College of Kentucky and University of Louisville School of Law, plus having served as 
instructor for many financial planning courses and Practitioner in Residence at Wright State University for three 
years.  Years Experience: 44

  Designations:     RFC®     CEP     CFP®     ChFC     CLU     RFP

  Professional Associations:     IARFC     MDRT     FPA     SFSP     NAIFA     NICEP

  Financial Services Offered: 
Estate Planning     Business Planning     Portfolio Management     Executive Compensation      
Personal Coach     Retirement Planning     Tax Planning     Seminars/Workshops     Charitable Planning     
Business Coaching     Educational Planning     Asset Protection

  Financial Products Offered: 
Mutual Funds     Mortgage Loans     Precious Metals     Annuities     Life Insurance     Disability Income Ins.     
Long Term Care Ins.     Buy/Sell Plans     Charitable Foundations

  Statement of Services: 
For over 30 years our firm provided comprehensive personal financial planning to individuals, couples, retirees, 
business owners and corporate executives. Our planning for closely-held businesses included valuation and 
business continuity, techniques to reduce taxation, key employee incentives, business plan and marketing 
plan development. FPC pioneered in the development of planning software and the construction of plans for 
corporate executives. We offered employer-sponsored retirement planning in an educational seminar format, 
followed by private conferences with each employee and spouse to help them effectively use company benefits 
and coordinate them with other holdings to assure financial independence. Since 1999 we have focused 
entirely on the training and support of financial advisors through the continued development of the Plan 
Builder and Practice Builder professional software programs. Because our services no longer involve the direct 
sale of financial products or the preparation of comprehensive plans, we have assisted clients in obtaining 
professional services, insurance coverages or investments from qualified advisors. (Mr. Morrow currently 
serves as the Chairman & CEO of the IARFC and travels across the world establishing RFC Courses and 
lecturing to financial advisors.)

  Securities Offered Through:  A well recognized broker/dealer would be listed in this position.

  Registration Number:  816

Update Your IARFC Member Profile at:   www.IARFC.org

Our members use the Internet as a very powerful tool in the acquisition of new clients and to enhance their reputation among the professional community:

•    As soon as your membership is approved we enter your professional information into the IARFC website.

•    We email you simple suggestions on how to customize your entry — by adding additional background, other organizations and the services and products offered.

•    You should add your professional photo.  This IARFC staff is happy to assist and will be delighted to help scan an entry.

•    Local persons reaching the IARFC website seeking a financial advisor in your area will encounter your Member Profile and can contact you directly.

•    You may advise prospects, clients and other professionals they can verify your credentials by accessing the website of an international organization.

This is a FREE Member Benefit.  Revise your entry at any time. The goal or the IARFC is to help the RFC designation increase your personal income!

IARFC
INTERNATIONAL ASSOCIATION OF REGISTERED FINANCIAL CONSULTANTS
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P.O. Box 42506 - Middletown, Ohio 45042

Financial professionals helping people do a better job of spending, saving, investing, insuring & planning

phone
800 532 9060

fax
513 424 5752
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