
Serving Financial Advisors Worldwide

Vol. 10 No. 6  •  June 2009               Official IARFC Publication               www.IARFC.org

the

Mike Moeller
A Road Map  
for Life

Ad-libs are  
for Amateurs  ... 10 Effective Marketing  ... 14 Forward to the Past  ... 26

Efficient Technology —  
The Mobile Advisor  ... 28



Cruise Details for IARFC Caribbean Cruise
Join us on Royal Caribbean's Freedom of the Seas

September 6 – 13, 2009

Eastern Caribbean
Relax surrounded by the white-sand beaches and beautiful turquoise waters of the 
most beautiful islands on earth. Find adventure parasailing high above it all or at the 
Dolphin Encounter. Or visit Labadee, one of our exclusive, tropical private destinations 
where nature brings striking mountains and pristine beaches within arm's reach.

Freedom of the Seas
Experience Royal 
Caribbean’s largest, 
most innovative ship 
yet, Freedom of the 
Seas! This 
international 
masterpiece of naval 
engineering features 
the first-ever 
onboard surf park at 
sea; cantilevered 
whirlpools that 

extend 12 feet beyond the sides of the ship; the 
H20 ZoneSM waterpark, complete with interactive 
sculpture fountains, ground geysers and a 
cascading waterfall; our largest rock-climbing wall, 
with eleven routes and a central spire you can 
swing around; and so much more! Extensive WiFi 
capabilities and connectivity for cell phones will 
also be available, as well as flat-screen TVs in every 
stateroom. You've got to see this ship to believe it. 
All this, plus great networking with the stars.

Sailing Itinerary
Date Port/City Activity Arrival Departure

Sun, Sep 6 Port Canaveral, Florida Embark 4:30 pm

Mon, Sep 7 Coco Cay, Bahamas Tendered 7:00 am 4:00 pm

Tue, Sep 8 Cruising CE at Sea™ 

Wed, Sep 9 Charlotte Amalie, St. Thomas Docked 11:00 am 7:00 pm

Thu, Sep 10 Philipsburg, St. Maarten Docked 8:00 am 5:00 pm

Fri, Sep 11 Cruising CE at Sea™ 

Sat, Sep 12 Cruising CE at Sea™ 

Sun, Sep 13 Port Canaveral, Florida Return

Networking Opportunities!  We have requested the second dinner seating in 
the Main Dining Room, which Maximizes Tour Time.  All RFCs will be in one area, 
with seating shuffled to promote new friendships and conversational diversity.

Sunday, Sep. 6 — Sunday, Sep. 13

Sun, Sep 6, 7:00pm Opening Reception
Mon, Sep 7, 8:30 pm Welcome Dinner
Tue, Sep 8, 8:30 pm Dinner
Wed, Sep 9, 8:30 pm Dinner
Thu, Sep 10, 8:30 pm Dinner
Fri, Sep 11, 8:30 pm Dinner
Sat, Sep 12, 8:30 pm Dinner

September 8, 11, 12

10:00 am – 10:10 am Material Distribution
10:10 am – 11:00 Session
11:10 am – 12:00 pm Session 
12:00 pm – 1:00 pm Lunch Break
1:10 pm – 2:00 pm Session 
2:10 pm – 3:00 pm Session 
3:20 pm – 4:10 pm Session 

Long Term Care
Critical Illness Insurance

Maximizing Referrals
Increasing Plan Fees
Using Tangible Assets
The Newest Annuities

How to Become Famous
Current Tax Changes

Networking CE at Sea™ Itinerary Topics

We are prepared to present User Workshops for interested Cruise/Conference attendees on the effective use of Plan Builder Financial software to 
produce fee-based high caliber comprehensive personal financial plans that lead to product sales, and on the use of Practice Builder Financial to 
manage your clients, increase communications, schedule client service more effectively and to start the process towards a paperless operation.

Conference schedule and speakers are subject to changes and confirmation from Royal Caribbean Cruise line and IARFC conference management. 



IARFC Caribbean Cruise Conference
September 6 – 13, 2009 CE at Sea™

The Caribbean.  From snorkeling and swimming 
to shopping and golf, the Caribbean is the 
ultimate outdoor playground. What better way to 
acquire CE at Sea™ and relaxation time than to 
be surrounded by white-sand beaches, turquoise 
waters and the most beautiful islands on earth?  
Casual networking can open new opportunities 
and a new outlook — just when needed!

Freedom of the Seas.  Climb a large 
rock-climbing wall, with eleven routes and a 
central spire you can swing around; and play 
golf on board.  Extensive WiFi capabilities 
and connectivity for cell phones are also 
available, as well as flat-screen TVs in every 
stateroom. You've got to see this ship to 
believe it.

Ports of Call — 7 Night Caribbean Cruise

6-Sep  Port Canaveral, Florida.  The gateway to Central Florida, Port Canaveral 
provides access to the wonderful theme parks and entertainment complexes of 
Orlando, the spectacular wonders of the Kennedy Space Center and the natural 
habitats of the alligator and Florida manatee.

7-Sep  Coco Cay, Bahamas.  Surrounded by the gentle, translucent waters of 
the Bahamas chain lies the secluded island of Coco Cay®. With its white-sand 
beaches and spectacular surroundings, Coco Cay® is a wonderland of adventure. 

8-Sep  Cruising — CE at Sea™ sessions

9-Sep  Charlotte Amalie, St. Thomas.  An idyllic vacation spot with a history. In 
the 18th century, the island was at the center of a bustling pirate culture, as 
swashbuckling pirates such as Blackbeard and Drake traded stolen wares in the 
port of Charlotte Amalie. 

10-Sep  Philipsburg, St. Maarten.  Dutch heritage in its architecture and landscaping; 
offers endless stretches of beach, beautiful landscapes and great shopping.

11 & 12-Sep  Cruising — CE at Sea™ sessions

13-Sep  Port Canaveral, Florida.  Be sure to learn more about this exciting port.

For questions, please call:   
IARFC CE at Sea™ Director Starr Morrow 

423 741 8224

Professional Continuing Education.  The presenters  
and the attendees will be among the most elite in the  
financial services profession:  authors of many books,  
articles and popular speakers.  You will spend seven  
exciting days and evenings in the company of the world’s 
leading professional advisors.

Conference Fee:  $100 per advisor only, covers registration, 
CE and conference materials. 

Airfare is not included in any of the quoted cruise prices.  
(suggestion: use Frequent Flyer credits)

Deposit of $500 per person due upon registration to secure 
your space availability for a stateroom.  Final payment is due 
May 15, 2009.  

Cruise and IARFC Cancellation Policy.  
Days Prior to Sailing Cancellation Fees Date
 67 – 30 $250 per guest July 1
 29 – 8 50% per guest Aug 8
 7 – 0 100% per guest Aug 30
You can purchase insurance to cover unforeseen medical 
circumstances requiring trip cancellation. In addition, there will 
be a $50 administration fee for any and all changes made.

Port Charges, Cruise Gratuities, Government Fees and 
Airport Transportation.  Port Charges are presently $159; 
Cruise Gratuities are $68.25, Taxes $53, per person.  These 
charges are subject to change and beyond the control of 
IARFC or Royal Caribbean.

Attractive Rates!

per guest, based on double occupancy

 Number of Adults in your party: ________

 Number of Children in your party: ________

 Superior Balcony cabin  $781 ________

 Oceanview cabin  $690 ________

 Interior cabin  $500 ________

	 Port & Arrival Fees  $159 ________

	 Pre-paid Gratuities  $68.25 ________

	 Government Taxes  $53 ________

 RFC Conference Fee  only $100 ________

   Subtotal: ________

   Less Deposit: ________

   Balance Due: ________

                                Deposit $500 per person

______________________________________________ _______________________________________
Name exactly as it appears on Passport                    Address

______________________________________________ _______________________________________
Companion Name exactly as it appears on Passport     City, State, Zip

______________________________________________ _______________________________________
Phone                                                                        Country

______________________________________________ _______________________________________
Your Preferred Salutations — for our Name Tags             E-mail

The International Association of  
Registered Financial Consultants

Phone: 800 532 9060 
 423 741 8224 
Fax: 513 424 5752 
E-mail: info@IARFC.org 
 www.IARFC.org

Cruise rates are in U.S. dollars, per guest, based on double occupancy.  Government taxes, fees and air transportation are additional.

My signature indicates that I have read the cruise/conference policies and fully understand my name will appear in CE at Sea publicity and conference 
listings. I fully understand the charges involved, and if requested above, I am authorizing the amount indicated to be charged to my credit card.  I 
agree to the terms and conditions of the IARFC Cruise/Conference refund policy.

 Interested in Cruise Insurance

 Interested in Airport to Pier bus

Method of Payment
  Check payable to the IARFC    Visa

  Discover             MasterCard             American Express

__________________________________________     __________________
Credit Card Number                                                Expiration Date

_______________________________________________________________
Signature

LAST CHANCE TO REGISTER!

SOLD OUT



I found David Lawrence’s article on the 
use of Using Voice Recognition 
Technology Efficiently software helpful in 
the April issue of the Register.  On the 
surface the product I am considering, 
Dragon, appears to be a product that can 
add some value to my practice.  As I did 
some research on the program I was 
surprised to see the number of negative 
comments posted by users.  Would you 
be willing to help me out with what are 
legitimate issues and what is a reflection 
of the unhappy user making sure 
everyone knows about their unhappiness 
with the product.

Jeffery Stein, RFC®

Minneapolis, MN

___________________________________

Response:

I use Dragon every day.  In fact, my 
columns in both Financial Advisor 
magazine and the Register are written 
using this software.  I believe that the 
reason why people are negative about 
Dragon is that they are unwilling to do 
what is necessary (time and effort) to 
properly learn how to use the program.   
I generally counsel practitioners and staff 
that there is a learning curve of about  
30 days to this product.  You have to put 
in the time, allow the software to learn 
your voice, your inflections, and your 
phrasing and for you to learn all the 
shortcuts that make this easy to use.

If you are unwilling to do this, you are 
going to be unhappy with the results.  In 
my view, that is not the fault of the 
software, but the user.  One thing that I 
will fault the software company on, is 
their marketing.  It suggests that you can 
be up and running right away.  While this 
is somewhat true, it is misleading in that 
training the software is necessary to get 
the highest levels of accuracy.

There are also varying levels of success 
with transcribing digital voice recordings.  
Even though Nuance publishes a list of 
preferred recorders and rates them in 
their likely accuracy, people inevitably buy 
and use the wrong recorder and then 
wonder why it is so poor on accuracy.  

Getting the most out of Dragon requires 
patience, something financial practitioners 
seem to be short of these days.

I hope that these comments help you to 
better understand and use this product.  

David L. Lawrence, RFC®

Tampa, FL

___________________________________

We at HB Financial Resources, LTD. have 
made it a point to communicate, 
communicate and communicate with our 
clients.  We have delivered the IARFC 
Consumer Stimulus lecture for our clients 
and other groups.  We are having our 
annual Golf Clinic for our golfing clients to 
tune up their golf games.  We are having 
our Dinner Boat Cruise for clients and the 
new clients they sent to us next month.  
We have lost a few clients that needed 
their funds to live.  But we have been 
able to replace those lost clients with new 
clients. 

Revenues are down about 18%, but are 
now bounding upward, so we feel we will 
be able to come out of the recession with 
a good profit. Through our managed 
accounts, we are looking for whatever is 
working at present.  Not day trading, but 
going with the trends in the economy.
 
We are very pleased to be a member of 
an association that has a first class 
Publication.  And the Register is a first 
class publication.  I don’t understand how 
the IARFC can pay for such a great 
magazine, when the others are cutting 
back on the amount of pages – and 
reducing the quality of the content.

Stephanie and Jarod Bailey, 
Registered Financial Consultants
Charlotte, NC

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

Register Articles

Write a Great Article  
for the Register

We  are accepting articles of from 500 
to 2,000 words on planning and 
practice management topics.  Please 
submit your copy by e-mail, along with 
an electronic photo and a short bio 
statement of less than 100 words to:  
editor@iarfc.org

Your article can be sent to clients, 
prospects and centers of influence in 
your community — either as 
reproductions, or as complete copies of 
the entire publication.  This is a 
powerful and effective form of public 
relations.  Your article will be a very 
effective way of attracting favorable 
attention from your local media.

  Get Published
  Get Distributed
  Get Noticed

The IARFC is proud of our members 
and in reverence we would like to 
remember our passing members:  

Matthew A. Laick, RFC® 
Mount Pleasant, PA
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Register Interview — Michael W. Moeller

RFC member Michael W. Moeller, MA, 
CFP®, CFS, ChFC, RFC® recently sat down 
with our Education Director, Jim Lifter, 
for an interview with the Register.  Mike 
has owned Moeller Financial Advisors, 
LLC, in Plain City, Ohio for 30 years.  He 
also is a 2007 graduate of the IARFC 
course, the Financial Planning Process™.

How, did you first enter  
financial services?

In 1978 after I completed graduate school, I 
responded to a classified ad for a 
management trainee position that turned 
out to be an insurance company sales 
office, a career agency.  I was promised a 
position in management once I completed 
my sales training.  Of course, I never got to 
the management position and became 
hooked on the front lines of the business.  

After I had been in the insurance business 
for a few years, I ran for political office and 
was elected to serve first on the village 
council and then afterwords elected Mayor 
of Plain City, Ohio.  I was only twenty-nine 
years old at the time and responsible for a 

budget in excess of two million dollars.  My 
administration revamped the infrastructure 
of the Village Government and brought in 
several businesses, including the Der 
Dutchman restaurant chain, which is the 
largest employer in the community. 

This was a good experience for a young 
man, meeting senators, congressmen, 
governors, etc.  All these contacts gave me a 
perspective few people have, a front row 
ringside seat in politics.  But after two years 
on council and one term as Mayor, I had 
enough of politics.  Much to the surprise of 
many people I withdrew from the political 
scene and focused my energies on family 
and business.

What was your educational 
background, before and subsequent  
to entering the profession? 

When I was in high school the guidance 
counselor told me I wasn’t college  
material and so I transferred to a technical 
school.  I never had college prep courses  
in high school and I hate to admit it but I 
struggled when it came to reading and 
writing before and during high school.  

Frankly, I was surprised I was able to even 
attend college and graduate.  However, I 
earned a Bachelor Degree in Business from 
Franklin University and a Master’s Degree in 
Business Management from Central 
Michigan University.

As a college business major, I took five 
English courses and read everything I could 
get my hands on relating to business, 
politics, and American history.  I met my 
wife the first year of college and she 
inspired me to knuckle down and take the 
academics seriously.

After I left politics, I completed the course 
work through the College of Financial 
Planning and received the Certified Financial 
Planner Certification in 1991.  A few years 
later, I completed the American College 
program for the Chartered Financial 
Consultant designation.  Three years ago, I 
completed the Certified Fund Specialist 
course work through the Institute of 
Business and Finance. 

What were your early job duties?

In retrospect, the early years of the business 
seemed much simpler.  It was a matter of 
calling on prospects and asking for referrals.  
I used the old “Capital Needs Analysis” and 
the “Financial Needs Analysis” programs 
developed by Tom Wolff.  I read all the 
Kinder Brothers books, for example the 
Secrets of Successful Insurance Sales, 
The Selling Heart as well as John Savage’s 
books and very important, Think and Grow 
Rich by Napoleon Hill.  I followed much of 
what was recommended.  Most of the 
information contained in those books are 
still applicable today, but I think the industry 
has drifted away from many of the lessons 
and principles taught by these great 
teachers of our industry. 

What I didn’t like about the business  
was and still is the paperwork.  It is 
staggering today.  The requirements to 
conduct business today sometimes are 
overwhelming.  It will eventually destroy the 
client/planner relationship if the lawyers and 
regulators don’t put a cork in it.  You have 
the lawyers on one hand attempting to 
protect the financial vendors then you have 

CONTINUED ON PAGE 5

A Road Map for Life
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Mike has long recognized 
the need for continuous 
study in order to serve the 
needs of clients in an 
environment that constantly 
grows more complex.

Technology enhances his ability to serve clients, 
and Mike uses both in-house programs  

and internet solutions.
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What were your major obstacles?

The biggest fear we face is the fear of 
rejection.  It’s a real obstacle for most 
people and one just has to deal with it.  It’s 
part of the territory.  As the years roll on you 
learn to deal with those inner demons of 
doubt and deprivation.  You begin to 
recognize you know a thousand times more 
about personal finances than anyone you 
are soliciting.  Many people fail in our 
business because they can’t get past those 
inner demons and the rejection. 

I hate to call people cold on the phone and 
I don’t do it.  Plain cold calls are difficult to 
do.  With the Do Not Call Lists it’s even 
more difficult.  That’s why networking, 
referrals, and financial education seminars 
are the prospecting methods I use today. 

Tell us about your current practice:

My current practice is fee-based.  I charge 
fees for financial consultation and 
comprehensive financial planning, the same 
way attorneys and accountants do. If 
someone is unwilling to pay a fee to receive 
advice, I move on.  Many planners are 
hesitant to charge fees because the financial 
services industry (insurance companies, 
broker dealers and wirehouses) have 
programmed the advisors to sell product 
and earn commissions.  The problem for the 
advisors is that under the commission or 
wealth management platform if you don’t 
sell the product, you don’t make any money. 

My experience suggests that the clients 
prefer the fee-based approach and 

Mike meeting in the law office of Rinehart & Rishel, Ltd.  To his left Dana “Buck” 
Rinehart, the former Mayor of the City of Columbus.  To his right are James and Rob 

Rishel, specialist in assisting businesses in their relationship with government.

appreciate the fact they are receiving 
unbiased advice.  As you know planners 
provide a tremendous value to clients and I 
think, it’s only fair we are paid appropriately.  
When a fee is charged the client places 
value on the advice and rightly so.  This 
would be similar to what a doctor or lawyer 
would do.  They don’t give their advice for 
free, they charge a fair fee and the client 
appreciates it.

It’s important that the planner remains 
unbiased in the recommendations and 
understand that he or she has a fiduciary 
responsibility to the client.  If as a result of 
the planning the client requires financial 
products, it’s imperative that the planner 
understands he or she works for the client, 
not for the product vendor. 

The other service I offer is fee-based advice 
to employers in analyzing the 401-k plans 
they provide to their employees.  Once 
again, many of the 401K plans have simply 
been sold, loaded with high fees, which are 
now coming under regulatory scrutiny. 

At the conclusion of the advice stage, I offer 
my clients the opportunity to solve their 
insurance or investment problems through 
my commission-based position as a 
Registered Rep.

Now keep in mind, the product vendors 
don’t really like the approach I have outlined.  
As a result, they will do little to assist the 
planner in supporting this platform. 
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the regulators trying to protect the public 
and the planners are caught in the middle.

Were you successful at first?  

I started on the insurance side of the 
financial services platform and I was able to 
support my family and pay my bills.  There 
is a learning curve in this business and part 
of that includes confidence building — which 
comes with knowledge and experience. I 
failed many times, but I didn’t give up easily.  
If you can make it in this industry through 
the first five years, you can make it.  

Nine out of ten new people entering 
financial services today fail in the first twelve 
months, primarily because of the lack of 
qualified prospects.  From my experience, 
new planners look at the glitter when they 
enter the business and receive poor training 
from their sponsoring firm.  There is too 
much initial focus on product knowledge 
and not enough focus on relationship 
building.  Product knowledge in my  
opinion should account for ten percent of 
the initial training and ninety percent of the 
training should be spent on understanding 
human beings.

What influenced you the most?

My biggest influence was and continues to 
be my wife, Barbara, because she always 
encouraged and supported me.  As I was 
going through those initial failures, my wife 
was always there for me.  The second major 
influence was my mother. She taught me 
there is no such word as can’t.  My mother 
taught me never to give up.  One needs to 
recognize that we have to go through 
some failures to get to the successes.  
When you get knocked down, you have to 
get back up and get back into the game.  I 
knew I had the capabilities to be successful 
in the business.    

Of course, there were other people along 
the way, professors, general agents, friends, 
and they all had an influence on me, but I 
can’t say that any one person had a major 
influence, rather the cumulative impact of 
many personalities. 

I did spend three years in the home office 
of a major insurance company after 
seventeen years in the field, which served 
me well in my over all development.  The 
knowledge and skills I learned inside has 
served me well.  After three years, I got tired 
of traveling, and a little bored to be honest, 
and went back to the front lines, working 
directly with consumers. CONTINUED ON PAGE 6
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plans and serving their needs.  This 
competition for my time and energy is a 
major frustration for me.

What attracted you initially to  
the IARFC?

Let’s face it, it’s Ed Morrow.  He is the 
catalyst that makes an organization like  
the IARFC work. I have known Ed for  
about twenty-five years and I consider  
him the master of the financial planning 
industry.  When I first met him, I didn’t  
fully appreciate his vision and depth of 
knowledge, because he was so far ahead  
of the curve.  When I saw that he was 
attached to the IARFC, I wanted to learn 
more and get involved.  I wanted the 
chance to be a part of an organization that 
would have him as their leader.

What feature or benefit of the IARFC 
has been of greatest value to you?

I’ve been around for a while but it’s always 
good to get new ideas and get the cobwebs 
knocked off.  Attending the 4-day Financial 
Planning Process™ course got me refocused.  
I was in a transition period trying to figure 
out how to charge financial planning fees.  

Through the program, I saw that  
connection; how easy it was to transition 
and present fees to clients and be 
appropriately compensated for the work 

conducted. The other item, which was of 
considerable help, is the training the course 

provides on assembling and developing 
comprehensive plans. 

What do you see for the 
association in the next five years?

Recognition by the financial industry 
is foremost.  I would like to see 
across the board recognition by  
the financial institutions, the 
educational institutions, the 
regulatory authorities, the  
broker dealers, etc.  The  
IARFC teaches ethics and  
how to work properly with 
clients, it teaches compliance 
concerns and issues not to 
mention client maintenance.   
I would like to see the IARFC 
universally recognized as an 
organization that makes the 
financial services business 
much better. 

Where will the economy 
be moving, and what 

should financial advisors be doing 
NOW about it?

We have college graduates who are coming 
out of college with substantial personal debt 
and they don’t really understand money.  I 
think the financial services industry can do 
much more to help educate people on the 
language of money.

The baby boomers are retiring and  
these people really need help.  It’s our 
responsibility to help those people solve 
their financial issues, retirement issues  
and estate planning issues.  We need to 
help the baby boomers and the generation 
that follows.  

No one can really predict where the 
economy is going.  The economy will do 
what the economy wants to do. 

But I would keep an eye on a few things.  
First, I would watch what the Federal 
Reserve does and what they are charging 
member banks for short term overnight 
loans, which is usually a prelude of the long 
term interest rate.  When there is a threat of 
inflation, the Fed has historically raised 
interest rates.  Inflation of course is heavily 
influenced by the cost of labor and the fiscal 
policy of Congress.  

CONTINUED FROM PAGE 5     REGISTER INTERVIEW — MICHAEL W. MOELLER

How do you market for new clients?

When I first entered the business, I met a 
gentleman from New Orleans who was 
extremely successful in the insurance 
business.  He was impeccably dressed 
in a grey pin striped suit, 
cuff links, and well 
polished black leather 
shoes.  He was dressed to 
the hilt.  I asked him what 
his secret to success was.  
He just looked at me and 
said, “A walking and a 
talking”.  He told me that 
you just have to meet people 
and shake a lot of hands.  
That’s what I think about 
marketing.  

Ten years ago I formed a firm 
called Financial Education 
Center, LLC.  Once or twice per 
year I conduct adult financial 
education classes for the public in 
local high schools and colleges.  
The students pay a modest fee to 
attend and receive up to nine hours 
of financial education, relating to 
estate planning, investments and 
retirement planning.  The students 
receive a 250-page workbook and are 
entitled to meet with me personally to 
discuss their situation.  During the class, I 
don’t discuss the student’s situation nor 
offer any advice.  Students typically schedule 
time to meet with me at my office and hire 
me to work with them. 

My current broker/dealer, Triad Advisors, 
enables me to provide in depth 
comprehensive financial planning.  I have 
finally developed a business model that 
allows me to help my clients solve serious 
and complex planning issues, followed by 
products.  In graduate school, we called this 
“self actualization” and it is very satisfying.

What are your major frustrations?

It has to be the compliance issues and the 
regulators.  The problem is you have to be 
proactive in this business when addressing 
compliance concerns. You can’t turn 
compliance and fiduciary concerns over to 
an underling, because you as the advisor are 
ultimately responsible.  When it comes time 
to pin the tail on the donkey, the target is on 
you, so you had better take the compliance 
and fiduciary responsibilities seriously.

From my perspective, this is a distraction to 
marketing and meeting people, developing CONTINUED ON PAGE 7
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advice, and charging an appropriate fee, and 
then offering products.  The IARFC offers 
planners the chance to hear how other 
advisors approach the business, the sharing 
of information and camaraderie. 

The systems you learn during the course are 
also an incredible way to increase the 
revenue of your business.  

Sign up today.  I think the advisor will 
experience an immediate positive impact on 
their business.  If you have a personal 
assistant or service manager, then consider 
having that person attend and acquire the 
RFC designation.

What did the course do for your 
business both monetarily and in  
the way that you are able to help  
your clients?

When it comes to my clients, it has  
helped me to provide a better-written 
comprehensive plan to help my clients  
fulfill their goals and objectives. 

Regarding the monetary impact, the 
program helped me to see how I could 
structure my business model to incorporate 
fee-based income effectively.

Is the course worth the cost?

Oh yes, absolutely.  It’s well worth the cost.  
The cost is tax deductible, but even more 
important I think the students will start to 
see reimbursement of the costs the minute 
they leave the classroom.  

What do you wish you had done, early 
in your career?

Focus!  I’m a dreamer so I am constantly 
dreaming of new business ideas.  I had a 
hard time putting my dreams into action.  
You have to stay focused and keep your 
goals in front of you.  You have to have 
personal goals, business goals and spiritual 
goals and keep them balanced.

What have you done to create a 
reputation in your professional practice?

It’s important to me to honor the name my 
dad gave me.   

Contact:  614 873 0763
mike@moellerfinancial.com
www.moellerfinancial.com
Registered Representative,  
Securities Offered Through Triad Advisors  
Member FINRA/SIPC 
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The wild card is the cost of oil.  If OPEC 
limits production and drives the cost of fuel 
up it can also spark inflation along with the 
cost of labor and deficit spending by 
Congress.  Then there is the value of the 
dollar.  A lower value of the dollar usually 
means more exports, resulting in lower 
profit and lower economic growth. 

Right now, the US economy has low inflation, 
high unemployment, low interest rates and a 
low International value for the US dollar — 
and the oil prices are down from a year ago.  
Contributing to the slow economy which, I 
think many times is overlooked by the 
pundits, is economic product saturation and 
a retooling of the industrial base, much like 
what occurred leading up to and during the 
Great Depression.

If I were to predict the future, based on 
today’s economic data and current 
economic trends, I would bet for inflation to 
steadily increase over the next two years, 
followed by higher interest rates with deficit 
spending leading the way.  
But, who really knows?

What is the impact of technology on 
financial practices?

Technology has an immense influence on 
our industry.  It’s like any other tool, you 
have to use it and get your arms around it.  
It has had a great impact already in our 
business and it will continue to have a great 
impact.  Staying technically savvy is a 
moving target.

What do you advise an RFC to 
concentrate on in 2009?

First would be education.  Make the 
investment in yourself and your staff and 
obtain the professional designations for 
professional status.  Second are people skills.  
It’s important to constantly hone our people 
skills.  Tune into your clients and find out 
what their needs and concerns are.  Stop 
talking at clients and learn to listen to them.  
The third is to learn the technology and the 
software. Fourth, be proactive regarding 
compliance.  Don’t take the short cuts.

What would you say are the strengths 
of the new RFC Financial Planning 
Process™ course?

For me the strength is how to be  
non-apologetic for the fact that we  
charge fees for advice.  Make the transition 
from giving away free information and 
selling a product to providing financial 

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 first30 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



The Bad News.  We are now well into the new President’s Economic Recovery program.  
If you have not yet read it, you may wish to dare to read the 130 page GreenBook —  
the Obama Administration’s Fiscal Year 2010 Revenue Proposals.  For a copy email: 
editor@iarfc.org  

You will not be surprised — the government will seek to increase taxes to offset all the new 
spending plans.  This reading mission will not be fun.  In fact, you might wish to e-mail the 
PDF file to all your clients.  It will make them realize why they need your services.  They 
certainly do not want to read and absorb the implications of all the proposals.

The Good News.  Many financial advisors are prospering in this economy.  They are 
generally doing so by acquiring the clients of those advisors whose firms have been closed, 
transferred, absorbed or who failed to communicate.  You can do so yourself — by focusing 
your marketing efforts.

Ask and Ye Shall Receive.  I wrote about this in the April issue of the Register, and the 
concept is simple — ask effectively for referrals.  You could send the GreenBook PDF file to 
your clients and then call and ask if they have read it.  The answer will likely be “No” and 
that implies their dependence on you.  Then you can ask them, “Who do you know that 
would want to be warned about all these new tax proposals?”  Then send a simple referral 
letter and ask them to give you their e-mail if you do not have it.  Send them the 
GreenBook.  Follow-up with a suggestion for a brief Complimentary Meeting in your office.

Describing your initial meeting.  We used to say this was a Free Meeting.  That does 
not resonate well with many.  Free sounds cheap, or of little value.  The term 
Complimentary Meeting or Consultation sounds better.  Many advisors are saying, “We 
would like to offer you a one-hour briefing session in our office, and we cover the cost, 
since you were recommended by… .”

IARFC Economic Briefing.  Unfortunately, rather few IARFC members are using these 
materials.  But those who have done so are reporting very positive results.  One member 
used only one element — the concept of building a media list and sending a press release.  

Investors are looking for a trusted advisor – especially those who are disappointed 
with their current account balance.  The CD contained an Excel file for building a Media List, 
although those using a CRM program would store the media entries into their current 
system.  Then send a press release — semi-annually or quarterly.  Encourage concerned 
persons to call or e-mail you for more information.  Reference to you in the media creates 
an aura of legitimacy and trust.

MDRT Annual Meeting.  I will be delivering one of the Focus Sessions at the June 
meeting, on the topic of Making a Profitable Transition from Agent to Advisor.  The 
IARFC will be in exhibit booth #509 — in Aisle 5.  If you are attending, come to the Exhibit 
Booth and we will give you a $35 RFC gold lapel pin.  Please bring a friend with you who is 
a prospect for RFC membership.

Profile of Mike Moeller.  I have been a friend of Mike for many more years than either 
of us would like to acknowledge.  Mike was one of the first to take the new RFC Financial 
Planning Process™  course.  Despite his experience, the course helped him rejuvenate his 
practice and dramatically increase his fee income.  You will really enjoy learning more 
about Mike, and his very open style of communicating.   

From the

Chairman’s Desk…

CALENDAR OF EVENTS

RFC Accelerated Course
June 22-25, 2009, Middletown

MDRT Annual Meeting
June 7-11, 2009, Indianapolis

IPS Workshop Found Money 
June 24-25, 2009, Atlanta area

RFC Accelerated Course
July 20-23, 2009, Middletown

IPS Workshop Fact Finding
July 29-30, 2009, Atlanta area

International Dragon Awards
August 6-9, 2009, Taipei

Pacific RFC Conference
August or September, 2009,  
Australia & New Zealand 

NAIFA Annual Conference
September 12-16, 2009, Orlando

RFC Accelerated Course
September 21-24, 2009, Middletown

IPS Workshop Fact Finding
Sept 30 – Oct 1, 2009, Atlanta area

Financial Advisors Symposium
November 9-11, 2009, Orlando

Critical Illness  
Insurance Conference
January 6-8, 2010, Taipei 

Critical Illness  
Insurance Conference
January 6-8, 2010 , Bangkok
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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 Non-Members   $125

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

✃
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This line, first uttered by IARFC board 
member Jim McCarty, is a telling statement 
when it comes to financial advisors and 
their ability to communicate effectively.  
None of us thinks of ourselves as anything 
less than fully professional, yet all too many 
of us ad-lib our way through the client 
engagement and beyond.  

We pull our presentations out of thin air, 
hoping that the client or prospect will be too 
distracted by the trappings of our offices to 
notice our lack of preparedness.  
Unfortunately, we get noticed, and 
subsequently lose the chance to move the 
prospect or client beyond the introductory 
stage and into the more fiscally productive 
part of the financial planning process.

The students of the Financial Planning 
Process™ course are schooled in the art of 
communication.  They discover how powerful 
words are and how the use of the right words 
at the right times will positively affect the 
outcome of the encounter.  They learn the 
importance of having a scripted presentation 
that includes everything from the elevator 
statement right on through the engagement 
interview and the information gathering 
process.  All of these are important steps in 
the financial planning process that each of us 
goes through to ultimately turn a prospect 
into not just a customer but a loyal client.

Scripts Work for You

When it comes to scripting, it is not just 
having the words memorized and being 
able to repeat them each and every time.  
It goes far beyond simple rote recitation of 
questions and comments.  It is a matter of 
internalizing the material and making it your 
own.  You need to take the script and turn it 
from simple words on a page into a 
dialogue. This delivery will draw out the 
emotional and logical responses that will 
guide the client to a successful end.

When you use a script, and use it correctly, 
you gain certain benefits that will allow you 
to improve your relationships with your 
clients, and through that your success as a 
financial professional.  Think about actors 
you see on the Broadway stages of New 
York City.  Every night they say the same 
lines, enter at the same time, and interact 
with the same people.  They are scripted 
down to the smallest detail, yet each 
performance comes across as natural and 
undaunted.  They are professionals who 
know that there are benefits that come with 
using a script.  

When we become scripted, we too can take 
advantage of these benefits that include 
consistency, the comfort from knowing that 
each client will be treated well and will 
receive your best effort.  It also includes a 
sense of predictability for both the client 
and the advisor.  

You prospects and clients will recognize  
that the meeting is being led by a 
professional and that no surprises are 
waiting around the corner to dismantle  
the relationship.  You also are able to  
clearly define expectations from both sides 
of the table.  You and your client have a 
chance to collaborate and know what each 
expects of the other.  Again, no surprises 
means no disruptions and a positive 
meeting outcome for all.

In addition to scripting for the initial meeting, 
the students of the Financial Planning 
Process™ course are schooled in explaining 
their services in a manner that brings to light 
the value that professional planning 
provides.  By having a clear and concise 
answer to the question of what you do; you 
garner a sense of professionalism and 
confidence that will separate you from the 
average salesperson who considers 
themselves a financial advisor.  This sense 
of professionalism and confidence is spread 
to your client as well as your staff which 
makes the trip through the comprehensive 
planning process easier for all parties.

When developing a script for explaining your 
services, it is important to clearly state what 
it is you will do for your clients. These 
expectations need to be as carefully defined 
as possible so that you can use the answers 
not just during the client engagement 

interview, but when prospecting all through 
your career.  

When you look at what you do, also be 
looking at how you deliver each of these 
services.  The delivery method is of concern 
to your client as they want to know what 
part they are going to play in this process  
as well.  Will they be a passenger who is  
just along for the ride or are they a co-pilot 
on this trip, a valued and treasured part of 
the team?

As the students in the Financial Planning 
Process™ course have come to learn,  
there is much more to the world of financial 
planning than just the numbers.  We are 
communicators and we must use our skills 
to enhance the lives of our clients and 
ultimately enhance our own lives both 
financially and emotionally.  We are 
professionals and we must be keenly  
aware of the importance of our words  
and be ready and able to use them 
effectively.  We are professionals and ad-libs 
are for amateurs.

For more details on the benefits you will 
derive from the IARFC course, please call us 
at: 800 532 9060.  Learn how four days 
will increase you cash flow.   

Jim Lifter, MBA, RFC®, the IARFC 
Education Director, has an undergraduate 
degree from Ohio State University in 
Marketing and an MBA from the University 
of Dayton.  He holds the RFC designation 
and will be responsible for coordinating  
the development and distribution of the 
new RFC courses.

Contact:  800 532 9060 ext. 18
jim@iarfc.org
www.IARFC.org

Ad-libs are for Amateurs

Jim Lifter, MBA, RFC®



The sun blazed down from the cloudless 
sky causing the noontime July temperature 
to soar into the low 100’s as we drove into 
the Badlands of South Dakota.

The year was 1958 — school was out for 
the summer and two classmates and I were 
off to see nature’s barren wastelands, Wall 
Drug and Mount Rushmore.  Seventeen 
miles further down the road near Custer 
State Park, we discovered yet another 
mountain destined for notoriety, and a 
sculptor with an ambitions dream and an 
intense focus.  Korczak Ziolkowski was his 
name and his dream was to carve a 
monument to Crazy Horse.  Crazy Horse, of 
course, was the famous Oglala Sioux Indian 
chief who led his warriors in two major 
victories during 1876; the Battle of the 
Rosebud and the Battle of Little Bighorn.  It 
was in the Battle of Little Big Horn that 
Crazy Horse massacred General George 
Custer and his entire force of 264 soldiers.  
The fateful date was June 25 — the day the 
General wore his arrow shirt.  

According to an artist’s conception and 
plans at the site, Korczak’s goal was to 
transform the entire mountain into a 
nine-story sculpture.  The completed  

stature would stand eight feet  
taller than the Washington Monument  
(563’), and be several times larger  
than Mount Rushmore.  The four  
President’s heads together would only  
be the size of Crazy Horse’s face, which  
was to be 87 feet high and 58 feet wide.

A telescope at the observation deck on 
location made it possible for me to zero in 
on a minute area of the mountain, which, 
according to one of the plans, was to 
become a hole beneath the right arm of the 
famous warrior.  As I looked at the 
mountainside through the scope, I couldn’t 
help but wonder how such a major 
undertaking could ever come to pass with 
the efforts primarily of just one man.  Yes, 
Korczak was talented and comfortable with 
big projects.  After all, he was one of the 
sculptors who worked on Mount Rushmore 
in the 1940’s.  Even with his dedication and 
expertise, I thought the painstaking and slow 
process of measuring, chiseling, blasting and 
blow torching would eventually cause him 
to lose interest in the project.  Everyday, 
however, he continued to check the plan, 
head to the mountain, set off several 
explosive charges and slowly chip away at 
the giant facing.

One might think this experienced sculptor 
may have had an advantage working in  
such a remote part of the country.  At least 
there would be few distractions from his 
concentration.  Not so!  Korczak had two 
wives (not at the same time) and at least 
ten “distractions”.  I say this because he 
made at least ten trips home from the 
mountain because he fathered ten children 
while in the process of creating his sculpture.  

As we left the site, I couldn’t help but feel 
the whole thing was a farce, a tourist trap 
that would never be completed.  You see, 
Korczak began work on the monument in 
1948.  Now ten years later the casual 
observer would be hard-pressed to notice 
any progress. 

Recently, however, I picked up a Minneapolis 
Sunday newspaper.  There on the front page 
of the second section was a photograph of 
Korczak’s nearly completed masterpiece.  

The face of Crazy Horse was clearly visible 
and the entire sculpture appeared well 
under way.  The accompanying article 
mentioned that Korczak himself died in 
1982 at the age of 72.  Before his death, 
however, he drew up three volumes of plans 
so his work could continue uninterrupted 
after his death.

Korczak’s success and creation of the Crazy 
Horse monument can be directly attributed to 
one thing — FOCUS!  Korczak drew up a plan, 
broke it down to tiny details, literally pounded 
it out of granite over a long period of time 
and remained focused on the end result — 
the completed project — the REWARD.

Focus on the Reward

Herein lies the most common and valuable 
characteristic of successful people, both in 
and out of out business.  That is the unique 
ability to intensely focus on a worthwhile 
objective over a long period of time.

As sales people, most would agree that it  
is easier to become successful doing 
something we enjoy versus doing something 
we don’t.  Because of this, instead of 
focusing on certain activities of the sales 
process, which we may not like, let us  
focus on our earning power and money — 
the REWARDS, which we do like.

A short while ago I had lunch with a friend  
I hadn’t seen in a long time.  After  
several unsuccessful years of selling 
insurance for a large mutual life insurance 
company, he had made a career change 
and was now doing very well selling stocks, 
bonds, mutual funds and, yes, even a lot of 
life insurance.

Being somewhat surprised at his new found 
sales success, I asked what had caused this 
significant change to take place.  He told me 
that while he was in the life insurance 
business, he had set a minimum objective 
to earn $75,000 per year but never really 
knew how to achieve that result.  He also 
said his agent’s compensation schedule was 
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calendar on one side and a time value chart 
on the other.  Was “Cash” focused on what 
his time was worth?  You bet he was!  Did it 
work?  Consistently, “Cash” ranked among 
the top producers with the American General 
Life Insurance Company and had been a 
member of the MDRT for 45 years!

In the movie, Leap of Faith, Steve Martin 
played the Rev. Jonas Nightingale, an 
over-zealous, crusading evangelical minister 
who further demonstrated the power of 
intense focus on rewards.

At one point Rev. Nightingale’s entourage 
was preparing to work their “ministry” in the 
small town of Rustwater, Kansas.  As Jonas 
drove down Main Street his assistant, Jan 
Larsen, began to question their chances for 
a successful revival at this location, due to 
the apparent poverty and despera
tion in the town.  Jonas immediately 
admonished her by saying, “Forget about 
that!  Do I always have to remind you what 
our ‘Nut” is?  It’s $3,500 per day!”  Back on 
track with her now on focus, the troupe took 
in $4,000 the first day.

So there we have it.  Four things you can 
put into practice right now that will 
dramatically increase your sales success:

      1.   Set a realistic goal
      2.   Draw up a plan
      3.   Know exactly how much  

your time is worth
      4.   Focus on the rewards

You will be happy you did!   

Jim McCarty is a director of the IARFC  
and an experienced trainer and educator.  
He is a nationally recognized sales 
aficionado who makes it possible for 
insurance agents, financial advisors and 
other sales professionals to prosper and 
gain unlimited success by living on “fixed” 
incomes… Jim is the author of several 
books on strategic selling including Above 
the Line, Real World Sales Strategies that 
Work, You Can Earn A Million Dollars and 
The Sale They Never Told You About.  Jim 
has been a three time presenter at Million 
Dollar Round Table.  He shares his expertise 
through dynamic speaking engagements, 
hard-hitting audiotapes and informative, 
sales achievement articles.

Contact:  386 304 9684
jim@showbizselling.com
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very confusing.  And, because of that 
confusion, he often sold products that paid 
low commissions and missed out on various 
bonuses because he sold the “wrong” 
products or not enough of the “right” 
products at certain stages in his career.  

Consequently, he always fell short of his 
mark.  Frustration set in and my friend  
could no longer clearly focus on his 
$75,000 goal.  In fact, the quest of this 
elusive objective became an overwhelming 
task.  In despair and frustration he left the 
life insurance business.

My friend went on to say that, his newfound 
success now comes from intense focus.   
He has set an objective of earning  
$300/day ($75,000 per year), and uses a 
computer program tied to various product 
compensation levels to monitor his progress 
by the hour.  When he makes a sale of  
any type, the computer simply subtracts  
the appropriate commission for his daily 
“Nut” — the $300.  He has clear focus now.

If we know what we must earn each  
day to accomplish our yearly goals, we  
will then be more respectful and protective 
of our time.  This, of course will lead to 
greater sales due to increased efficiency  
and effectiveness.

One possible reason things don't go 
according to our plan, is because, 
oftentimes we have no plans.

Many years ago, I met an intriguing, friendly 
and highly successful agent, Richard F. “Cash” 
Harris.  “Cash” traveled through life always 
aware of the exact dollar value of each and 
every minute, hour, day and year.  In his 
billfold, “Cash” kept a business card with a 
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Jim McCarty, CLU, RHU, LUTCF, RFC®

If You Earn Every Hour  
Is Worth

Every Minute  
Is Worth

Every Year  
One Hour a 

Day Is Worth

 $25,000 $12.81 $ .2135  $3,125

 $50,000  25.61   .4269  $6,250

 $75,000  38.42   .6403  $9,375

$100,000  51.23   .8523 $12,500

$150,000  76.85  1.2785 $18,750
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A marketing strategy is the compass by 
which businesses are able to navigate the 
environment in which they operate. As 
competitors enter the marketplace 
stimulating opportunities or threats, the 
goals, objectives and marketing strategies 
contained in the organization’s business 
plan will point towards the best action. 
Without a strategic plan, the business risks 
becoming unfocused in its marketing efforts, 
resulting in guesses about what might be 
best for the organization.  In designing the 
marketing plan, there are certain processes 
that should be developed and followed in 
order to ensure success:

The Business Plan

A business plan is a formal statement of 
how an organization intends to organize  
and implement activities necessary to 
achieve its objectives. This information will 
be used to decide whether or not the 
promotional activities are in accordance  
with the mission, vision and overall 
objectives of the business.  In formulating 
strategic marketing programs, the 
organization must set specific objectives to 
be accomplished within the target market, 
such as sales volume, market share and 
profitability goals.  Those objectives must  
be consistent with the firm’s capabilities,  
its corporate and business-unit strategies.  
Once key issues have been identified,  
you can then begin to assess the objectives 
and strategies.  The information obtained 
from the business plan would help to 
ascertain if an evaluation of business 
performance was conducted based on  
the business’ objectives. 

The SWOT Analysis

Basically, a SWOT analysis is a planning tool 
for auditing an organization and its 
environment, helping marketers to focus on 
key issues.  It evaluates the organization’s 
internal strengths and weaknesses: 

Strengths:  Highly trained workforce or a 
strong ability to penetrate new markets

Weaknesses:  The company may have a 
tarnished reputation, or currently offer  
what are perceived to be poor quality 
products or services 

The SWOT also evaluates and exploits  
the external environment’s opportunities 
and threats.

Opportunities:  Tax laws may change in the 
organization’s favor. 

Threats:  Increased competition or a 
competitor lowering their prices.

Though a SWOT analysis can be very 
subjective at times, it does provide direction 
in the development of an effective 
marketing strategy. The evidence received 
from the analysis would establish if  
changes in the external environment were 
monitored and actions taken accordingly.   
It would also determine whether careful 
consideration was given to the business’ 
internal environment.  

Questionnaires

Questionnaires, when administered, can 
provide a vast amount of assessment 
information pertaining to the target 
audience.  This information could be used 
to evaluate the alignment between 
customer preferences and the overall 
marketing strategy employed.  

If the wrong market is targeted, the  
chances of business success will be 
drastically reduced.  Hence, the information 
provided would be used to verify whether or 
not the market was sufficiently defined in 
terms of market segmentation, i.e., 
differentiated as opposed to an 
undifferentiated market.  In segmenting  
the market, information received from  
the questionnaire will help determine if 
there was appropriate positioning of the 
product/service offering.  

Questionnaires also help to answer the 
question of how and why a particular 
strategy is to be employed; in other words, 
how to differentiate the product/service 
from competitor’ offerings, thereby providing 
the firm with a sustainable competitive 
advantage.  Lastly, a questionnaire could 
provide information on customers’ reaction 
to the product/service offering in terms of 
the marketing mix elements.  

Third Party Reports

In assessing the various components of the 
marketing mix, information could be 
harnessed from specific channel members 
(third parties) such as distributors, 
wholesalers, retailers, related professionals, 
etc.  They would be able to offer vital 
information on how well they understand 

their roles and responsibilities as channel 
members to ensure the success of the 
product/service offering.  When they know 
what is expected, their objectives will be in 
alignment with the objectives of your 
business.  They could also provide details 
on how fast goods are sold and determine 
the extensiveness of market coverage, 
exclusive, selective or inclusive.  This 
information could be used to assess the 
alignment between product, price, place 
and promotion and the needs and 
preferences of the target audience.  

Therefore, the promotional activities, the 
channel members use to get goods to the 
consumer, the type of pricing mechanism 
employed — (skimming or penetration 
strategies) and the type of product offering 
should be so designed to attract customers.  
Information from third party will provide 
pertinent evidence as to whether or  
not trends were monitored to achieve 
marketing objectives.   

Jacqueline Russell, BSc, MBA, RFC, Dip., 
IARFC Education and Training , Business 
Relationship Coordinator, began her  
tenure with the Society of RFC in July 2008 
and is also the Corporate Marketing 
Coordinator for DSC Lifestyle Services. 
Jacqui has a strong sense of self and 
continually strives to enhance her 
competencies in marketing and client 
management.  Her motto is that we can 
achieve all our life’s ambition as long as it is 
accompanied by discipline and devotion.

Contact:  905 850 6841
jacqui.russell@iarfc.ca
www.iarfc.ca

Jacqueline Russell, BSc, MBA, RFC®

Effective Marketing
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When you’re planning for Boomers and Seniors, 

it’s all about making sure their money lasts as 

long as they do. You’re at a serious disadvantage 

if you don’t know whether your client is likely to 

live to age 70 or to age 102. 

It’s hard to plan for a risk you can’t define.

Now you can get better information to make 

better plans. Find out about 21st Services’ 

Customized Longevity Planning ReportTM – 

including the easy-to-use online version. 

Go to www.21stServices.com/rfc.

Make a better plan. Base it on a Customized 

Longevity Planning ReportTM. Now available online.

Go to www.21stServices.com/rfc. Or call 877-317-3008.
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Learning how to match your clients with the 
right long term care (LTC) and Critical Illness 
(CI) benefits will ensure your continued 
sales success in 2009.  That’s easy and wise 
to say… but it requires some expertise in 
knowing your client & suggesting plans that 
fit them and their budget.  By learning how 
to do this, you’ll always stay in a Compliance 
comfort-zone too.

LTC plans can be purchased between the 
ages of 18 and 83.  Whoa!  That’s a HUGE 
age range and there’s no rubber-stamped 
it-fits-for-all benefit plan to sell.  For Critical 
Illness policies, you can apply for anything 
between $10,000 to $500,000 of coverage. 
Let’s look at what motivates each age group 
and narrow down what might fit for each 
age group.

Ages 18-35

This age group sees long term care as 
something that happens to their 
Grandparents.  True, they may see the LTC 
benefit as part of their cafeteria plan and yes, 
it’s very affordable, but the NEED for long 
term care coverage is very dim in their eyes.  
How do you motivate this age group to buy a 
Plan from you?  You’ll need to ask them 
some questions which can recall any long 
term care experiences they’ve had in their 
family.  For example, “Have any of your family 
members ever had any experience with long 
term care? ”  Be sure to watch their eyes.  If a 
person is in recall, their eyes will look up and 
to the right.  They may or may not have had 
any experiences to recall.  If they have had an 
experience, let them share that with you.  By 
guiding your prospect or client into recall, it 
can help to create the NEED to purchase long 
term care coverage for themselves.  Or, ask 
your prospect if they’ve known anyone who 
was injured in a motorcycle accident, or who 
was diagnosed with an early case of MS and 
needed to have care.  

It will be important to find some experience 
that they’ve had or seen to create a sense of 
“It could happen to me too” motivation.  
Wait for an answer and don’t give your clients 
all the answers since this doesn’t create a 
sense of urgency for them to purchase an 
LTC plan.  The answers to WHY this group 
will buy a plan must come from them… and 
then it’s time to guide them to a decision to 

buy.  For this age group, I’d recommend that 
you only sell a Lifetime benefit plan.  The 
cost is low and there’s not much variance in 
cost between a 3 year benefit and one that 
never runs out.  Stress the importance of 
protecting themselves, locking in the 
premium rates of a younger individual, and 
having the peace of mind that they made the 
right decision to protect themselves from the 
cost of ANY type of long term care needs 
they may have in the future.

Ages 35-55

This age group usually is in the midst of 
career growth, has a family, and may or may 
not have experienced the costs with long 
term care.  They may have parents that have 
had a stroke or a heart attack, or 
Grandparents that are aging and need more 
care.  Are they the most ready-to-buy group 
of your prospects for selling long term care 
insurance?  No.  But they ARE great 
candidates for Critical Illness coverage as 
your first sale.  Critical Illness insurance can 
give them peace of mind that their family will 
have an additional lump sum of money 
when they have had a heart attack, cancer, or 
a stroke.  This age group certainly knows their 
peers are facing these health challenges and 
maybe they have worried about what would 
happen to their family if either the wife or 
husband was to be sidelined for 6 months 
while recuperating from a critical illness.  

Prospects for CI can also include Doctor 
groups or lawyer groups who may want to 
cover their Partners with this type of Plan, in 
addition to the disability coverage they already 
have.  It’s not unusual for a Doctor to buy a 
$500,000 Critical Illness plan to achieve the 
level of coverage they want for their families.  
If you were to sell this age group of clients a 
critical illness plan from American General, 
the benefits would last a lifetime, and after 
age 70, the benefits of their policy change to 
a pool of money that’s available as one lump 
sum when they have a permanent loss of 2 
ADLs.  It’s a great strategy for selling a CI plan 
now that becomes an extra long term care 
benefit after the policyholder reaches age 70.   
The other companies in the CI marketplace 
that sell critical illness coverage don’t have a 
plan that lasts the policyholder’s entire 
lifetime so make sure you understand which 
policy fits best for your client’s situation.

This age group is easier to sell an LTC plan to, 
but once again, as you MUST create Need 
since buying an LTC policy just isn’t on their 
radar screen yet unless they’ve had a personal 
experience to reference.  Critical Illness is a 
much easier plan to sell to this age group, 
and then LTC can be your next sale.  This 
age group will want to see several options for 
coverage with an LTC plan.  I show a 3 year, 4 
year, and Lifetime benefit, find out what type 
of interest they earn on investments, and find 
a yearly premium that uses a PORTION of the 
interest they are earning.  For Critical Illness 
coverage, I will ask the client what 6 months 
of bills might be for their family’s monthly 
expenses and start from there.  Most clients 
will want at least $100,000 of coverage.

Ages 55-70

This is the age group every one wants as 
clients.  They are the most ready-to-buy for 
LTC, and Critical Illness (CI) is an important 
sale to make too.  They’ve usually seen what 
long term care costs can do to an 
investment portfolio and their friends have 
started to have cancer, had heart attacks or 
strokes, and retirement is starting to become 
a reality on the near horizon.  With this age 
group, you need to focus on protection, how 
LTC and CI fit into their insurance plan, and 
you need to have them imagine the harsh 
reality that their health WILL change, we 
just don’t know WHEN that will happen.

Selling to this age group should always 
include inflation protection for their LTC plans, 
ALWAYS.  Don’t sell a bargain plan, sell a plan 
that will keep up with inflation and the cost 
of care.  Regardless of Obama’s  directives to 
stop escalating the costs of providing care, 
we have an entire age group of Boomers 
who will be living longer and will need care 
and that care will never cost any less than 
what we have in front of us today.  This age 
group should be purchasing an LTC plan that 
has compound inflation added to their 
policies.  Steer clear of anyone who tells you 
that selling an LTC plan without inflation 
coverage is more affordable for your client.  

You have to remember what will happen 
when your client goes on claim.  They won’t 

Matching Your Clients 
with the 

Best LTC & CI Options

CONTINUED ON PAGE 17
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with Underwriting challenges that make it 
difficult to get the policy issued.  For this 
group, always start out their application  
with a suggestion of an application for  
2-3 years of benefit coverage if they have 
had health issues in the past.  It’s easier  
for Underwriters to imagine covering 
someone for a 2-year period of care,  
versus a Lifetime benefit.  As a strategy  
with someone who may have had health 
problems in the past but is now in  
a ‘Window of Health’, I’d suggest 
submitting their application for 2 years  
of benefits and then if they are approved, 
when you deliver the policy and they  
are in the 30-day right-to-review period, 
complete a change form to increase the 
benefits to a Lifetime plan if the client  
wants more coverage.  

This strategy has worked hundreds of times 
for me because the biggest hurdle will 
always be getting them through 
Underwriting first, and unless the issuing 
company specifically tells you not to 
upgrade the policy for more coverage, it 
helps you to be successful for the client and 
get one more of your clients and prospects 

covered.  Whether or not to add Inflation 
coverage is a judgment call in this  
age category.  I will add simple inflation  
up to age 74 for my clients, but again,  
it’s based on family history, health issues  
the client may have, and budgetary 
concerns.  Many women in this age  
group still want to buy a Lifetime benefit  
so by all means, be sure to show your 
clients several options.

This age group cannot buy Critical Illness 
coverage any longer due to age restrictions.  
The  client needs to apply for coverage 
before age 65.

Selling long term care and critical  
illness coverage to your clients remains  
one of the best opportunities for your 
financial practice or Agency.  Segment  
your prospecting and coverage offered  
by age group and you’ll be more  
successful in closing even more sales.   
And that makes for a Winning Strategy  
for 2009!    

Wilma G. Anderson, RFC® and Investment 
Advisor Representative based in Littleton, 
CO is known as The LTC Coach and  
Critical Illness Coach and is America’s 
leading LTC and Critical Illness sales  
trainer.  She offers sales systems, DVDs, 
workshops, provides personalized coaching 
programs for Agents and insurance 
companies, and speaks nationally about  
LTC and Critical Illness. Wilma’s new 
E-book for making successful Critical 
Illness sales is only $99!   

Contact:  720 344 0312
wilma@TheLTCcoach.com
wilma@CriticalIllnessCoach.com
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remember a dollar-saving strategy for 
premiums, they’ll only see what the cost of 
care is and what their policy without inflation 
protection won’t be paying.  The angry calls 
from their kids will make your day miserable, 
at best.  To give this age group the best Plan 
for coverage, add inflation protection… 
ALWAYS.  For specific plans, I will show a 3 
yr, 4 yr, and Lifetime benefit.  Women tend 
to buy a Lifetime benefit since 95% of the 
folks in nursing homes are women.  Men are 
influenced by their family history, longevity, 
and their wife’s input so always give options 
and let them have choices that fit for their 
lifestyle and budget.  With CI plan, there isn’t 
any inflation coverage to purchase, so be 
sure to find out what their family household 
expenses might be for 6 months and 
suggest 2 levels of coverage that might fit.

Remember that if your clients are in this age 
group, they need to purchase it before their 
65th birthday.

Age 71-83

This age group definitely needs to purchase 
an LTC plan but often they may be faced 
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let our team work for you

   

IARFC Career Center
Pay 1 Price, Reach 5 Sites

Visit http://careers.iarfc.org

let our team work for you

>  An integrated approach helps you  
manage and achieve your hiring goals

When you post your jobs on the IARFC 
Career Center you are putting the 
power of our association partners to 
work for you.  Together they represent 
over 2200 highly qualified financial 
professionals.   Put our partnership to 
work for you.



Talking with a Dedicated Failure

Cato Comments — About Your Image…

CONTINUED ON PAGE 19

My conversation with this mediocre 
performer was captured on video tape.  
Others can now observe how everything I 
suggested was immediately rejected.  This 
“planner” even boasted that his bottom-line 
was not bad and has not changed since he 
began his career eleven years ago. 
 
After he revealed his actual annual net 
earnings my take on his performance was as 
follows:  His efforts produced mediocre 
results and he has not increased his 
production or increased his services since he 
began his financial career — a decade ago.  
He has been a planner during eleven years 
of boom and bust, enjoying only hardship.  
Yet he is very sure, even certain, about what 
he is doing, and not going to do.  The 
following is a word-by-word transcript 
summary of our ten-point conversation:

1.  I recommended to this struggling planner 
that he have himself photographed with 
appropriate famous people and local leaders, 
and then tactfully exploit those pictures.  The 
planner quickly replied, ”Not me.  That 
would be misleading.  I don’t really know 
famous people.”

2.  Then I suggested he work with local 
influence centers.  He immediately shot  
this idea down by responding, ”I find  
Rotary Clubs, Elks Lodges and groups like 
that all just waste too much of my time.  
They are all full of people pretending to 
be important.”

3.  How about writing articles and getting 
published?  Then you can skillfully 
merchandize your printed pieces.  With a 
frown he shot back, ”I’m no writer.  Besides 
the Internet is full of amateur junk-writing 
that is self-serving.  No one reads 
magazines any more.  And newspaper are 
going out of business all over America.  
People don’t like to read these days.”

4.  To my recommendation that he be 
endorsed by appropriate celebrities for his 
target market segment he snapped, “That is 
the most stupid and most wasteful thing I 
have ever heard of.  Get serious!  I don’t 
have time to waste time.”

5.  Next I asked, “You do use a biographical 
sketch containing information about yourself 
don’t you?  Isn’t this in your Media Kit or your 
Media CD?”  “My mother told me when I 
was five years old not to blow my own 

horn.  I don’t see any reason to start now.  
That’s not good manners.  I’m not going 
to brag.”

6.  I suggested that he arrange for an 
American flag to be flown over the Senate 
Office Building in Washington, honoring him 
for helping people make progress toward 
their financial goals.  To this he quipped,  
“I don’t believe in exploiting patriotism.  
That’s wrong and just low-class.”

7.  I asked if I could hear his “Elevator-
speech” and he replied, “I don’t believe in 
tricking folks with a script — even if it is 
only one or two sentences.  I’m honest 
and I expect them to be honest.”

8.  I suggested that he be photographed 
inside Air Force One, inspecting the interior 
of the President’s plane, sitting in the 
President’s seat, or simply entering or exiting 
Air Force One.  He quickly rejected that 
suggestion by noting, “That would be 
unethical.  That implies I know the 
President.  I will not be unethical.”

9.  Do you understand that people treat you 
as they perceive you to be?  “I have lived in 
my community all my life.  I graduated 
from high school there.  I go to church 
there.  My two kids graduated from high 
school there.  Lots of people already know 
me there.  I don’t need publicity!”

I need more sales.

10.  To my comment that if he would change 
his image and re-position himself as the 
market leader then his clients and prospects 
would treat him differently and he would 
close far more sales, he replied, “They treat 
me nice enough already.  I have no 
complaints about how I am treated.”

Finally, when I tried to tell him about how 
some of financial planning’s great production 
leaders promote their practice, he interrupted 
me with, “I’m not going to copy any man.  
I’ve always been my own man.”

I Was Speaking With A Dinosaur

Of course I realized I was talking with a 
cautious dinosaur that could no longer 
effectively compete in any US market area 
today.  I found it difficult to understand his 
reluctance to do anything.  I thought of 
how easy it would be for his competition to 

render him not only ineffective but irrelevant.  
Most anyone could take his major 
accounts away.

He had great growth potential but was 
locked into the habit of quickly finding 
reasons to do nothing.  For him to 
understand the value and worth of creating 
an image to improve the perceptions 
prospects and clients had of him required a 
massive leap that he could not even 
comprehend or ever attempt.  Worst of all 
was the fact that I could not penetrate his 
brain as he was locked into well-
established bad habits that guaranteed 
his failure.  I felt sad about this situation and 
I also felt a bit like a failure for not being able 
to effectively communicate to this doomed 
and frightened dinosaur.  

Surely his desire was not to fail.  He was 
certain to always find reasons not to 
change, not to adapt, not to improve, not 
to work harder, not to try something new 
for him, and not to leave his comfort 
zone. In actuality he was selecting reasons 
that guarantee he will not ever advance 
his bottom-line.  He was even locked into 
reasons not to think.  Apparently he 
considered anything to be unnecessary risk, 
or unnecessary bother, or unnecessary work.   

He is going to remain frightened and  
feel threatened — the way he has always 
been — and he will do what he has 
always done — yet he will expect different 
and improved results.  That is one of the 
definitions of a fool but I do not consider him 
to be a fool.  A person has the right to 
remain just typical or average or even to 
always be mediocre if that is where the 
person is most content.  Certainly we all 
desire emotional stability and freedom from 
fear.  And work is a bother, often involving 
emotional ups-and-downs and even  
dreads or fears.  

Another reason for these unfortunate 
reactions in so many good people is because 
they become scared and cope by being 
over-cautious.  It is human nature for many 
people to always quickly fixate upon the path 
of least resistance – whatever requires the 
least effort.  They adopt this as their 
automatic response to anything and 
everything.  This is why 20% have always 
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sold 80% of the financial products and 
services.  This planner has no hope of ever 
joining the 20% of top producers.  

However, he is very good indeed at  
finding reasons to avoid work and to do as 
little as possible.  He will always come-up 
with reasons to do less.  Some of them may 
be good reasons.  It hurts a little to get a flu 
shot so some people may elect to not get a 
flu shot.

What would you have told this dinosaur?  
How would you motivate this planner to at 
least open the door to opportunity a few 
inches and peek in?  I mentioned this 
conversation to Zig Ziglar and he said, 
”Some people will not enter even if you 
open the door of opportunity for them.  
They are locked into failure habits, not 
success habits.”   

Forrest Wallace 
Cato, RFMA, RFC®  
helps advisors 
attract regional and 
national recognition.  
He is former 
Communications 
Director of the IAFP, 
now FPA and former 
Editor-in-Chief of 
Trusts & Estates: The 
Journal of Wealth 
Management and 

Financial Planning magazine.  He is 
International Editor of Advisers magazine in 
China.  He presents The Cato Award during 
the IARFC sponsored conference.  

Cato is an award-winning editor, including 
How To Sell Your Way Through Life by 
Napoleon Hill and ghostwritten for such 
luminaries as W. Clement Stone, Norman 
Vincent Peale, Napoleon Hill, Robert H. 
Schuller, Charles “Tremendous” Jones and 
Mehdi Fakharzadeh.  Cato is credentialed 
as a member of the media authorized to 
cover Congress and the White House having 
interviewed five Presidents.  His services 
have made substantial increases in the 
image and client attraction rates of financial 
advisors coast-to-coast.  His presentation on 
“How to Become Famous” has been very 
well received by financial advisor audiences 
in the U.S. and Singapore.

Contact:  770 516 9395
forrestcato01@bellsouth.net
CatoMakesYouFamous.com
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Everything we do is based on relationships.  
Personally and professionally, it is hard to 
accomplish most small and large tasks 
without having the necessary relationships 
to make them happen.  Think about it this 
way:  If you need help moving to a new 
home, you call a friend with whom you 
have a relationship.  If you want to meet a 
new professional in your industry, you may 
call on a colleague with whom you have a 
relationship to make the introduction.  It 
doesn’t matter what you are trying to do, 
relationships make the task possible. 

During the nearly 15 years that I have been 
working as a publicist, one thing has become 
apparent:  Nothing I have ever done for a 
client would have been possible if it was not 
for the relationships I have nurtured with 
journalists over the years.  From small 
community newspapers to large national 
television stations, it takes relationships with 
editors, writers, reporters and producers to 
realize the potential of publicity. 

So, how do you create those valuable 
relationships to promote your organization?  
It starts with understanding what I call the 
Foundation of Media Rapport™.  The 
Foundation of Media Rapport™ is something 
you cannot see, hear, taste or touch —  
but it exists nonetheless.  It is made up of 
key elements and qualities that, when 
mastered, provide for building those vital 
relationships.  This Foundation is very similar 
to the foundation of your home or office 
building.  It is perfectly engineered and 
constructed in a way that provides for 
strength and durability. 

Many foundations are built with 
cornerstones.  If these cornerstones are 
weakened or removed, the foundation can 
be compromised leading to a collapse.  In 
the Foundation of Media Rapport™ there are 
four cornerstones — message, skills, pitching 
and respect.  Each of those cornerstones 
has four building blocks (see below graphic) 
that provide for the strength and durability 
of the respective cornerstones. 

Your goal in building these valuable 
relationships with the media is to create the 
strongest possible foundation on which your 
relationships with the media are based.  
This means you must master the 16 
building blocks, which will naturally lead to 
strong, long-lasting cornerstones.  So, what 
are the cornerstones and their respective 
building blocks?

Four core messages of your business

Message 

This is perhaps the most important 
cornerstone.  Having a message that is 
unique to you and your organization is  
vital — not only for selling the organization 
to members and prospective members, but 
to the media as well.  The media needs to 
understand your unique value proposition 
and why your association can contribute to 
the media’s work.

To master the message you must master 
the four building blocks of differentiation, 
audience, verbal brand and persistence.  
Every organization is unique.  You need to 
understand these unique traits to 
differentiate your organization from 
competitors, whether they are for profit 
companies, or non-profit associations.   
You need to determine your target audience 
and begin to formulate the message is a 
way that will resonate with them and the 
media.  You then need to put your verbal 
brand together so it spells out your 

message.  This verbal brand includes: your 
ACES, story, elevator statement and tagline.  
Then it is a matter of being persistent with 
the message.  

Skills 

Once you have mastered the message, it is 
time to learn the vital skills of writing, 
speaking, interviewing, and wisdom.  If you 
hope to create these relationships, it is vital 
that you learn how to communicate 
effectively in a variety of ways. 

To master the skills you need to first know 
how to write for the media.  Reporters work 
on such short deadlines and under rigid 
conditions that they do not have time to dig 
through pages of text.  If you write to a 
reporter, you need to be able to cut to the 
chase and present information in a concise 
manner.  Speaking comes easy for many 
people, but being able to answer a 
reporter’s questions accurately and with 

Mastering the Building Blocks of Media Relationships
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Northern Delaware Financial Planning  
firm seeking an enthusiastic and 
comprehensive CFP with Series 7 and 
Insurance License with minimum 5+ years 
of experience.  Sales experience, rainmaker 
capabilities and book of business a plus.  
Our company has been in business for 
30+ years and great workplace 
environment.  Position offers salary plus 
commissions with benefits and paid 
vacation with strong ownership possibilities.  
For more information please email Chris 
Williams at cmwilliams23@comcast.net.

What is newsworthy to one reporter may not 
be newsworthy to another.  Reading their 
writing and watching or listening to their 
news reports will help you find out what 
they are interested in hearing about.  Every 
reporter has a beat they cover; it is important 
that you know their beat and the specific 
angles they use in the reporting.  Respecting 
a reporter’s deadlines is vital as most 
reporters work on tight deadlines.  The first 
time you violate one of their deadlines will 
be the last time you work with that reporter. 

Finally, you need to understand and respect 
the process for contacting the media.  As 
you build rapport with a reporter you will be 
able to take more liberties in your 
communication with them, but until that 
happens, just send an e-mail.   

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.

Contact:  301 963 7555
Benjamin.lewis@perceptiononline.com
www.perceptiononline.com
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conviction takes practice.  Interviewing is not 
as easy as it can look.  It takes preparation 
and practice.  Finally, you must always 
exercise wisdom in working with the media.  
Being the executive in charge of an 
organization requires you to show your 
knowledge and abilities.  

Pitching 

Now that you have a message and know 
how to communicate, you are ready to 
begin mastering the pitch.  In public 
relations there are two ways to penetrate 
the media — the first is through reactive 
public relations and the second is through 
proactive public relations.  Reactive PR is 
simply when a reporter calls you regarding  
a story and you respond.  The problem is 
that this is not possible without first doing 
the proactive PR, which means you are 
actively reaching out to the media with  
story ideas that demonstrate your expertise 
and abilities.  This is the essence of the 
pitching cornerstone. 

To master pitching, you need to understand 
the building blocks of identification, 
development, distribution and passion.  
Pitches are story ideas that fit one or  
more of the five areas of newsworthiness.  
Pitches must be timely, unusual, relevant  
to a majority of the audience, controversial 
or entertaining.  You need to be able to 
identify pitches that fit into one of these 
areas.  Then you must be able to develop 
the pitch in accordance with what the media 
will want to read and see.  Short, concise 
and to the point is vital in communicating 
the story idea.  You then need to 
understand how the reporter in question 
wants to receive this great story idea.   
Then delivering it with passion is imperative.  
Often it is not the content that sells and 
idea, but rather the passion with which  
you deliver it.  

Respect 

It finally comes down to this — respecting 
the media.  Many reporters have their own 
quirks, guidelines, preferences and ideas.  It 
is imperative that you understand them as 
people, and as professionals, if you hope to 
get the coverage you are looking for. 

Respecting the media involves 
understanding and mastering 
newsworthiness, beats, deadlines and the 
process.  If you can understand each of 
these building blocks, you will develop 
respect for them and they will develop 
respect for you and your organization.  

Benjamin Lewis
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Like so many families, when we suffered 
the loss of my mother last year we  
faced the difficult decision of what to  
do next.  Because we were never willing  
to accept this as a possible outcome,  
nor did we think about planning in  
advance for this incomprehensible loss,  
we had no idea where to begin or who  
we could turn to.  

Most people tend to overlook one of the 
greatest gifts you will give your family,  
which is properly preparing them for  
the inevitable.  At best, you might have 
started your estate planning process by 
creating a will or trust.  However, the  
harsh reality is that over 70% of Americans 
have no form of estate plan.  So by having  
a will or trust, your clients have clearly  
taken a step in the right direction toward 
preplanning your future financial wishes.  
The problem is this form of planning fails  
to accomplish the most important  
task, which is addressing the family’s 
immediate concerns.

The person, or in most cases people, 
responsible for taking care of your final 
arrangements are usually forced to make 
extremely important decisions, as well as 
major financial purchases, within a small 
time frame…usually within approximately 
48 hours after death.  Of course, you cannot 
expect to fully alleviate the emotional and 
financial stresses of loved ones during such 
a difficult time, but you can guide your 
clients with tremendous help by having a 
plan that outlines funeral wishes.

Most financial professionals are realizing 
that an integral part of a sound financial 
and estate plan is taking care of your 
funeral services ahead of time.  
Preplanning the funeral arrangements 
provides the ability to choose method of 
disposition, the exact type of services 
desired, and allows the family to focus more 
on things such as grieving and recovery.  In 
addition, preplanning is also a good thing 
because it allows families to make extremely 

important decisions through a calm and 
clear thought process.  Emotionally, it more 
likely will create a more rational and logical 
end-of-life plan.

When preplanning a funeral, here are 
several general guidelines to begin your 
preplanning process:

•   Visit various funeral homes and interview 
multiple funeral directors 

•   Choose a funeral home and director 
where the family would be most 
comfortable 

•   Consider bringing family members along 
during this selection process 

•   Be aware and informed of bereavement 
entitlements such as veterans, unions, 
fraternities, etc. 

•   Consider religious and moral convictions, 
and discuss them with all the family 

•   Determine the preferred method of 
disposition (burial, cemetery, 
entombment, cremation, etc.) 

•   Plan the ceremony considering things like 
casket viewing, religious aspects, who 
should be included, etc. 

•   Itemize the costs and source of funds
•   The Federal Trade Commission offers a 

free funeral planning guide titled “Caskets 
and Burial Vaults” (202-326-2222) which 
has made it easier for consumers to 
comparison shop. 

•   The FTC Funeral Rule requires funeral 
directors to give pricing information over 
the phone, as well as provide you with a 
readily available General Price List if visited 
in person. This FTC Funeral Rule also allows 
purchase of caskets, which are the single 
largest funeral expense, from outside 
vendors without the threat of a carrying 
charge.  For more information about The 
FTC Funeral Rule, visit www.ftc.gov

What About Paying For  
Funeral Expenses In Advance?

Although planning funeral arrangements  
in advance may help alleviate many of  
the details, prepaying (also known as 

prearranging) for funeral services is a way  
of taking care of the actual expenses.

Prepaying funeral or cremation is one of the 
fastest growing, and most appreciated and 
accepted aspects of funeral planning.  
Similar to preplanning the funeral, paying 
your funeral expenses in advance is also 
becoming widely accepted by many 
financial professionals as a solid piece of 
a sound financial and estate plan.

When prepaying a funeral plan, the most 
common and widely used strategies are 
savings and life insurance, mainly because 
they tend to be deemed the most reliable 
and readily available.  However, there are 
several strategies to consider when 
prepaying your funeral costs or expenses:

Savings

Although many people choose to set aside 
savings to pay for funeral expenses, there 
are several reasons this does not always 
end up working out as originally planned.  
First, the savings can be depleted based on 
unexpected financial circumstances, such as 
health or financial issues.  Second, these 
funds are not always readily available and 
liquid upon death due to the challenges and 
restrictions often found in estate planning.  
Third, the funds set aside can often be 
insufficient due to inflation and the rising 
cost of funeral expenses.  Finally, it should 
be noted that savings are included in a part 
of one’s estate, and, thus, the taxable 
consequences can often come into play.

Life Insurance

Term Life Insurance is widely considered to 
be a flexible, simple, and affordable way to 
pay for your final funeral expenses.  
Although Term Life Insurance has a set 
term, or set number of years, it also has 
multiple uses in prepaying for your funeral.  

CONTINUED ON PAGE 23

Create an

End-of-Life Plan
For Your Clients
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•   Favorite hymns and readings
•   Nomination of Pall Bearers
•   Obituary Announcements
•   Request for charitable contributions in lieu 

of flowers.

When Guiding Clients

In summary, although nobody likes to think or 
talk about dying, it is one of the facts of life 
we all must eventually face.  If you are trying 
to build a successful financial plan, the only 
way you can be sure your plan works 
smoothly and efficiently is to be proactive 
about your planning process.  This is 
particularly true and necessary when creating 
a proper plan of succession, which I firmly 
believe should include an end-of-life plan.   

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

Ask about  
the IARFC  

Referral Program
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Upon death it becomes a liquid asset, it can 
be used for many things such as funeral, 
burial, cremation, liquidity, and many other 
things, including debts or obligations.

In addition, there are some types of life 
insurance that allow the funds contributed 
to these policies (either in lump sum, 
monthly, quarterly, semi-annually, or 
annually) to grow and accumulate as a cash 
value that can be accessed if necessary.  
Therefore, these policies can be used for 
funeral expenses, and also for other 
financial planning options that may arise 
such as financial emergencies, college, etc.

Funeral Insurance

A whole life policy that is paid up can be 
specifically directed to cover final expenses.  
If a participating contract, the dividends  
may gradually increase the death benefit  
or be withdrawn in cash — usually on a 
tax-free basis.

Funeral insurance is a life insurance policy, 
which is specifically designed to cover any 
costs or expenses, which are directly related 
to your funeral.  If you purchase one of 
these policies, one of the options is to 
determine exactly which funeral costs or 
expenses are to be covered, such as flowers, 
burial plot, grave marker, and much more.  
Another option is for the policy to be paid 
out in a single lump-sum, which can be 
used to cover pre-determined costs or 
expenses, or simply help loved ones 
financially as execute final arrangements 
they plan for you.  There are many insurance 
companies that offer funeral insurance 
packages, and certain funeral homes or 
funeral companies also offer policies.

Pre-Need Trust Agreements

Another alternative to prepaying funeral 
expenses is to consider a Pre-Need Trust 
Agreement to pay for your costs or 
expenses.  Generally speaking, these Trust 
accounts are typically funded with monthly 
payments that are invested in a fund which 
is designed to grow over time.  Although a 
Trust account is designed to provide the 
potential for protection against inflation, it is 
not guaranteed to do so.

Non-Financial Decisions

Many families also develop written plans for 
non-financial issues:

•   Who will deliver the service
•   Where will the service be conducted 

Christopher Hill, RFC®

2009 Mid-Year  
Tax Planning  
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   Communication is critical for all of 
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cementing relationships with your 
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Work Less, Be Healthy

by Katherine Vessenes, JD, CFP®, RFC®

COMPLIANCE-FRIENDLY MARKETING
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Financial advisors, how are you feeling these 
days?  I’m not referring to the success of 
your practice, not directly at least.  I’m 
referring to your health.  We believe your 
business could be causing you some health 
issues, especially considering the incredible 
market turmoil we’ve experienced since 
September.  Our theory, borne out with 
many of our clients, is getting your business 
running better will make you healthier too.

Vestment Advisors’ partnered with FPA to 
create the 2008 Financial Advisor Survey on 
Physical and Mental Health.  Nearly 300 
financial advisors, to our 50-question survey.  
With the extreme financial conditions 
encompassing the industry over the past 
two months, we then asked 11 follow-up 
questions to gauge the effect of the 
market’s volatility.  The results of the original 
survey and its follow-up questions offered 
interesting information about how health 
and business success go hand-in-hand.  
Here are some of the results:

Increasing Stress Levels.  First and 
foremost, a staggering 90 percent of 
responding advisors reported that the recent 
market changes have increased their stress 
level.  Nearly 53% of respondents to the 
follow-up survey pointed to market turmoil as 
the most stressful element of their job 
currently.  Compare that to only 18 percent 
of advisors during the original survey, and it 
one can easily see the physical strain the 
market has placed on these advisors recently.

Interestingly, most advisors are not 
struggling with keeping their clients and 
many are seeing some level of growth 
during the current market turmoil.  Nearly 
41 percent of respondents have maintained 
their clientele during these market changes.  
Now here’s the absolutely staggering news:  
48 percent, nearly half, of advisors 
responding to our follow-up survey reported 
they’ve added clients during the recent 
economic turmoil!  So while our economy 
faces its most volatile time in decades, 
placing increased strain on these advisors, 
they are actually growing their practices.  
That’s simply amazing!

Why is this growth occurring?  The key 
has been the shift in time allocation these 

advisors have seen since September.  Prior 
to September 1st, 71 percent of responding 
advisors reported spending less than 14 
hours per week with their clients.  Since 
September 1st, nearly 57 percent of advisors 
reported spending more than 15 hours per 
week with their clients — a tremendous 
increase to say the least.  As you can see, 
there is a direct correlation between 
spending more face-to-face time with clients 
and increasing your business.  However, 
there is still a major problem here that is 
straining advisor’s health and their practices.  

Time Management.  That problem is that 
these advisors, who are seeing growth in 
their practice, are not properly prepared to 
spend more time with their clients — and it’s 
wearing on their health.  Consider this 
simple finding, nearly 77 percent of 
responding advisors reported that client 
demands were the most stressful demand 
on their time.  Without question, market 
turmoil has led to advisors spending more of 
their time dealing with client demands, and 
thus increasing their stress level. Increasing 
the amount of time you spend meeting with 
clients shouldn’t be a burden; rather it 
should be the focus of the practice model 
you implore every day. More on that later.

Increasing Workload.  Going back to 
stress, financial advisors have always been 
hard workers.  In fact, of the advisors we 
surveyed, over 81 percent of respondents 
reported working more than 40 hours a 
week while 47 percent reported working 51 
or more hours a week. Over 15 percent are 
actually putting in more than 60 hours every 
single week.  Combining this heavy 
workload with an unpredictable market and 
you’ve got a recipe for stress.

Why are advisors taking on so much stress?  
We asked, “If you could wave a magic wand 
and change two things, what would they be?”  
The leading response, with over 75 percent, 
was to increase income/revenue and/or 
profitability.  It appears that the strong desire 
to build up their practices and increase their 
income motivates these advisors to sacrifice 
themselves, their families, and sometimes 
their personal health.

Profitability Issues.  Regarding increases 
in revenue and profitability, nearly 20 
percent called increasing their client base to 

be important while an incredible 71 percent 
determined it extremely important.  A 
staggering 91 percent of respondents place 
a high priority on growing their businesses.  
When asked to rate the importance of 
increasing their client base, over 26 percent 
deemed the action important, while nearly 
60 percent called it extremely important.  In 
fact, 63 percent of advisors producing less 
than $200k a year reported work-related 
stress due to a lack of new clients.  Clearly, 
the top priority for a majority of these 
responding financial advisors is to bring in 
more clients and make more money.  This 
seems to explain the extreme amount of 
hours advisors are working every week, and 
the ensuing stress.

The Need for Relaxation.  The second 
largest response to the magic wand 
question, with over 35 percent, was a desire 
for more time off for self/family.  One of the 
secrets we have learned from multi-million 
dollar advisors is that working harder does 
not necessarily equal making more money!  
In fact, nearly half of our respondents are 
producing less than $200k a year, yet 78 
percent of those advisors are working more 
than 40 hours a week!

Specific Health Issues.  Before jumping 
too far ahead, we wanted to know how 
healthy the advisor was and then, for those 
with some kind of health issue, what 
obstacles advisors were facing in regards  
to their health.  Over 36 percent of 
respondents indicated that their health  
was terrific.  The remaining 63 percent  
were asked, “What is keeping you from 
improving your health?”  Over 55 percent  
of the advisors answered that a lack of time 
was causing the problem.  This is no 
surprise; given how many hours they are 
spending at work.  

Meanwhile, nearly 54 percent of the 
respondents admitted a lack of discipline 
was deterring their health.  Our follow-up 
survey showed that work during the market 
turmoil is affecting the sleep of an alarming 
30 percent of advisors.  Only 11 percent of 
advisors indicated that nothing is preventing 
them from improving their health as they 
are happy with their health. 
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Practice Inefficiencies Matter.  There  
is a direct correlation between too much 
stress, deteriorating health, and poor 
practice management.  Exercise is vital to 
health and relieving stress.  Of advisors 
producing less than $500k a year, 70 
percent exercise less than one hour in an 
entire week!  Furthermore, 71 percent of 
that same group earning less than $500k 
reported a lack of downtime was causing 
them stress at home, opposed to nine 
percent for advisors producing more than 
$500k.  Of the 10 percent of advisors  
who said they were unhappy, none were 
earning over $500k.  All of these issues 
have a similar cause, and it’s the same 
problem that hurts your business as  
much as it does you — a lack of proper 
time management.

We tell all of our clients that their most 
valuable inventory is their time.  Like any 
good investment, leveraging your time will 
bring you the greatest results and help you 
make the most money.  Many advisors are 
spending their most valuable inventory on 
activities that do not directly lead to more 
business.  The key is maximizing your time 
earning money while outsourcing functions 
or enabling your employees to handle the 
rest — making them valuable assets, too.

Financial Problems and Solutions.  
Looking at the data, there were two  
specific tasks that directly affected advisors’ 
lack of time.  When asked of reducing or 
delegating paperwork, nearly 27 percent 
of advisors answered it was important while 
almost 46 percent responded that it was 
extremely important during the initial survey.  
Nearly 73 percent of advisors are dealing 
with too much paperwork!  Furthermore,  
79 percent of advisors producing less  
than $500k a year cited paperwork as a 
cause of their stress.  Compare that to  
only 19 percent of advisors earning  
more than $500k and we have a perfect 
example of successful advisors reducing 
stress by avoiding unnecessary tasks.   
Even during our follow-up survey, amidst  
all of the market turmoil, nearly 17 percent 
of advisors cited paperwork as their largest 
cause of stress.

The other task identified as a problem  
was reducing compliance issues.  Nearly  
29 percent of the respondents found  
the issue important while 31 percent 
proclaimed it extremely important.  So we 
have 60 percent of respondents recognizing 
the importance of reducing compliance 
issues.  Breaking down the amount of stress 

caused by compliance issues, 76 percent of 
advisors earning under $500k responded 
that compliance causes them stress 
opposed to 48 percent for those producing 
more than $500k.  Compliance issues  
are still the main cause of stress for over 
seven percent of advisors following the 
market changes.

These results show that paperwork and 
compliance serve as a major thorn in the 
side of advisors, even with a volatile market 
taking place.  Now, filling out paperwork and 
properly handling compliance is a critical 
part of the business, but your business may 
be best served by outsourcing or delegating 
these responsibilities.  With those duties off 
of your shoulders, you can focus on 
prospecting for new clients and retaining 
existing clients.

To best leverage yourself and your time, and 
to make more money while reducing your 
stress, focus on three things: 

•   Finding prospective clients
•   Meeting with clients
•   Closing the sale or securing the 

relationship to make them clients  

That’s it, just those three. We call this 
focusing on PMS (prospecting, meeting, 
sales).  Absolutely everything else should  
be delegated to other members of  
your team.

Considering that nearly half of advisors  
are seeing growth during these market 
changes, it’s obvious that spending more 
time face-to-face with clients — albeit  
forced by market conditions — is beneficial.  
It is extremely important to your health  
and subsequent success of your practice 
that you recognize your time is much  
better spent doing what only you can do: 
spending time in front of clients and 
solidifying those relationships.  Everything 
else, including service work, filling out forms, 
placing trades, and even completing plans 
should be delegated.

Delegate, Delegate

The problem here is that these advisors are 
not properly setup to meet with clients –  
as evidenced by their increased stress level 
from needing to spend time with clients.  
Most of the respondents recognized the 
importance of face-to-face time with clients.  
When asked about getting in front of more 
prospects, over 24 percent of advisors 
answered the action was important while 

nearly 59 percent answered that it is 
extremely important.  So while an 
overwhelming majority of the respondents, 
83 percent, recognize this importance; 
many aren’t exactly sure how to do it.  
Otherwise, these advisors wouldn’t be 
stressed out over the time-crunch of 
balancing increased client time.

To reap the full benefits of spending more 
time with clients, and to do so without the 
risk of your health, you must increase your 
efficiency.  When asked about increasing 
efficiency, nearly 32 percent of the advisors 
classified it as important while almost  
57 percent identified it as extremely 
important.  These 89 percent of responding 
financial advisors, and you, must realize that 
the key to increasing your efficiency and 
escalating your revenue while improving 
your health is to eliminate all of the time 
(and energy) draining tasks that are 
unrelated to finding, meeting, and gaining 
clients.  Not only will that make your 
practice more successful, it will help to 
alleviate your stress level.  With time, you 
will see the benefits in your revenue — and 
your health.

Financial advisors need to realize is that  
this service-based industry does not  
reward the hardest working advisor as  
much as it does the most effective  
advisor — even during this current market 
volatility.  Working effectively means being 
healthy, enjoying what you do and best 
leveraging every bit of your practice.  
Eliminate all of the tasks that should be 
delegated and focus in on the one area 
your business most needs you… bringing  
in clients.  By sticking to the game plan of 
PMS, and leaving the rest to your staff;  
you’ll not only increase your income, you 
will improve your health and quickly find  
a renewed passion for your career —  
and more importantly, your life.   

Katherine Vessenes, JD, CFP®, RFC®,  
the creator of the No-Sell Sale™, uses her 
20+ years of experience as a top financial 
advisor and consultant to help her clients 
achieve an easy, almost effortless sale.  
Katherine is considered “The country’s 
leading authority on building the 
multimillion dollar practice” (Kaplan) and 
“America’s best known authority on the 
legal, ethical and compliance issues of 
financial advisors” (Dearborn). 

Contact:  952 401 1045
katherine@vestmentadvisors.com
www.vestmentadvisors.com
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Forward to the Past
All of us are familiar with the movie series, 
Back to the Future, which allowed a 
super-car to accelerate into the future.  
Exciting entertainment and the hero 
received the sympathy of the audience.

In economically stressful times (and 2009 
certainly qualifies) we need to stay the 
course — but do so in a far more effective 
fashion.  There is nothing in the current 
circumstances that a nice flow of new clients 
will not mend or certainly help a great deal.  
New clients buoy the enthusiasm and 
mental attitude of the financial advisor, and 
that will radiate through all the activity.  But, 
how do you solve that?

We know that the premier source for a new 
client is referrals.  Yes, the tried, true and 
proven method of effective processing.  
But the answer is not a simplistic, Ask for 
more Referrals!  That sounds nice, 
sounds simple, but it will not work.  
However, the correct process is not so 
complex.  We will start with the desired 
result and work backward.  At the 
conclusion we will have a procedure that 
fits your practice and that will work for you.

The solution is not instantaneous, nor is it 
free.  Relatively inexpensive, but not free.  
Free is for the sucker ads that imply you are 
really going to get unlimited calling from a 
massively powerful phone that never loses 
the signal.

What type of new client do you want?  
Reasonably affluent, employed with a 
minimal income, in the age category that fits 
your delivery of services and products, 
confident with your ability, impressed with 
your acumen, prepared to pay a reasonable 
fee and committed to giving you the 
opportunity to fulfill their needs with 
additional products and services.  

What are the age, net worth, income 
parameters and perhaps occupation and 
location, of your desired client?  You need  
to write this down.  

You must be prepared for the 
Engagement Interview.  This is the 
session with the prospect that qualifies 
them to become your client and secures 
their written agreement to proceed.  Do you 
have your presentation in PowerPoint?   
Do you have an attractive, colorful Plan  
to display?  Do you have a Fee Schedule 

and an Assurance Certificate and your Code 
of Ethics?  

Actually there are about 20 small items you 
need to prepare to maximize the likelihood 
of success in this interview.  Their presence 
will increase your self-confidence and 
enhance your image as a professional.  
Have you practiced your presentation and 
all the closing steps?

You must be prepared to entice them 
to see you.  Your prospect must agree to 
come in to your office for this presentation.  
This decision will not take place during the 
Killer Phone Call or the Dynamite Dinner 
Seminar.  Yes, occasionally, but not on a 
regular, consistent and cost-effective basis.  
The solution is Drip Marketing — sending a 
series of letters (on your attractive 
letterhead) accompanied by information of 
value to your target market.  There must be 
a variety of items — such as articles by third 
parties, articles by you, newsletters and 
special reports on financial topics selected 
to be applicable to your target market.  
Gradually these communications will 
acquire the respect and trust of your 
prospect.  Of course these mailings should 
be interspersed by short, friendly phone 
calls.  But sooner or later, if they are genuine 
prospects, they will agree to come in.

In order to operate a Drip Mail program to 
more than 15 or 20 persons, you must use 
a Client Relationship Management (CRM) 

program.  This will manage the different 
starting dates, produce flawless letters, 
record all connections and prompt you for 
the phone calls.

You must ask for referrals gently.  If your 
clients feel pressured they will resent the 
request.  The easiest way to ask for referrals 
is to use a small Nomination Card and a 
Business Reply Mail envelope.  Include this 
in about one of every three client mailings, 
and you will get some replies.  

But some replies may actually produce a lot 
of new clients.   For example, if you have 
150 clients, whom you mail to about 18 
times, then you might be sending out your 
Nomination Card about 4 times, maybe 
more.  Four cards times 150 names would 
be 600 requests.  If you have a 3% 
response, that will be more than 18 
names, since you can ask for two names 
per card.  18 nominations (referrals) will 
yield at least one-third, or 6 new clients.  

Have the Nomination Cards and 
Envelopes.  Your envelopes should have 

the Business Reply Mail permit or a stamp 
already affixed.  Postage stamps cost more, 
but some advisors feel they receive a higher 
response rate.  But you must make the 
response easy.  Do not require the 
responder to find and affix a stamp!

Your patience is required.  You deserve 
referrals from your clients, but that does  
not mean you can pressure them, or  
expect immediate results.  If you are prepared 
to make the effort you can accelerate the 
process.  Here is how one northern financial 
advisor jumpstarted the referral process, with 
a simple personalized letter, not a memo.

Dear Sam and Emily:  

This year my family suggested we 
holiday in Florida, where there are 
so many wonderful citrus products 
available.  We have always enjoyed 
the ones from the Orange Shop on 
Highway 301 in Citra.  My wife, 
Sarah, enjoys the Temple Oranges, 
but I prefer the Ruby Red Grapefruit.  
Please use the enclosed Nomination 
Card to tell me which you prefer 
(and perhaps suggest someone we 

CONTINUED ON PAGE 27
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could send information to about our 
services).  While we are enjoying the 
winter sun, we’ll have Bill and Cindy 
Spyke send you some fresh fruit 
from their groves.

Sincerely,

Be careful.  This advisor expected about 
twenty percent of his clients would return 
the Nomination Cards.  He had it wrong.  
Twenty percent didn’t — eighty percent did.  
And none of the replies failed to nominate 
at least one person.  
 
Moving forward with tested systems.  
The referral process still works, but you have 
to be much better organized to process 
your referral names, just as the citrus groves 
must be well run to pick their fruit at the 
right time and ship it properly and promptly.  
They can do it, and so can you.

Referral Training.  We cover this in  
the Financial Planning Process course,  
along with many other ways for you to 
enhance your practice and your income.  
For more information, call Amy Primeau at 
800 532 0960 ext 34   

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 one of 
the developers 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
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Do Qualified Annuity  

Owners Call You?

www.bookletprospecting.com

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

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...Ed Morrow, CLU, ChFC, CFP®, RFC®
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Efficient Technology
The Mobile Advisor
With increased pressure on financial advisors 
to grow their practices in light of economic 
conditions, more advisors are finding it 
necessary to hit the road and create client 
groups in remote locations.  While this is 
nothing new for financial practitioners, it 
does represent something of a shift in 
thinking over the past several years when 
firms that maintained large client lists found 
it more economically feasible to encourage 
their clients to meet in the advisor’s office. 

In the face of declining revenue and departing 
clients, advisors are faced with increased 
pressure to seek out new clients wherever 
they may be found.  For those advisors, there 

are a host of technology solutions that can 
increase the efficiency of doing business. 

Several client relationship management 
software applications permit you to set blocks 
of time in a calendar so that staff who might 
schedule you for appointments can follow 
your ideal schedule and not step on time 
designated for other purposes.  Junxure  has 
such a feature as does ProTracker, Upswing 
and Redtail.  You can easily insert these 
elements into Practice Builder.  Even if you 
do not use the above CRMs, you can create 
an ideal schedule on a spreadsheet and 
distribute to your employees to use.  Either 
way, you still have to monitor your time 

management to ensure that whatever system 
you are using is being faithfully followed.

Many mobile advisors face challenges in 
carrying their office around with them. Typically, 
a laptop computer is used, but which one is 
best for the job?  Do you want to purchase a 
small, lightweight machine that is easy to tote, 
but which may also be light on features?  Or, 
do you purchase a desktop replacement 
machine that has all the bells and whistles, but 
carries a heavy load?  The decision ultimately 
may be based on your specific use.  If you 
intend to do as much as possible on the road, 
then a bigger capacity, full featured desktop 
replacement machine may be right for you. 

As an example, Dell Computers (www.dell.
com) offers the Latitude series (E6500), a 
small office laptop that has a large 15.4” 
screen, backlit keyboard, dedicated graphics 
and up to 19 hours of battery life.  For the road 
warrior, this is clearly a workhorse.  You can 
purchase this laptop with an integrated 
webcam and digital microphone for use in 
communicating with your office when on the 
road.  It has the Intel Core 2 duo P8400 
processor (2.26 Ghz, 3m L2 Cache, 1066 
MHz FSB) for lightening fast speed.  If you 
include the high capacity battery (9-cell) with a 
128 GB Solid State Drive (instead of a 
traditional mechanical hard drive), your battery 
power could last up to 19 hours, which is 
phenomenal for such machines.  Dell Latitude 
models also link with a port replicator that 
makes it easy to plug up to all your office 
peripherals and instantly leave and go on  
the road.

Some mobile advisors have paired such a 
laptop machine with mobile scanners and 
printers to create a true, mobile office 
environment.  For scanning purposes you may 
want to check out the Fujitsu ScanSnap S300 

CONTINUED ON PAGE 29

Time management, as a start, is critically important for these advisors and must be addressed if 
the advisor is to make the most of their schedule.  In preparation, developing an ideal schedule, 
a schedule template is one way to ensure that there is sufficient time to get everything done 
that needs to be done in a given week.  The following is an example of such a schedule:

The yellow areas are set aside for appointments including travel times.  The white areas are for 
work, returning calls and e-mails.  The blue areas are ‘me’ time, that is time for yourself, when 
you are not in the office or working.  The ‘me’ time may well be the most important part of time 
management as it gives you the opportunity breathe, relax and reflect.  All too often we find 
ourselves working throughout the day without a breather, a chance to reflect, to collect our 
thoughts and/or to prepare for the next meeting.  Eventually, this can lead to high levels of 
stress, high blood pressure and other more serious medical problems.  Blocking off time to relax 
may seem anti-efficient, but is necessary to preserve those concentrated times when you are 
being efficient.

Time Monday Tuesday Wednesday Thursday Friday Saturday

9-10 am Staff or 
Mgmt. 
Meeting

Appt Case 
Analysis 
Work —  
Planning 
Session

Appt Case 
Analysis 
Work —  
Planning 
Session

Marketing —  
Making 
Prospecting 
Phone  
Calls10-11 Appt Appt Appt

11-Noon Appt Appt Appt

Noon-1 Lunch Lunch Lunch Lunch Lunch

1-2 pm Emails Emails Emails Emails Emails Off

2-3 Free Free Free Free Free Off

3-4 Return  
Phone  
Calls

Return  
Phone  
Calls

Return  
Phone  
Calls

Return  
Phone  
Calls

Return  
Phone  
Calls

Off

4-5 Appt Appt Appt Appt Planning Off

5-6 Appt Off Appt Off Marketing  
Calls

Off

6-8 Appt Appt Off



The world is made up of personality types 
A and B.  The problem is that the type A 
persons get the glory.

Can you imagine a job interview where 
you tell your prospective employer that 
you are a type B; meaning, you are more 
on the creative side, and hate deadlines 
and all those details?

Forget it.  You are not going to get the job; 
and I don’t care if it’s supposedly a creative 
job, like writing advertising and marketing 
materials (my other job, besides writing a 
humor column).

What I don’t understand is that statistically 
about half of us are type A and the other 
half are type B.  And I can’t believe that 
every successful ‘entrepreneur is a type A.  
There has to be an ‘entrepreneur of the 
year’ at some Chamber of Commerce who 
is a type B………….  Maybe not.

I think I’ll have to train myself to become a 
type A.  I went around the office to see if I 
could find some common denominator in 
the cubicles of the type A persons.  Of 
course they were all organized and neat. 
Forget that!  However, I also found on the 
desk of each type A one of those written 
to-do list.

Some just had items crossed off but our 
best sales person had an elaborate system 
with different items highlighted in different 
colors.  And a few items had stars.  I don’t 
mean a star that was drawn.  No, these 
were the kind of shinny sticky stars that 
Ms. Simon gave out in third grade when 
she checked our penmanship.  And the 
lists were legible.  I don’t know about you, 
but I find that I can’t read my own 
handwriting the next day.  And don’t tell 
me I could type it into my computer.  I’d 
just end up with four different computer 
files with to-do lists.  And then I’d have to 
spend an hour merging all the lists to 
come up with a master to-do list.  And I 
still haven’t actually checked anything off.

I considered shadowing a type A for the 
day.  I was slightly embarrassed.  I felt like 
a high school student coming for career 
day and watching how real people work.  
But I swallowed my pride.

Dan was more then willing to help me 
shadow him for the day.  He 
recommended we actually start the 
evening before at 6:05 p.m.  

That is the time he prepares his to-do list 
for the coming day.  I took a rain check.  I 
had plans to watch my son’s high school 

volleyball team.  I mentioned this not 
because as a type B, but because I’m a 
caring parent and I don’t wish to infer that 
type A fathers are too goal oriented and 
therefore miss quality time with their kids.  
Actually, it’s more of a mundane reason.  
My son doesn’t really play much volleyball.  
He sits on the bench, as far from the 
coach as he can get. 

He prefers I come rather than his mom.  
She is a type A, of course.  (Type B’s 
always marrying a type A in order to be 
sure birthday and holiday cards are mailed 
ahead of time and the taxes are done 
before April 15).  When she comes to the 
games she screams at the coach to play 
my son.  And she screams at my son to sit 
closer to the coach so that the coach will 
not forget about him.

Of course my son gets embarrassed when 
his mom screams, especially since the 
gym is usually empty and everyone (even 
the opposing team) can hear her ranting.  
He’s very happy sitting on the bench.  He 
has banned her from attending. 

He’s happy I come.  And I sit quietly in the 
stands not embarrassing him.  I use to just 
daydream at these games, but now I can 
work on my to-do list.   

Hesh Reinfeld, an experienced journalist, 
passionately believes that a properly crafted 
bio or marketing profile will cause a 
prospective client to be sufficiently attracted 
to read it, and to feel, “I’d like to meet this 
person.”  Perhaps you would like Hesh to 
help you prepare a similar biography for you, 
or to assist you with writing assignments that 
will help you in your market.

Contact:  412 421 8379
hesh@heshreinfeld.com
www.heshreinfeld.com

Business Mirrors Life: 
Do’s and Don’ts of To-Do List
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Hesh Reinfeld

(www.fujitsu.com).  The ScanSnap S300 is the 
world’s smallest duplex ADF scanner.  It’s 
designed to provide best-in-class performance 
inside or outside of the home or office.

It’s easy to digitize documents with the 
ScanSnap S300!  Just press the “SCAN” 
button and the duplex scanner quickly 
captures both sides of documents, presenting 
images as they are meant to be seen.  With 
its built in automatic image correction 
features, the S300 ensures great scanning 
results.  Simply load a stack of documents 
into the hopper and press the “SCAN” button.  
The S300 automatically recognizes the size of 
each document, detects and corrects for 
skew, and shows images in their proper 
orientation with blank pages removed.  

Another peripheral to consider is a portable 
printer.  HP makes the Officejet H470wbt 
Mobile Printer that offers wireless connectivity 
and high-quality printing for documents and 
photos (www.shopping.hp.com).  It offers 
1200 dpi printer and 22 ppm print speed 
black and white, 18 ppm in color. It has a 
lithium ion battery or can be plugged into a 
wall outlet.  It even prints duplex (both 
sides).  And with Bluetooth connectivity, it is 
truly a portable wonder.   

David L. Lawrence, RFC®, ChFE® is a 
practice efficiency consultant and is President 
of David Lawrence and Associates (DLA), a 
practice-consulting firm based in Tampa, 
Florida. DLA publishes a monthly subscription 
newsletter, “The Efficient Practice”, which 
focuses on operational efficiency and hosts 
The Efficient Practice Advisor Network. 

Contact: 877 296 6876
dlawrence@efficientpractice.com
www.efficientpractice.com
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Every day we get calls from RFCs and other 
advisors and agents who have visited the 
Insurance Pro Shop’s website.  Most of 
them are searching for more sales tips on 
“How to sell Annuities, Investments, Cash 
Value Life Insurance, Disability Insurance, 
etc. and their services during these tough 
economic times.”  They want to know how 
to convince people to buy their products 
and/or services when most people are  
very reluctant to spend or reposition any of 
their hard earned money, because of the 
current economy!  

Unfortunately, when we lay it all out for 
them on our web pages, in our articles, in 
our free reports and on the phone, they 
don’t want to hear it.  They still want to 
believe there’s a quicker solution that 
doesn’t involve taking time to read and 
study.  They want a simple idea that will 
magically attract hundreds of people to 
them that already want and can afford their 
products and services.  These are the same 
people that will spend thousands of dollars 
each year on internet leads, preset 
Appointments, or on a sales system that 
makes outrageous claims, like promising 
overnight success while ‘selling from home 
in your underwear!’  I hope you are not 
one of those people.
 
I guess what I’m asking you is, “Are you 
ready to learn the real ‘insider secrets’ to 
selling your products and services?” 

Then let’s begin…
 
Learn What’s Not Working And Why

 
To learn how to be successful selling 
annuities, investments, cash value insurance, 
disability and/or your services, you first need 
to understand what most financial advisors 
are doing, and why it isn’t working.  
 
The vast majority of advisors out there are 
buying internet leads, preset appointments, 
sending out sales letters, offering dinner 
seminars and cold calling to identify those 
people who need their products and 
services.  Once these advisors find a 
prospect that will listen, they’ll jump right in 
and try to convince the prospect why they 
should consider buying their products and/
or services.  For example:  If they are selling 
life insurance they’ll tell the prospect about 

how much money they’ll save by purchasing 
cash value life insurance while they are 
young, and the premiums are low.  They talk 
about the merits of owning instead of 
renting their life insurance.  They’ll explain to 
the prospect how they’ll get all of their 
premiums back, with interest, so they’ll be 
able to use that money to fund a college 
education for their children or have more 
money in retirement.  And, how their 
money will grow tax deferred and how they 
can access the money tax free, without any 
IRS penalties.  They’ll try to convince the 
prospect that they’ll need the insurance in 
their retirement years, and that term 
insurance won’t be there when they need it 
most!  All of the things they are telling their 
prospects are very true and logical reasons 
to own cash value life insurance.  However, 
in the majority of the cases the agent is 
indeed lucky indeed, if they are able to walk 
out with a term insurance sale, let alone a 
sale for cash value life insurance.  Why? 
 
Then, there are those agents that will spend 
$5,000 or much more on an advanced 
selling system, like the Stretch IRA, Wealth 
Transfer, 401k Rollover, Missed Fortune, 
Infinite Banking, College Funding, LEAP, or 
Pension Max systems.  Their objective is to 
find and attract people who want to hear 
more about these exciting new concepts, 
and to set an appointment.  So, they’ll offer 
and send out their books and free reports.  
Or, maybe they’ll run adds in the newspaper 
offering a free dinner seminar.  Once they 
find and set an appointment with someone 
who wants to know more, they’ll explain 
how great the concept is and how much 
better off they’ll be financially.  The concepts 
they are presenting are terrific, and they 
work.  And, yet most advisors are lucky if 
they are closing 10% – 20% of the people 
they are meeting with.  Why?   
 
The reason both these groups of advisors are 
struggling with selling their products and 
services is they are telling the prospect how 
great the product or service is and logically 
why they should spend the money for it.  
 

Telling Is Not Selling!
 
If you tell the prospect they may or may not 
believe you.  Remember, whether you like it 
or not, in their eyes you are just another 
salesperson trying to make a sale.  If you 

want to sell most of the people you meet 
with, then you have to get your prospects to 
‘tell themselves’ why this works, why it’s 
important and why they should take action 
now.  And, that’s about asking questions.  
Questions like… 
 
How much life insurance do you want?  
How did you come up with that amount?  If 
you purchase term insurance now, how old 
will you be when it ends?  How long do you 
want to have life insurance?  How much 
will you have spent for the life insurance 
during those years? 

How much income do you want during 
your retirement years?  Do you think Social 
Security will be there when you retire?  
What would you like to do in retirement?  
How will inflation affect your retirement 
income?  How many years do you think 
you’ll be retired?  Do you think Social 
Security will be there when you retire?  How 
much have you been able to save so far?  
How do you feel about that? 
 

People Buy Based On Emotion,  
and Then They Justify Their  
Decision Based On Logic!”

 
If you want people to buy from you, then 
you must get them emotionally involved!  
This is equally true if you are first selling 
planning services or trying to sell specific 
products.  People buy for many reasons, but 
they all boil down to avoiding pain, or 
gaining pleasure, which are emotions.  To 
get people emotionally involved, you much 
ask questions so they will see and 
understand the problems they are facing 
today and in the future.  The more 
emotionally involved they are in solving their 
problems, eliminating their pain, the more 
likely they are to take action!  You must ask 
questions like… 
 
If you or your wife weren’t here tomorrow, 
what would happen?  How much income 
would your family lose?  Could your family 
keep your home?  How do you feel about 
that?
 
Are you planning to pay for your children’s 
college education?  What college would you 

How to Sell Your Products and Services  
In Spite of Our Struggling Economy!

CONTINUED ON PAGE 31
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NEW IARFC MEMBERS

Swarn Chatterjee, RFC, GA
Kathryn Davis Song, RFC, CA
Billy R. DeFrance, RFC, TX
J. Grant DeLaney, RFC, KY
C. Eric Fischesser, RFC, KY
Roger Ford, RFC, OH
Marvin R. Gates, RFC, KS
Justin Gilly, RFA, VA
Naomi Marie Grabus, RFC, MD
David E. Hammerstrom, RFC, OH
Toni L. Iannarelli, RFC, CA
Carl Anthony Justice, RFC, OH
John R. Kamprath, RFC, WA
Steven R. Kimes, RFC, CA
Larry Y. Krakow, RFC, FL
William A. Mack, RFC, NY
Jeremy M. Matranga, RFC, TX
Brent Mikesell, RFC, CA
Lawrence Mok, RFC, NY
Leon Novotny, RFC, FL
Mary L. Raymond, RFC, TN
Jeffrey J. Romero, RFC, AZ
Joseph Patrick Roop, RFC, NC
John J. Shea, RFC, TX
Christopher Michael Shultz, RFA, MD
Shane D. Zaback, RFC, ND

New International Members
Taiwan 10
China 86
Hong Kong 3
Malaysia 14

Members Who  
Recommended  
New Members

Scott Codacovi, RFC
Ronald Gibbs, RFC

J.W. Rodney Harris, RFC
William Nelson, RFC
T. Patrick Wilson, RFC

Referror of the Month 
Scott Codacovi, RFC
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are able to consistently attract more people, 
set more appointments, get more referrals, 
and close 9 out of 10 sales calls.  It’s why 
they are consistently earning $250,000, 
$500,000 and more per year selling their 
products and services, in spite of this 
struggling economy!   

Lew Nason, FMM, LUTC, RFC®, with son 
and co-author Jeremy Nason, RFC® , 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

CONTINUED FROM PAGE 30     SELL PRODUCTS AND SERVICES IN SPITE OF OUR ECONOMY

like them to attend?  How much do you 
think it will cost each year?  How much 
have you saved so far?  How do you feel 
about that?
 

You Must Help People  
To Find The Money!

 
Would you agree that few of us has any 
“extra” money?  We all are spending 
everything we earn.  (And in some cases 
more than we earn)  So, no matter how 
good your program or idea is; if your 
prospect has to sacrifice something in their 
life, then they are probably not going to do 
it!  However, there are very few people who 
are not wasting money in some areas of 
their lives.  Your job, if you want to make a 
sale, is to help the prospect to establish 
their financial priorities, and then help them 
to find the money to fund those priorities. 
 
Is what you are spending that money on 
more important than …protecting your 
family? …saving for your child’s education? 
… saving for your retirement?
 

You Must Keep The Closing 
Presentation Simple and Logical!

 
Remember, people buy based on emotion, 
and then they justify their decision based on 
logic!  If you confuse the prospect at all; 
give them too much technical information; 
ask them to make too many decisions; or 
try to solve all of their problems at once; 
you’ll have trouble closing the sale.  

If you use a 25 to 50-page report, (or 
financial plan) you will run the risk of losing 
more sales than you close.  Without a 
implementation schedule, the typical plan 
makes it too complicated and too confusing.  
People want to know what the bottom line 
is.  If you want to sell your products and 
services, then use a two-page summary to 
hi-light the end result of the program you are 
recommending, compared to what they’ve 
been doing.  Then you can use the financial 
plan to show them where the information 
came from.  Isn’t the objective to make 
them a client… not to impress them!
 
Every Top Producer knows that when selling 
products and services, isn’t about you, your 
credentials, your products, or the length of 
your plan.  It’s about helping people to see 
and truly understand their financial 
problems.  It’s helping them to avoid pain.  
It’s getting them emotionally involved in the 
sales process and answering their biggest 
question… “What In It For Me and My 
Family?” This is why these Top Producers 

Jeremy Nason, FMM, RFC®

Lew Nason, FMM, LUTC, RFC®



Jeffrey Chiew 
DBA, CLU, ChFC, CFP®, RFC® 

Asia Chair 
jeffreychiew@yahoo.com

Liang Tien Lung, RFC® 
China Development Organization (IMM) 

(China, Hong Kong, Macao & Taiwan) 
imm001@iarfc.org.tw

George Flack, CFP®, FPNA,  
AFAIM, RFC® 

Australia and New Zealand Chair 
george.flack@ribendigo.com.au

Janet Mundy 
Secretary 

janet.mundy@ribendigo.com.au

David Kippen 
Treasurer 

david.kippen@ribendigo.com.au

Antony Francis, RFC® 
Bermuda Chair 

diamond@ibl.bm

Jeffrey Eshun, Ph.D., RFC® 
Canada Chair 

jeff.eshun@iarfc.ca

Roger T. Blair, Sr. RFC® 
Vice Chair 

roger.blair@iarfc.ca

Bernadette Bowman, MBA, RFC® 
Vice Chair 

bbowman@iarfc.ca

Jacqueline Russell, BSc, MBA, Dip. Ed. 
Business Relationship Coordinator 

jacqui.russell@iarfc.ca

Choo Siak Leong, RFC® 
China Chair 

Beijing, Dailan, Guangzhou, Shanghai 
slchoo@immadviser.cn

Zheng Senyuan 
Executive Secretary

Demetre Katsabekis  
MBA, Ph.D, CiC, CiM, RFC® 

Greece Chair 
areiscon4a@gmail.com

Nick Tessaromatis  
Ph.D, CiC, CiM, RFC® 

director@eisxy.com

Samuel W. K. Yung, MH, CFP®,  
MFP, FChFP, CMFA, CIAM, RFC® 

Hong Kong and Macao Chair 
chair@iarfc-hk.org

Teresa So  
Ph.D., MFP, RFP, FChFP, CMFA,  

CIAM, EDAM, RFC® 
Adviser, Hong Kong and Macao 

director@iarfc-hk.org

Alan Wan, RFC® 
Executive Director 

admin@iarfc-hk.org

Ralph Liew, RFC® 
India Chair 

ralphliew@yahoo.com 

Aidil Akbar Madjid, MBA, RFC® 
Indonesia Chair 

akbar@pavillioncapital.com

Lisa Soemarto, MA, RFC® 
Admin 

lisa@pavillion.com

Ng Jyi Vei, ChFC, CFP®, RFC® 
Malaysia Chair 

iarfc.malaysia@gmail.com

Benjamin Kan, FchFP, RFC® 
iarfc.malaysia@gmail.com

Simon Khor 
iarfc.malaysia@gmail.com

Zahid Khan, RFC® 
Pakistan Chair 

askzahid@gmail.com

Ralph Liew, RFC® 
Philippines Chair 

kilhk@myjaring.net

Tony Balmori 
Executive Assistant 

tonybalmori@iarfcphils.org

Serene Ng 
Singapore Admin Assistant 

serene@iarfcsg.org

Richard Wu, RFC® 
Taiwan Chair 

richard@imm.com.tw

Val Wang 
Customer Service Representative 

val.wang@imm.com.tw

Raymond Lee 
Executive Secretary 

raymond.lee@iarfc.org.tw

Nora Hsu, RFC® 
Manager 

nora@imm.com.tw

Preecha Swasdpeera, MPA, MM, RFC® 
Thailand Chair 

contact@iarfcthailand.org

Nigel Salina, BA Hons Mgt, MABE, RFC® 
Trinidad Chair 

nigel_clico@tstt.net.tt

Inshan Meahjohn, RFC® 
imeajon@tstt.net.tt

Danielle Brennan, BA 
dbrennan@nsa-clico.com

IARFC Canada
www.iarfc.ca

IARFC Hong Kong
www.iarfc-hk.org

IARFC Philippines
www.iarfcphils.org

IARFC Taiwan
www.iarfc.org.tw

IARFC Thailand
www.iarfcthailand.org

Edwin P. Morrow, 
CLU, ChFC, CFP®, CEP, RFC®

CEO & Editor-in-Chief 
edm@iarfc.org

513 424 6395 ext 11

Barbara Chasteen 
Mailing and Shipping
barbara@iarfc.org

513 424 1656 ext. 22

Wendy M. Kennedy 
Executive Assistant & Managing Editor

editor@iarfc.org
513 424 1656 ext. 14

James Lifter, MBA, RFC®

Education Director 
jim@iarfc.org

513 424 6395 ext. 18

Kathleen Ourant
International Membership Services

kathleen@iarfc.org
513 424 6395 ext. 31

Amy Primeau
Domestic Membership Services

amy@iarfc.org
513 424 6395 ext. 34

David M. Stitt, ChFC, CFP®, RFC®

Software Consultant
david@financialsoftware.com

513 424 1656 ext. 12

Mark Terrett, RFC®

Operations Manager
mark@iarfc.org

513 424 1656 ext. 10
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n  Attract new clients and service existing clients better

n Generate leads and maximize referrals

n Get a professional and attractive online presence

n Easy to maintain and update

n Supplied with proven content and features

n Improve your search engine rankings

n It’s always working, even when you’re not!

Only $39.95/month (regularly $44.95) • $149 set-up fee

www.iarfcwebsites.com  |  1-800-593-9228

Create your own IARFC 

website NOW!

Powered by Smarsh Financial Visions Website Services



the

International Association of Registered Financial Consultants
Financial Planning Building - 2507 North Verity Parkway
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

email
Info@IARFC.org

web
www.IARFC.org

Financial Planning Process

Proven results from the Financial Planning Process™ course

The new RFC 4-day course, the Financial 
Planning Process™ represents an excellent 
return to the basics — starting with new client 
acquisition, better fact-finding, plan preparation, 
client relationship management and product 
implementation.  Yes, it is a very intensive course.  
You (or an associate) will receive all the textbooks, 
specimen documents and procedures.

Next scheduled class:
Middletown, Ohio

June 22 – 25

SIGN UP TODAY!

800 532 9060
www.IARFC.org

Get a Complete Makeover!

    Gain new prospects and turn 

them into fee-paying clients

    Discover proven techniques that 

will earn you money

    Make your practice run smoothly 

and more effectively

    Charge large modular and 

comprehensive plan fees

    Create long-term and profitable  

client relationships












