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NEW IARFC MEMBERS

Precita A. Beatty Blakeney, RFC®, NC
Douglas  Borkowski, RFC®, IA,
Rod  Borowy, RFC®, MD
Aaron John Britz, RFC®, MN
Chad Brian Campbell, RFC®, NV
Jeffrey A. Cerny, RFC®, CA
Michael F. Delaney, RFC®, FL
Terrence Alan Fox, RFC®, GA
Winfield C. Greenwood, RFC®, NV
Michael C. Johnson, RFC®, VA
Michael  Jordan, RFC®, CA
Arnold L. Kuchinsky, RFC®, TX
William J. LaCasse, RFC®, MO
Dennis K. Lobach, RFC®, TN
Emily K. Maney, RFC®, IL
Heather H. Martin, RFA, GA
Timothy L. Miller, RFC®, TX
Muthu G. Mudaliar, RFC®, TX
Michael  Nelson, RFC®, CA
John  Ng, RFC®, NJ
Karl Michael Owens, RFC®, TX
William D. Pitney, RFC®, CA
Bruce  Ponder, RFC®, NM
Lorie R. Schappert, RFC®, CT
Gary R. Scheer, RFC®, NJ
Colleen Schlussel Crowley, RFC®, PA
Warren M. Sidle, RFC®, CT
Stuart J. Spivak, RFC®, AZ
Alla Thomas, RFC®, NJ
Jason  Wacaster, RFC®, NJ
Michael Brian Yacubich, RFC®, NY

New International Members
China 50
Taiwan 27
Hong Kong 3
Canada 2

Members Who  
Recommended  
New Members

Patrick Astre, RFC®

Clark Grinde, RFC®

Lloyd Lowe, Sr., RFC®

Thomas Lowry, RFC®

Lew Nason, RFC®

Bill Nelson, RFC®

Dear Register, 

As a relatively new member of the IARFC I 
want to compliment the organization for 
having a very clear sense of direction.  You 
are not trying to influence politicians and 
regulators.  You are not trying to tell me 
how to practice and what products or 
services I should offer, or should not offer.  
You are not even telling me to be a 
fiduciary, or a financial purist who does not 
sell the protection contracts my clients 
need.  What you are doing very sincerely is 
helping me become a better financial 
advisor and to operate more effectively.

I appreciate that your primary channel of 
information and education is through the 
Register magazine.  I am very impressed 
with the quality of most of the articles.  Most 
offer me something of immediate interest or 
lasting practical value.  The Norman G. 
Levine interviews were great, as was the 
profile on Aaron Smith.  Every issue has 
excellent material from Wilma Anderson.

All of us need to improve our image — 
with other professionals, with our existing 
clients, and with the prospects we are 
approaching.  I have been concerned 
about the issue of client references.  Some 
advisors refuse to give them, claiming 
privacy.  Others tell me they have satisfied 
clients they can mention verbally, but no 
list of them in writing.  My local dry cleaner 
offers a list of individual and commercial 
clients, and while I would never call them, I 
must admit I am both reassured and 
impressed by the cleaner’s references.

Forrest Wallace Cato’s column explains 
valuable promotional “devices” — from a 
top respected media insider.  We can all 
use this to become better-known and more 
respected in our market areas.  These are 
free!  No other media advocate offers such 
valuable help like this for no charge.  Often 
I have successfully used Cato’s column as 
my guide.  Cato is an unsung hero among 
financial planners.  Would you please ask 
him to offer his professional opinion about 
references?  Should we offer them, or not, 
and if so, how do we gather and present 
them?  Why do so many planners not  
use references?

Tony Brazeal, RFC®

Dallas, TX 

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.

CALENDAR OF EVENTS

Cambridge Investment Research 
Annual Conference – Booth #33 
August 5-8, 2009, Denver, CO

International Dragon Awards 
August 6-9, 2009, Taipei

IARFC Graduation  
Continuing Education Event 
August 13, 2009, Taipei

Pacific RFC Conferences 
August or Sept, 2009,  
Australia & New Zealand 

CE at Sea IARFC Caribbean Cruise 
September 6-13, 2009

NAIFA Annual Conference 
September 12-16, 2009, Orlando

RFC FPP 101 Course 
September 25-26, 2009, Middletown

RFC FPP 101 Course 
Sept 30-Oct 1, 2009, Middletown

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

RFC FPP 102 Course 
October 9-10, 2009, Middletown

RFC FPP 102 Course 
October 14-15, 2009, Middletown

RFC FPP 103 Course 
October 23-24, 2009, Middletown

RFC FPP 103 Course 
October 28-29, Middletown

RFC FPP 201 Course 
November 6, 7, 12, 2009, Middletown

RFC FPP 201 Course 
November 11-12, 2009, Middletown

RFC FPP 202 Course 
November 20-21, 2009, Middletown

RFC FPP 202 Course 
December 2-3, 2009, Middletown

RFC FPP 203 Course 
December 11-12, 2009, Middletown

RFC FPP 203 Course 
December 16-17, 2009, Middletown

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

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

MDRT Annual Conference 
June 13-17, 2010 , Vancouver, BC

RFC Sessions at WCLIC 
August 5-8, 2010 , Chongquin, China
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Register Interview — Teresa So

The Register interviews Teresa So, an 
advisor to IARFC Hong Kong and Macau, 
who will be presented the Loren Dunton 
Award at the International Dragon 
Award Conference in Taipei in August.

How did you first enter  
financial services?

In May of 1983 I read a classified 
advertisement in the South China Morning 
Post, a leading Hong Kong newspaper.  The 
advertisement was titled “Do you want to be 
a millionaire?”  I was attracted by the title and 
responded to the ad.  Only when I had called 
did I realize the ad was to attract insurance 
agents.  Initially, I did not want to go for an 
interview since I had never thought of being 
an insurance agent.  However, after their 
friendly and sincere conversation, I finally 
accepted the invitation for an interview and 
then took a basic course for two weeks.

The course entirely changed my view on the 
insurance industry.  I found that the 
insurance profession makes a great 
contribution to society.  It also brings a lot of 
job satisfaction, since we are helping people. 

Soon after the course, a manager from a 
multinational insurance group called me.  
Without knowing too much of his selling 
explanations, I joined the group to start my 
career in financial services.

In the first one and a half years, I was still 
not sure whether I wanted to stay in the 
industry although I was achieving very good 
business results.  Then I got sick and had to 
rest for half a year.  It was fortunate that I 
had medical insurance to cover my medical 
expenses.  Also my payroll continued and 
my income never stopped.  I was actually 
experiencing the value of the insurance 
business.   After I got well and returned to 
work, I felt that the insurance industry is a 
profession that is definitely worth my effort.

What is your educational background?

I hold a masters degree in Business 
Administration, which I had acquired before 
entering personal finance in 1983.  Later I 
advanced from the masters to a PhD degree 
subsequent to entering financial services.  

The study for the doctoral 
degree through a European 
university on a distance 
learning basis took four years 
from 1995 through 1998.  
The topic of my PhD Thesis is 
“Financial Model of a Life 
Insurance Company in 
Mainland China”.

By pursuing personal 
excellence and practice-related 
knowledge I have acquired 
nine advanced degrees and 
designations.  This tells my 
clients I am dedicated to the 
delivery of competent advice.

What jobs did you  
hold prior to this?

I worked for an investment company.  As a 
sales manager, I marketed investment 
portfolios and managed a team of 20.

How did your career as an advisor 
move forward?

I had the pleasure to become a part of a 
scaled multinational insurance group in 
1983.  The group’s local presence at that 
time was, and probably still is today, the 
largest British-capitalized insurance company 
in Hong Kong.

I worked as an advisor at first.  Later in 
1985, I advanced to the team management 
level and started getting performance 
awards.  Since 1987, I have been an MDRT 
member, qualifying for Court of the Table 
and Top of the Table.  

Within six years, the sales results of my 
team consisted of 28% of the company’s 
Hong Kong business portfolio in 1984.

I had my breakthrough in 2001.  Though I 
already at that time managed a sizeable 
team of 120 advisors, I chose to accept the 
challenge of establishing my own financial 
planning company, General International 
Agency Limited (GIA), as a positive 
response to the invitation of a major US 
financial group wishing to start a fresh 
business pattern.

GIA, despite its short history, is rich in 
experience in developing MDRT qualifiers 
with a financial planning orientation.  This 
success is achieved by keeping all the 
advisors happy in terms of both financial 
rewards and prestige.

What association activities have been 
of greatest value to you?

I have been serving as an advisor to  
IARFC for Hong Kong and Macau since 
2005.  I am honored by this opportunity  
to take part in the development of the 
association in these markets within  
Greater China.

I teach the RFC courses in both Hong  
Kong and Macau.  I am delighted to be  
a lecturer as such opportunity allows me  
to refresh my own knowledge, contribute  
to the profession and ultimately benefit  
the society.

Though already some years ago, I remember 
the moments I was in Middletown to attend 
the IARFC Annual Conference in 2005.  I 
heard excellent speeches, met top 
professionals in my field of practice and 
enjoyed delicious cuisine at Ed Morrow’s 
warm home.

CONTINUED ON PAGE 4

Enhancing Quality of Life

Teresa and Phil Harriman, RFC®, ChFC, President of MDRT in 2007.
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sources where necessary.  GIA’s focus is to 
help clients achieve their financial goals 
through lifetime financial solutions.

GIA is also a one-stop service point for 
clients.  It provides a broad array of products 
and services, including investment funds, 
personal loans, credit cards, asset 
management, private banking and insurance 
solutions.  For more information on GIA, 
please visit our website:  www.giahk.com.hk

What is unique about the way you 
serve new clients?

In my personal practice, I start with 
providing each client with a financial health 
check that is, in written form, the summary 
of a financial plan.  The summary sufficiently 
informs the client of all important elements 
of his current financial situation.

After the summary step, my holistic 
approach follows.  At this stage, my advice 
to a client may encompass any one, a 
combination or the entirety of Asset 
Accumulation, Asset Protection, Asset 
Management and Asset Distribution.  My 
clients are provided with comprehensive 
advisory service and a full range of financial 
planning products.

Traditional banks are not capable of doing 
what I do.

What are you enjoying most about  
this position?

From the perspective of GIA, I enjoy seeing 
my team members and my company both 
progressing.  I have had the pleasure to 
witness a high proportion of 
my team members gaining 
professional qualifications 
and becoming award 
winners, bringing quality and 
recognition to my company.

From the perspective of  
my clients, I love to see 
them receive the benefits  
of enhanced knowledge  
in financial planning.   
Many acted upon my  
advice and have ended  
up retired in comfort.

Thinking macro, I am 
pleased to see my clients 
retired with savings and  
as such, they do not 
create unnecessary  
burden to the society. 

What are your major frustrations?

There have been four major financial crises 
in the past eight years:  the 9/11 incident in 
2001, the Enron fiasco in 2002, the SARS 
epidemic in 2003 and the Financial 
Tsunami of 2008 which still affects us.  
Each of these crises disrupted my plans for 
consistent business growth, manpower 
expansion and strategic alliances.

For reasons beyond my comprehension, in 
the insurance sector, at times there are 
rumors and many people believe what 
comes to their ears without seeking proof.  
Also, many might feel uncomfortable with 
people whose accomplishments surpass 
their own.  Further, many might be over-
critical of others.  When I encounter these 
sorts of cases, I felt frustrated.  However, I 
understand that these things happen in all 
professions, and these frustrations also serve 
as challenges which help improve myself.

What attracted you to IARFC?

I am in agreement with the IARFC mission 
statement — financial professionals 
dedicated to helping people do a better job 
of spending, saving, investing, insuring and 
planning.  These are exactly what I do in my 
profession!  I find pleasure in seeing those 
advised by me enjoy comfortable retirement 
by proper planning.

I have known Ed Morrow for many years.  I 
find him a true professional in his practice.  

CONTINUED FROM PAGE 3     REGISTER INTERVIEW — TERESA SO

What were your major obstacles?

One of my main obstacles is being too 
educated.  Financial planners around me, no 
matter how successful they are, seldom have 
studied up to doctorate level.  My PhD label 
weighed like a dumb bell on my untrained 
arms — psychologically a price tag that made 
me completely objection-adverse.  My 
parents, relatives and friends could not figure 
out why I chose to be in a selling profession 
while an array of “more prestigious” 
occupations, such as researcher, university 
lecturer or government officer, could have 
been my selection.  Some of them disliked 
me being in selling so much that they 
strongly argued for a switch in my profession.  
But my persistence defeated them.

Being a woman is also my obstacle in 
business.  There is an inherent standard that 
seems to exist, both in Hong Kong and 
elsewhere, and one which I follow:  women 
can be sociable only up to a limit.  If I were 
a man, I would be a freer business seeker 
and eventually become more successful 
than where I am today.

Tell us about your current position:

Currently, I am the Chief Executive Officer of 
my self-established General International 
Agency Limited (GIA) which is a licensee of 
American International Group, Inc. (AIG).  It 
is a comprehensive provider of AIG products 
and services, but also products from other 

CONTINUED ON PAGE 5

Teresa So, Ph.D., MFP, RFP, FChFP, CMFA, CIAM,  
EDAM, RFC®, displaying her certificate as one of  
China’s 100 Outstanding Women Entrepreneurs.

Teresa receiving Grand Award in Management from Alwin Lam.
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available through the Member Benefits helps 
members prepare plans professionally.

I support the IARFC in requiring each of its 
members to complete a minimum of 40 
credits of Continuing Education per year.  It 
is the belief of the IARFC that only with 
sufficient Continuing Education is an advisor 
able to perform his/her task satisfactorily.  I 
believe the same.

What would you like to see for the 
association in future years?

I would like to see the RFC designation gain 
even wider and deeper recognition from not 
only within the financial planning field but 
also the public and the regulatory sector.

Also, I would like to see the RFC designation 
expand ever further, having operations  
and representations in most regions, 
countries and cities.  Speaking about  
Hong Kong and Macau alone, I would  
like to see the RFC designation grow 
horizontally to target banking practitioners, 
lawyers and accountants.

What will be the major trends in the 
financial services field? 

The financial services industry will be more 
and increasingly regulated for the protection 
of consumers.  Each sub-sector within 
financial services will be more defined, and 
as a result, there will be more qualifying 
examinations and designations.

I would like to advise the new entrants to 
quickly equip themselves with 
designations in their early years of 
practice and to keep abreast of 
developments in financial planning 
by strictly adhering to the related 
Continuing Education requirements.  
Perhaps I have been over-aggressive 
in this area (holding Ph.D., EDAM, 
MFP, CMFA, RFC®, RFP, FChFP, CIAM 
And CCFP, but it encourages my 
associates and comforts my 
personal clients.

In addition, I would like the new 
entrants to know that nothing is 
constant but change.  They should 
psychologically prepare for and 
embrace changes throughout the 
decades of their careers.

In which sectors of our business do 
you see growth? 

The market used to be “product driven” 
where clients were predominantly product 
purchasers. Their desire for advisory service 
was not phenomenal in the past.  This 
situation has been changing.  Nowadays, 
clients attend to financial planning with 
informed awareness of its complications.  
Clients now recognize that for example, that 
legitimate tax deduction is far more complex 
than plain purchasing of products. 

This has caused a substantially enhanced 
demand for advisory service. This trend will 
grow in the next 5 years and beyond.  In a 
market where advisory service prevails, only 
the well-trained and truly professional 
financial advisors will survive, and the less 
qualified will at the end be dismissed.

What will be the impact of technology?

The Internet plays a pivotal role in the 
financial planning industry.  It efficiently and 
effectively bridges communications between 
advisors and clients.  It helps advisors in 
informing and educating clients and the 
public anywhere and around the clock.  In 
terms of information flow, the Internet pulls 
the two ends to a “zero distance”.  For 
example, we have a very effective recruiting 
presentation on our GIA website at the 
“Success” tab.

Do you see any problems looming our 
profession?

The financial planning profession will be 
increasingly competitive.  The only solution 
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By his insights and half-century experience 
in financial planning, he has educated 
thousands of advisors on how to be 
professional.  I myself have been in his 
audience on various occasions.

As the Chairman and CEO of the IARFC, Ed 
has accomplished a great deal.  The 
significant expansion of territories for IARFC 
representations and the multi-folded growth 
in the volume of memberships has spoken 
loudly on Ed’s success in his reign.  At age 
70, Ed is not less energetic than any young 
man, covering one region after the other in 
exercising his global “site inspections” 
almost annually.  The mission of IARFC and 
Ed both led me to the association.

What features of IARFC have been of 
greatest value to you? 

The IARFC Annual Conference participated 
by members and professional from all 
around the world is an excellent avenue for 
exchange of knowledge and culture.  It is 
also an exceptional opportunity for 
networking.  Someday I would like to join 
the IARFC cruise conference.

The IARFC provides members and the 
public with an excellent website that 
illustrates comprehensive information and 
channels business opportunities for 
members.  Every member should update 
their free advisor profile at IARFC.org.

Among a list of valuable members’ benefits, 
the unique financial planning software 

CONTINUED ON PAGE 6

The cover of Teresa's book, Live With a 
Gracious Rainbow
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What is the most 
important thing 
you have done  
to create a 
reputation, image, 
or brand in your 
professional 
practice?

Honestly, I have done 
several things to 
strengthen my 
identity in Hong 
Kong.  For myself, 
and for my 
associates, I have 
pursued not only 
advanced education 
and professional 
qualifications, but 
also professional best 
practices.  I have 
practiced ethically.

Appearance counts.  I have paid attention to 
my personal grooming and I insist on this 
with all my associates.  Each person has his/
her own personal style and so do I.

I have been involved in many elements of 
social and voluntary work, such as 
involvement for five years with the Yau Tsim 
Mong South Area Committee, accepting 
many assignments.

My services also include the Scout 
Association of Hong Kong and I am the 
Founding Chairman and Incumbent  
Trustee of St. Paul’s (Lam Tin) Alumni 
Charitable Trust.  

Over the years I have received 11 awards  
as a financial planner and presenter — 

honors granted by my 
professional peers —  
for my services,  
and leadership and 
industry support.

For years I have received 
the International  
Dragon Award and  
was pleased to be  
one of the very few 
recipients of the (IDA) 
Platinum Dragon Award

Often, I have not 
objected to doing things 
that others were 
unwilling or hesitant of 
doing.  This sometimes 
means a small sacrifice, 

at least in my already very scarce resource 
of time.  I have not been totally selfless,  
but have gained the image of being an 
enthusiast in my personal, company and 
social arenas. 

I was awarded China’s 100 Outstanding 
Women Entrepreneur 2006 by The 
Association of Women Entrepreneur  
of China.

Recently, I have been invited to be  
the Guest Professor of South West  
Jiaotong University.  For years, I have  
served as a Lecturer for the Professional 
Diploma in Financial Consulting and the 
Professional Certificate in Financial 
Consulting Executive Program), both  
RFC courses in Hong Kong , at the Poon 
Kam Kai Institute of Management, the 
University of Hong Kong. I have also  
written a book, Live With a Gracious 
Rainbow, and this has been a way to  
impart my views to others.  It describes  
how one may journey through life to  
find their own Rainbow.  Being a  
published author also adds to my overall 
professional credibility.

What is your special message to  
IARFC members?

You are in a great business, a career of 
professional service for “Enhancing the 
Quality of Life” that is critical to your clients 
and rewarding to you.  Live the rest of your 
life… seeking your Gracious Rainbow!   

Contact:  So Yuen May Teresa
CFO, GIA Limited
soteresa@giahk.com.hk
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is to secure new clients and retain existing 
ones — by providing them with truly 
professional advice and services.

The financial planning industry will be  
more regulated.  This requires advisors to 
undergo education, gain designations and 
practice ethically.

In a long run, being the second best will 
only be on par with the worst, as only the 
best will survive. 

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

I advise new entrants to take part 
aggressively in voluntary work and  
industry affairs.  This will enable them  
to broaden their visions, learn experiences 
and gain connections.  Our GIA  
website features the many activities,  
honors, degrees and designations held  
by our associates.

There are often new products launched in 
the market.  Regulations are updated from 
time to time.  New entrants should 
maximize their participation in the industry 
courses and training to gain these 
knowledge updates.

I started my career when the personal blog 
was not even invented.  I wish I had my 
blog to register my experiences and 
anecdotes of both success and failure to be 
shared by subsequent generations in 
financial planning.  I can only hope that 
current new entrants will do it for the 
benefit of their clients, and leave behind 
some ideas of good practice for the 
development of the industry.

Teresa and Edmund Tse, current Honorary Chairman,  
at AIA Annual Awards Ceremony

Contributing to building a secondary school in a rural area in China



From the Chairman’s Desk…

As you are reading this issue of the  
Register, I am headed for Taipei and the 
ceremonies of the International Dragon 
Awards.  The world is getting smaller and  
we are becoming more inter-connected.  
This phenomenon is social, geographical, 
technical and financial.  It is commonplace 
now to go on a shopping trip and return 
with merchandise that was designed in  
the US, manufactured in one country from 
raw materials extracted in another, and 
swiftly brought to market by ships owned  
by Europeans powered by oil from the 
Middle East.  

The interconnection is also political and 
media related.  What happens in Germany 
affects the markets in Hong Kong and New 
York — and the retirement accounts of 
everyone in between.  How do you stay 
current?  Where do you get your news?  
How can you tap into accurate views — to 
shorten your personal research by properly 
digesting the events and trends?

I don’t have the answer, of course!  I  
have found that the pretty smiling faces  
of TV are often distorting the news, and 
cutting out the relevant facts, constantly 
trying to tell me how I feel and what is 
important — as if some 25 year old actor 
really understands their historical and 
economic significance — or how more 
mature persons will eventually react to 
these calamitous events.

TV does not give you the time to  
evaluate.  It swiftly marches on to new 
topics, as if to say, “Been there, done that, 
told you what to think, and now on to 
another issue — and of course a message 
from one of our sponsors on some new 
expensive product the absence of which  
will make you a social pariah….”

So I am returning to reading various 
magazines and journals, some of which I  
do not always like, but which offer facts  
and views that are challenging.  There is 
also good stuff on the Internet.  The 
problem is how to winnow out all the junk.  
I know that “greenies” would not like this, 

but sometimes I print an article, so I can 
read it more easily, and leisurely reflect on 
the topic, rather than be distracted by 
blinking messages.

Is print dead?  No, but it is morphing into 
publications that focus on a narrower  
range of topics.  Is TV dying?  No, but it is 
changing.  I do not (I think) believe the 
digital format is a secret plot to create 
channels to spy on us, but it will bring a far 
more enriched form of distribution — one 
that will challenge your senses and your 
subliminal mind.

I received a phone call from Dennis  
Wielech — who happened to use a very 
ancient computer system at the same time 
that I did, back in 1970.  It was called the 
KeyPact, and it fit into a hard-shell 
Samsonite briefcase.  It was capable of 
scanning about 68 pieces of data, 
converting the numbers into sound.  The 
first 8 digits were for identification and 
billing.  The next 60 were numbers that 
related to solving a financial problem, or 
measuring the taxation of certain moves.  

The early users, such as Dennis and I,  
would carry the terminal to a prospect’s 
home or office, enter the 60 digits, dial  
an 800 number to connect with a giant  
IBM 360 in Atlanta, and receive an  
audible tone.  Then we would place  
the prospect’s phone into a rubber 
acoustical coupler and press a button to 
scan the numbers.  The Computone 
Systems (based on mathematical models 
developed by the actuarial firm of Bowles, 
Andrews & Towne) would recite in a  
robotic voice, numbers: one, seven, four, 
etc.  We would feverishly copy them  
onto a pad that was formatted for the 
particular problem.  Then show the results 
to the prospect and write much larger 
insurance or investment applications.

With this tool I increased my production 
four-fold and gravitated into financial 
planning.  So I am forever grateful  
for the KeyPact for helping me to realize  
the power of computers and the  

need for and the ability to deliver 
comprehensive solutions.

But Dennis reacted very differently.  He  
was concerned about the limitations of  
the data and the voice.  Why couldn’t  
the airwaves send both at the same  
time?  Why should you have to plug your 
KeyPact into an electric wall outlet and  
then insert a wired phone into the ill-fitting 
coupler?  Why not just do everything in  
one small unit?  Just as I did not stop  
with the KeyPact and simple illustrations 
transcribed onto pre-printed pads,  
Dennis did not stop his creative mind.   
He developed the tool we all use  
today — the mobile cell phone.  Every  
unit in the world employs some of the 
3,000 patents that he and his associates 
were granted.

And he has not stopped with that success.  
He is now developing 3 Dimensional TV.  
You say, “That cannot be.  It isn’t possible to 
create a three dimensional effect on a flat 
screen.”  You might have also said in 1970 
there nobody could ever build a telephone 
that has no wires, weighs a few ounces and 
contains all the computing power and color 
display of an iPhone or BlackBerry.  But 
what about head-mounted displays 
(another invention of his) creating a 
Personal Visualization Environment?  Still 
you doubt?  Then see: www.Web3tv.com 
and imagine how you and your 
grandchildren will be learning.

Back to the problems of the world.…   
They are nothing.  We have solved  
them before, and we will solve them  
again.  The fertile mind of inventors  
will create solutions to challenges we  
do not yet even fully understand.   
We will overcome doubt and  
manipulation — and so will your  
clients — with your guidance.  

We are truly fortunate to be able to help so 
many, and to deliver real value in this world.  
In the midst of this growing complexity, our 
clients need an ethical, caring and 
competent advisor.   
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We are very excited to work with IARFC who has 
once again found a service with comprehensive 
benefits for their advisors.  IARFC recognizes the 
importance of educating you to take your 
business to the next level.

What is Copytalk?
•  You talk.  We type.  

(A mobile documentation service.)

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

What do I use it for?
•  Follow-up and case notes from client 

interactions, draft correspondence and 
follow-up letters, track expenses, create action 
lists for yourself or for your assistant, and more!

What’s in it for me?
•  Value.  Peace of mind.  Liberation.  Recapture 

time spent on administrative drudgery, 
streamline tasks, increase productivity and 
enhance relationship-building skills.

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

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

•  Comprehensive notes retained:  
exposure reduced.

•  Compliance and suitability documentation: 
satisfied.

A simple process:
•  Speak your notes, and they arrive in your email 

box in less than 4 business hours!
•  Transcription is done by human 

transcriptionists in controlled facilities in the 
USA — the most reliable voice-recognition 
system available.

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

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

Cost:
•  Less than a cup of coffee per day.   

No Contracts.

Seasonal Promotion:
•  IARFC members can subscribe for only $5  

for their 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
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Spotlight on IARFC Benefits:
   You Only Have Four Minutes

Amy Primeau, Domestic Membership Chair

IARFC Member Services:   
Amy@IARFC.org or call 800 532 9060 x34

We recently started using Google 
Analytics to track the visits to our  
website, www.IARFC.org .  From June 8 
to June 30, we had 1,571 visits to the 
website.  1394, or almost 89%, were 
from the United States.  We can break it 
down further and tell how many people 
from each state visited the site.  In this 
three week period we had people from 
44 states and the District of Columbia 
visit our website.  While we know that 
many of those could be members, it also 
tells us that there are a lot of consumers 
on our website. 

One of the statistics I found most 
interesting was that the average time 
spent on www.IARFC.org is 3 minutes,  
51 seconds.  The average is slightly 
higher if you look at just those visitors 
from the US: 4 minutes, 10 seconds.  
This means you have just four minutes 
to get their attention!  I wondered what 
information you could really get in 4 
minutes, so I tried it myself.  I went to our 
website and searched for members in 
Cincinnati.  The search returned a list of 
19 names.  I was able to run the search 
and read each profile in that time.  If the 
members had provided more information 
in their profiles, it might have taken me 
more than 4 minutes. 

The problem is many of our members 
have not updated their profile in years.  
Some have NEVER updated their profile.  
So while John Q. Smith, RFC® in 
Cincinnati might be a leader in the field 
of retirement planning; if his profile 
doesn’t tell me this, I have no way of 
knowing that.  I may just move on to the 
next person on the list, or until I find one 
who offers the services or products I am 
looking for.

If you have not updated your profile with 
the services and products you offer, your 
statement of services, and your fee 
schedule, you are doing a huge disservice 

to yourself.  Not only is this information 
used by the public, it is at times used in 
our office as well.  For example, recently a 
gentleman called from Washington State.  
He was looking for an advisor who 
charged on an hourly basis.  While he was 
on the phone, I did a search using zip 
code 98101.  There were 35 members 
within 50 miles of this zip code.  Of the 
35 members, only 5 listed their fee range; 
however none were on an hourly basis.  
We very well may have members in this 
area who do charge on an hourly basis, 
but their profiles have not been updated, 
so we have no way of knowing that.   I 
looked at this list a little further and found 
that 8 members had included their 
picture, and only four had listed their 
statement of services.  Even more 
discouraging, 16 members have never 
edited their profile.  Your member profile 
is an easy way to get a presence on the 
web, which is something you must have 
in today’s fast-paced information society.  

Take 10 minutes today and update your 
member profile. Go to www.iarfc.org and 
click ‘Members Area’.  Sign in with your last 
name (username) and the password you 
selected. Remember the password is case 
sensitive!  If you cannot remember your 
password, please contact our office.  Add 
information about the Financial Services 
and Financial Products you offer; your 
‘Statement of Services’ and ‘Fee Schedule; 
and your picture.  Make your profile speak 
for you!  If the public is going to spend 
four minutes on our website, it should be 
spent reading your profile in depth- not 
flipping through a list of 20!   

Ask about our  
Referral Program



  Home (Public Area)

  Members Area

  Search for an RFC

  News

  Calendar

  General Information

  International Information

  Consumer Areas

  Consumer Articles

  Request Membership

  Application Forms

  Brochures & Order Forms

  RFA Information

  Member Benefits

  Conferences

  Mission Statement

  Our Strategic Plan

  IARFC Job Center

  Professional Information

  Profession Web-Links

  Contact IARFC

Member Profile Back to Search Results

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

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

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

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

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

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

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

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

IARFC
INTERNATIONAL ASSOCIATION OF REGISTERED FINANCIAL CONSULTANTS

  Harvey Stephen Bailey 
HB Financial Resources, LTD 
125 Floyd Smith Drive, Suite 250, Charlotte, NC 28262, USA

 Phone: 704 563 6844 
 Fax: 704 563 1571 
 Email: steve@hbfinancial.com 
 Website: http://www.hbfinancial.com

  This Member Offers Comprehensive Personal Financial Plans

  Fee Range or Basis: 
Fees for Comprehensive Planning $1,200, with a commission offset for assets  
under management or other products. Modular plans on a modest fee basis.

  Qualifications: 
Education: Southwood College, Bachelors in Business, Embry Riddle Aeronautical University, for three years 
instructor at Central Piedmont College.  Years Experience: 35

  Designations:     RFC®     CEP     CSA®     LUTCF     CEBA, MFP

  Professional Associations:     IARFC     NAPFA     NAIFA     NICEP

  Financial Services Offered: 
Estate Planning     Business Planning     Portfolio Management     Trustee Services     Pension Planning      
Executive Compensation     Personal Coach     Retirement Planning     Medicaid Planning     Tax Planning      
Tax Return Preparation     Seminars/Workshops     Employee Benefits     Family Offices      
Charitable Planning     Business Coaching     Asset Protection

  Financial Products Offered: 
Stocks and Bonds     Mutual Funds     Mortgage Loans     Collectibles/Coins     CDs, Banking, etc.      
Annuities     Life Insurance     Disability Income Insurance     Long Term Care Insurance      
Medical Insurance     Buy/Sell Plans     Healthcare Accounts     Charitable Foundations

  Statement of Services: 
HB Financial Resources, Ltd., is an independent investment planning and wealth management firm. Our 
principals, H. Stephen Bailey, Jarod A. Bailey and Stephanie K. Bailey as independent financial professionals, 
have chosen to associate with NEXT Financial Group,Inc., an innovative and award-winning broker/dealer.* This 
allows them through HB Financial to offer comprehensive investment services and impartial advice. H. Stephen 
Bailey, Registered Financial Consultant, honors the same vow he made over 30 years ago, "I will suggest the 
same strategies and products to my clients that, under certain circumstances, I would select for myself". Steve 
has co-hosted a weekly radio show "Dollar$ense" on local radio stations for over 7 years. He has written a regular 
column entitled "Money Matters" in "Senior Directions" for several years. Steve is also the author of "Dollar$ense, 
A Book for Matured Adults". H. Stephen Bailey has been elected by his professional peers to serve as the current 
President of the International Association of Registered Financial Consultants, the fastest growing professional 
organization in financial services with over 10,000+ members around the world. * Each Year Investment Advisor 
magazine conducts a poll asking its representative readers to rate how well their broker/dealer is meeting their 
needs in key areas such as compliance, training, marketing, technoogy support, and overall performance. Broker/
Dealers that are rated the highest by their representatives are named "Broker/Dealer ("B/D") of the Year" in one of 
four divisions based on each broker/dealer's total number of representatives. 

  Securities Offered Through:  NEXT Financial Group, Inc.

  Registration Number:  108



Twitter, the phenomenally successful social 
media tool, allows its users to send and 
read the short updates of other users the 
messages are called tweets.  Twitter has 
moved well beyond its original use as a way 
to keep in touch with friends.  People have 
found it to have important business 
functions, primarily to quickly expand their 
professional networks, to stay in closer 
touch with their customer base, and to raise 
their visibility on search engines. 

Act Now!  If you have not yet set up a 
Twitter account, now is a good time to get 
started.  Grab your name before someone 
else does, even if you’re not planning to use 
the account right away.  It’s similar to the 
early dot com gold rush.  Once you’ve set it 
up, you will need to use it regularly to 
gradually build your network, but it should 
only require a short amount of time every 
few days, depending on how ambitious you 
are to build your presence. 

And once you’ve warmed up to it, you’ll even 
have some fun.  I’m a fairly recent tweeter, 
myself, approaching it from an Internet 
marketing perspective, so I’ll share what I’ve 
learned, and what the experienced users say.  
A person’s twitter account is written in this 
manner: @sylviatodor.  This means you can 
find my account at Twitter.com/sylviatodor.

It’s easy to sign up.  Simply go to twitter.
com and click on “Get Started – Join!”   
Fill out the information, and you’re ready  
to go.  Many people set up both a personal 
account and a business account.  Then  
set up your profile, loading it with the  
same important keywords that you use  
to help people find your website on the 
search engines.  Include your website 
address.  A website isn’t required to  
have a Twitter account, but you’ll miss  
the chance to promote it.  If you don’t  
yet have your financial website, go to  
www.iarfcwebsites.com. 

Upload a photo or your business logo.  
You need a good photo, but not necessarily 
a formal one.  Then start building your 
network.  You can import your email list, and 

the search function will tell you if your 
contacts have Twitter accounts that you can 
follow.  You can also go to search.twitter.
com and enter your interests.  This will 
generate a huge list of people that you can 
choose to follow.  

To “follow” someone means that you will 
receive their tweets, but they won’t see your 
updates unless they choose to follow you as 
well.  If their interests are similar to yours, 
many people will follow you once you start 
following them.  You can easily remove 
people you are following if you lose interest 
in their messages.

Twitter messages are limited to  
140 characters.  You can send your  
Tweet messages from your profile page 
within Twitter, or you can text them  
from your mobile phone (though text 
messaging fees usually apply). The 
shortness of the messages is a large part  
of its Twitter’s appeal, forcing people to  
get to the main point.

Simplified Usage.  There are a number of 
practical guidelines and tips to get and 
retain a growing list of followers.  An honest 
and helpful tone with personality works the 
best.  Everything you do on Twitter is public, 
and there is low tolerance for blatant sales 
pitches.  These would cause you to quickly 
get “unfollowed.”  Share helpful tips.  Give 
links to interesting articles.  Answer 
questions that people post. Share an 
adventure.  Tell a joke.  Be yourself.

Gradual Acclimation.  Like most online 
tools, it usually takes jumping in and 
practicing to get the right feel for something.  
Set a goal to tweet at least once every few 
days, building up to more frequent tweets 
after you get the hang of it.  Seek out 
people to follow, and you will quickly see 
what appeals to you, and will get a sense of 
which types of messages from others have 
interest and a compelling style. 

Building a massive list of followers seems  
to be something of an obsession with  
some users.  If you’re a celebrity, I imagine 
this is easier than for the average person.  
The actor Ashton Kutcher was recently the 
first person to reach one million followers.  
See the news item at http://tinyurl.com/
dgevcn.  I am still learning some of  
the tricks, since I only set up my Twitter 
account a few months ago.  Here are a  
few more tips.

1.  Give something free.  One business 
grew their followers by 10,000 in  
a week by giving away a free ebook  
to anyone who would follow them  
on Twitter or gave them their  
email address. 

2.  When you find someone interesting to 
follow, browse through the people they 
are following.  You’ll probably find some 
that you want to follow as well.  As 
mentioned earlier, as you follow people, 
a percentage of those will then choose 
to follow you.

3.  Add an invitation to follow you in your 
email signature line. Use a simple line 
like “Follow me on Twitter” (making 
“Twitter” hyperlink to your Twitter page).

4.  Share useful information in your tweets. 
As you read other people’s tweets,  
you’ll notice that they often include  
links to the full articles or pages online, 
much as I did above in the reference to 
Ashton Kutcher. 

CONTINUED ON PAGE 11

Build Your  
Business Network with

Twitter
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Short Tweets.  This last item brings up  
an interesting issue.  Remember that  
your tweets can only be 140 characters 
long.  Many URLs (website locations)  
are very long.  To add a link in your tweet, 
first use a free service such as tinyurl.com.  
Simply highlight and copy the long  
address of the target page up in the  
URL window.  Then go to tinyurl.com.   
Paste the long URL in the window provided, 
and the site instantly creates a short  
version.  Use that version in your tweets.  
It’s a practical tool even for printed articles 
such as this one.

Finally, the Commercial Application.  
After you’ve built up a good number of 
followers, you can occasionally send a  
tweet about a special offer.  Consider  
the situation that Mr. Kutcher is now in.  
What if he sent a tweet to his one million 
followers directing them to a page where 
they can order a $15 tee-shirt imprinted 
with a photo image of him posing with  
his cute new puppy, with a portion  
donated to animal shelters?  Hmmm… 
quick way to make a few bucks and  
support a favorite cause.  You might offer a 
free pamphlet or analysis (sent by e-mail) 
or free attendance at an event where you 
are speaking or exhibiting.   

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

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

CONTINUED FROM PAGE 10      
BUILD YOUR BUSINESS NETWORK  
WITH TWITTER

Sylvia Todor

Today’s successful professionals sell 
consumer satisfaction ahead of product.  
Because they are consumer-oriented, they 
know their prospects are more interested 
in their own problems, needs and wants 
than in their products and services. 

Sal Marino, publisher of the Steel 
magazine, provided the best strategy  
for getting your prospect’s attention  
when he said: 

In the next 24 hours, the buyer’s  
heart will beat 103,689 times.   
His blood will travel 168,000 miles.  
His lungs will inhale and exhale 
23,240 times.  He’ll eat over three 
pounds of food.  He’ll exercise only 
seven million of his nine billion brain 
cells.  He will speak 4,800 words — 
but not a single one about your 
product or service — unless you figure 
out a way to involve him emotionally 
with your sales proposition.  Since 
two-thirds of his conversation for the 
day will be about himself and his 
problems, your only way to get your 
share of those words is to make 
yourself part of his world.

That last sentence is something that should 
be emblazoned on the wall in words of fire 
in order for you to manage prospect 
resistance successfully. 

The initial presentation or sales interview is 
never to be considered as a contest 
between you and the consumer.  If it is, 
you’ll unwillingly act like a contestant and 
cast your prospect in the role of an 
opponent.  Always think of that interview 
as purely a matter of getting emotionally 
involved and catering to what your 
prospect needs and wants. 

A successful conclusion requires that you 
organize your presentation in a manner 
that will overcome most resistance 
objections before they come up.  When 
prospects say, “I want to think it over” or “I 
want to compare” there’s a strong chance 
they do not yet fully realize how the 
benefits to be derived will provide more 
value than the costs.  Resistance is the one 

sure way your prospects have of telling  
you that you have missed the mark.   
They feel you want more from them than 
you are giving to them in the way of 
“owner benefits.” 

Continue to be consumer oriented 
rather than product oriented.  It will pay 
you big dividends.  It will help you always 
understand that, although many people 
should have what you are selling, they will 
never buy it until you “make yourself a part 
of their world.”  Help them want what 
you have to sell. 

That’s managing resistance!   

Kinder Brothers International teaches sales 
and management professionals how to 
experience lasting success.  Both Jack and 
Garry Kinder are members of the IARFC 
and authors of books and courses on 
financial services.

Their associate, Bill Moore, is a director of 
the IARFC and he delivers the Professional 
Patterns course worldwide and is 
developing the Registered Financial 
Manager workshop.

Contact:  927 380 0747
gkinder@kbigroup.com
www.KBIGroup.com

Think Right — Advice from 
Kinder Brothers International

Manage Resistance

Dr. William L. Moore, Sr., CLU, ChFC, RFC®



Mastering Your Business in a Market Downturn
How Your Fixed Expenses Are Tied to 
Multiplying Profitability

Most financial advisors can instantly quote 
many of facts about their practice’s 
accounting and finances.  

•   “What was your gross production  
last year?”  “I know that!”

•   “How much were you upside down in 
your worst month over the previous 
twelve?”  “I know that!”

•   “How much was your single largest 
month of production?”  “I know that!”  

•   “What was the biggest case you closed 
this year?”  “I know that!”

•   “What was the biggest case you closed 
last year?”  “I know that!”

•   “What is your growth objective this year?”  
“I know that!”

•   “What percentage of your break-even 
revenue is in fixed costs?”  “WHAT?”

Some financial advisors read their monthly 
P&L statements.  Some do not.  Very few of 
them understand the strategic difference 
between their fixed costs and their variable/
discretionary expenses.  Perhaps it is 
because the way the expenses are listed in 
the report, or perhaps it is because the 
report is set up to make it easy for your CPA 
to do your taxes.  But in either case, very 
few small business owners understand the 
pragmatic difference between them, and 
miss the simplest way to understand how to 
multiply profits!

So, what is the difference between fixed 
and discretionary/variable expenses?  Fixed 
expenses stay the same each month or at 
least they are supposed to… variable 
expenses do not.  Discretionary expenses 
may or may not remain the same.  

Let’s give an example of variable expenses.  
If revenues go up, people on a commission 
get paid more; their commissions go up.  If 
revenues go down, commissions go down.  
Discretionary expenses are ones that you 
choose to incur.  For example, you decide to 

hold the dinner seminar as a prospecting 
event.  This is a discretionary expense.  Most 
people spend more discretionary expenses 
when revenues are up, but less when 
revenues go down.  You do not control 
variable expenses.  You do control 
discretionary expenses.  Fixed expenses 
mean the items which, stay the same, such 
as your office rent.  

So, what is the big deal?  Is that all there is 
to the difference between fixed and 
discretionary/variable expenses in a 
company? 

NO!  The truth is that the percentage of 
your total expenses that are fixed is actually 
an extremely powerful value.  Here is why:

•   Let’s assume that your practice has 70% 
of its total expenses that are fixed.

•   Let’s further assume that your 
discretionary/variable expenses,  
30%, do fluctuate with your revenue.

•   Did you know that for every $1,000 you 
generate in a month that is above total 
expenses generates about $700 in free 
cash flow, (net pre-tax profits)? 

Let’s look at an example.  In this table, 
the advisor generated $60,000 in top line 
during this accounting period.  Variable/

Discretionary expenses were 25% of that 
total.  Fixed Expenses were 70% of the 
top line, and there was a profit of $2,000, 
or 5% of revenue.

Look what happens when revenue goes up 
10%.  In this example, an additional $6,000 
only required helping one new client in the 
month.  Profits went from $3,000 to $7,500, 
a 250% increase!

The reason?  You do not have to pay fixed 
expenses twice.  The increased revenue 
creates large amounts of free cash flow.  For 
most advisors the largest percentage of 
expenses is fixed.  By calculating your 
percentage of Fixed Expenses against Total 
Expenses (either in your Budget, or the 
average of your Actual Expenses) you can 

Page 12 The Register  |  August 2009

CONTINUED ON PAGE 13

Look what happens when revenue goes up 10%

  100.0% 110.0%

 Total Revenue $60,000 $66,000

 Total, Variable Expenses $15,000 $16,500

 Total Fixed Expenses $42,000 $42,000

 Total, All Expenses $57,000 $58,500

 Profit/Loss  $3,000  $7,500
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if you do not increase profits.  You must 
make the investments (some of them 
one-time, others maybe increase to the 
fixed expenses) that increase the costs in 
order to increase revenue and profitability.  

For Rob, we actually increased the 
percentage of Fixed Expenses (from staffing, 
training, and facility) of his total expenses.  
This came before increases in revenue.  

What happened?  Despite our efforts taking 
place early in 2008, the worst fiscal year in 
memory for most people in financial 
services, Rob broke through the $1 million 
dollar mark, radically increasing his 
profitability, and this year is on a continued 
growth pace.  What made the difference?  
Understanding how making certain the 
investments in the business would increase 
the top line, resulting in significant increases 
in profitability.  

Take the time to find out what percentage of 
your total expenses are fixed, and work 
towards making the investments where 
modest increased in revenue create 
significant increases in profits!   

Peter Vessenes, RFC® is the CEO of 
Vestment Advisors Inc., and FlexBudget LLC. 
His practical tools have helped business 
owners achieve the success they desire and 
get more money to the bottom line.  Peter 
is also the creator of FlexBudget®, a 
powerful fiscal management software tool 
for financial advisors that provides proactive 
management of the company for growth, 
valuation and profitability.  

Contact:  952 401 1045
Peterm@flexbudget.com
www.flexbudget.com
www.vestmentadvisors.com
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determine approximately how much return 
you will make on modest increases in top 
line!  That $10,000 client event just might 
be worth it, even in a down market!

Recently we assisted an advisor (let’s call 
him Rob) who had been in the industry for 
over 20 years.  His production had leveled 
off at around $700,000.  Rob’s closing ratio 
was low by our standards (under 45%), 
and this was confusing to him, as he was 
competing against wirehouse brokers that 
offered fewer services and less effective 
tactics.  The brokers were beating Rob by 
more than two to one in a shared captive 
client pool.  

After conducting a SWOOP analysis 
(Strengths, Weaknesses, Opportunities, 
Obstacles and Plans) we determined that 
Rob’s problems could be summarized in 
three categories.

1.  He was understaffed by at least  
two people, and also probably  
needed an additional part time 
administrative assistant.

2.  The Client Experience was not a good 
one.  The office was run down and 
looked chaotic with cardboard boxes, 
mementos, and cheap looking furniture 
vying for space.  Some team members 
worked in the midst of stacks of the 
boxes.  Let’s not talk about the state  
of the carpet… .

3.  Meetings with clients consisted of 
“proving” how good what Rob could 
provide was.  It was not consistent with 
“The Killer First Interview™”, in order to 
educate, disturb and offer relief.  
Everyone in the organization needed to 
learn this, and no one knew anything 
about it.

So what was the consistent underlying 
cause of the issues?  Rob was tight with a 
nickel.  So tight that, though he knew he 
needed to “fix some things” and get 
professional coaching for him and his team, 
he could not bring himself to spend the 
money.  In fact, the only reason we were 
there was that the home office at the 
broker/dealer was concerned he was going 
to leave them for another B/D, and 
significantly sponsored us to help Rob.  

After analyzing his financials with 
FlexBudget®, we showed him how modest 
bumps in his closing ratio would create 
significant results in profitability.  In other 
words, it is not enough to increase revenue 

Peter Vessenes, RFC®

Business  
made easy.
Staples saves you  
time and money

With Staples Business 
Advantage you achieve 
tremendous savings over time 
and so much more. We make 
things easy for you by providing:

•  Dedicated Account 
Management

•  J.D. Power Certified Customer 
Service

•  Spending and compliance 
programs

•  Access to more than 80,000 
products

•  Easy on-line ordering and 
unprecedented control

•  Fast and Free Delivery
•  Customized program to fit  

your needs

For further information,  
please contact Denise Frasier 
at 800.693.9900 X480 or 
Denise.Frasier@staples.com.



Ants are fantastic insects.  They were 
created with an amazing characteristic to 
make small things grow into large things.  
Not only that, these very tiny creatures are 
able to lift a load greater than the sum total 
of the maximum weight each ant could 
carry individually.  They accomplish this 
through working together.  There are a lot of 
key points that financial organizations can 
learn from the ant.

Setting Goals and Objectives

When observed moving large objects from 
one place to the next, the whole army of 
ants all move at the same pace, in one 
direction and in an organized resolute 
manner.  If something or someone gets in 
the way, they will go around the object, and 
then continue on their original path.  The 
business organization is no different.  The 
attainment of organizational goals will not 
occur overnight; therefore a strong 
commitment on the part of both 
management and workers is required.  
Obstacles will occur as companies make the 
effort to achieve their goals, however, it is 
important to realize that there must be an 
air of perseverance to either continue, or 
start the process all over again. 

As well, ants are great at looking ahead; they 
develop well defined strategies and then go 
out in pursuit of their goals.  They know their 
target, and slowly and analytically they move 
towards it, it does not matter what hurdle or 
obstacle in their path, all they see is their 
target.  Likewise, organizations must develop 
strategies in order to determine where the 
business wants to go in the long run.  Not 
only that, they must recognize that there will 
be setbacks, but the important thing is to 
continue on the path in order that goals will 
be realized.

Importance of Team Effort

A group of ants will work together to 
achieve their goal despite some being larger 
and some smaller.  They organize 
themselves in such a fashion that they all 
work together in unison, creating a sense of 
harmony as they work.  In a team, even the 
leader when the situation dictates, needs to 
work together with the teams.  It then 
necessitates that the leader must always 
engender good communication among his 

team.  The leader must ensure that workers 
are able to contribute their ideas and 
thoughts on how to best achieve 
organizational goals.  

Notice that one ant never attempts to solve 
a problem, but always incorporates a large 
group.  Great and small work together to 
achieve a common purpose.  

Choosing the Right Team Members

As mentioned earlier, a single ant is unable 
to lift or move heavy objects, but an army of 
these small creatures can.  It all has to do 
with a combination of strengths.  Whenever 
a team has been carefully chosen, you can 
get a good range of abilities, fields of 
expertise and personality types.  Therefore, 
for every situation there should be at least 
one person who can deal with it effectively.  
It is critical to incorporate people with 
different skills and talents, which will help 
the team as a whole to be equipped to 
tackle difficult tasks in order to succeed in 
the goals that has been set.  

Following a System

It has been determined that whenever an ant 
colony finds food and carries it back to the 
nest, it leaves a chemical trail along the way 
for other ants to follow.  This process ensures 
that no ant gets lost along the way and it is a 
clear demonstration of the efficiency in 
nature.  Ants live an extremely well-planned 
life with every ant following the same basic 
pattern.  Every organization operates as a 
collection of interlocking processes and there 
is always a method for executing them.  
Steps should be taken to ensure that 
employees abide by the organization’s 
dictated work practices and policies in order 
to reduce or prevent excessive operating cost 
and reduced profit margins.  If an employee 
veers from the ‘ants trail’ steps should be 
taken to redirect their path back to the 
system.  Although I am an avid supporter of 
the new-age organization that practices the 
‘bottom-up” approach to management (i.e. 
giving employees greater control over their 
work) I also believe that there must be 
parameters in which they are to operate.  
Guiding employees towards stated work 
processes is in fact essential to any 
organization.  An organization’s key strengths 
are its employees, and guiding them so that 
they can align themselves with organizational 
systems is the element that will glue all 
organizational resources together in order to 
be triumphant.

Developing Controls

Ants use pheromones for more than just 
making trails.  A crushed ant emits an alarm 
pheromone that sends nearby ants into an 
attack mode and attracts more ants from 
further away.  Organizations should always 
have built-in controls so that the manager 
will be able to monitor how team members 
are performing tasks to achieve goals.   
In terms of the ant, as soon as problems  
occur, an alarm is sent out to other ants by 
design.  So it should be with organizations, 
whereby managers are able to anticipate 
unplanned events and thus be able to 
respond to opportunities and threats.  
Having effective controls ensures that 
organizational activities remain consistent as 
well as aids in decision making.  

Living creatures that constitute this vast 
universe are to some extent interconnected 
as they depend on each other for sustenance.  
Some of them even provide incites into the 
survival strategies for human beings.  Ants are 
in fact amazing organisms, and there is so 
much we can learn from them.   

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

Lessons from the Ant
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On July 1, 2009, the interest rates on 
variable federal Stafford and PLUS Loans 
dropped to the lowest rates in the history of 
the federal student loan program.  These 
revised rates apply only to loans issued on 
or after July 1, 1998 and before July 1, 
2006. The Department of Education sets 
the rates annually, based on the most 
recent three-month Treasury bill auction 
held in May of that year. These rates are in 
effect through June 30, 2010.

•   The new interest rate on Stafford Loans  
in repayment status is 2.48%, down 
from 4.21%.  

•   The interest rate on in-school, grace, or 
deferment status Stafford Loans is 
1.88%, down from 3.61%. 

•   And the new interest rate on PLUS Loans 
is 3.28%, down from 5.01%. 

Borrowers with variable-rate federal  
student loans can lock in the current 
applicable rate on their loans by 
consolidating them.  The interest rate on a 
consolidation loan is a fixed rate that is 

equal to the weighted average of the current 
applicable interest rates on the loans 

being consolidated, rounded up to the 
nearest 1/8th of a point.  

Unfortunately, borrowers can  
only consolidate once, so if 
they’ve done so previously,  
they won’t be able to take 
advantage of the new low 
rates.  Also, private student 
loans can’t be included  
in a federal consolidation 
loan.  Borrowers who  
have graduated from  
school and are eligible  
to consolidate their loans 

should go through the  
Federal Direct Loan 

Consolidation program at:   
www.loanconsolidation.eg.gov.

For borrowers with Stafford or PLUS 
Loans issued on or after July 1, 2006, 

the loans will have a fixed interest rate for 
the life of the loan.  The number of rates 
offered makes this a difficult decision for 
many, and the typical action is to “just let 
things ride.”

•   For current PLUS Loans, the rate is 8.5%. 

•   For unsubsidized Stafford Loans, the rate 
is 6.8%

•   For subsidized Stafford Loans, the 
interest rate will be reduced as follows 
over the next few years:

     •   5.6% for loans first disbursed on  
or after July 1, 2009, and before  
July 1, 2010 

     •   4.5% for loans first disbursed on  
or after July 1, 2010, and before  
July 1, 2011 

     •   3.4% for loans first disbursed on or 
after July 1, 2011, and before July 1, 
2012 

PLUS Loans for Students and Parents

The Federal PLUS Loan is a loan borrowed 
by a parent on behalf of a child to help pay 
for tuition and school related expenses at an 

eligible college or university.  It may  
also be used by a graduate student for 
graduate school.  The student must be 
enrolled at least half time, and the parent  
or graduate student must pass a credit 
check in order to receive this loan.   The 
Graduate PLUS Loan can be used to pay  
for the total cost of education less any  
aid already awarded.  Also, like the  
Parent PLUS Loan, eligibility for the 
Graduate PLUS Loan is largely dependent 
on the borrower’s credit rating and history, 
as opposed to the purely financial need-
based Stafford loans.  For more information:  
www.gradloans.com/graduate-plus-loan and 
www.gradloans.com/stafford_loan

•   Flexible repayment options and deferred 
payment for financial hardship

•   0.25% interest rate discount when 
enrolled in auto-debit

•   Interest rate is fixed and interest paid may 
be tax deductible

Why Clients May Want to Enroll

Many careers and occupations are facing 
long-term threats from corporate 
consolidations, mergers, acquisitions and 
offshore outsourcing.  This can apply to 
many clients, spouses and their mature 
children.  One of the best defenses is to 
acquire a graduate degree in a similar or 
even in a different field, and be prepared for 
a job shift or even a new career.  The time 
and money spend to acquire another 
degree may be considered powerful 
insurance.  Some of the costs might be 
subsidized by employer reimbursement 
programs and income tax deductions. 

Advisor Action

Registered Financial Consultants can  
find a copy this article on the Consumer 
Articles section of the IARFC website.   
As an IARFC member you are welcomed to 
copy the text off the website and edit it to 
add a message that this information is 
provided to their clients and that they  
can offer counsel and assistance.  This  
is one more way to touch your clients.   
Visit: www.IARFC.org Consumer Articles 
2009 Student Loans Revised.   

Student Loan Rates Revised
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We are all aware that Financial Planning is a 
Process.  From a consumer position, it might 
be phrased as helping clients:

•   Get from where they are financially 
today — to where they’d like to be in 
the future.  

•   Increase their Net Revenue  
during retirement.  

•   Achieve financial comfort  
through planning.

•   Minimize the tax erosion of income 
and assets.

However, from the perspective of the financial 
advisor, this is a far more detailed procedure.  
As professionals we must follow tested 
procedures to achieve maximum results and 
avoid the sins of omission.  Should we fail to 
consider some critical aspect of a client’s 
position, then we can do serious harm – 
rather like the surgeon who does not count 
the sponges and leaves one or two inside. 

In the Financial Planning Process™ 
course, the IARFC uses a chart with over  
50 identified steps to define everything that 
an advisor should consider doing — while 
delivering the initial plan.  Naturally, each 
client’s case is different, and some of those 
steps do not need to be taken, although 
nearly all must be considered.

There is Value in Complexity.  Few clients 
want to understand the very complex chart.  
What they want is to believe that their 
advisor understands the chart and is 
following a well-designed procedure.  So the 
quick display of that chart contributes to the 
new client’s comfort.

Understanding Requires Simplicity.  
Nevertheless, all new clients want to  
feel they understand what will be 
happening.  Therefore, a much simpler  
chart might also be used, and the one 
shown here has a sense of positive  
motion that will be easily understood  
and comforting as they make the transition 
from prospect to client.  

Agendas Control Meetings.  A written 
agenda reassures a prospect before  
they arrive that you are serious, organized 
and professional.  A copy should 
accompany the appointment confirmation 
letter and another one included in  
the folders assembled for the actual  
session.  On the facing page is an Agenda 
(AG_01.doc) oriented for fee-based 
planning, to be followed by implementation 
with products and additional services.  You 
should have an agenda for each basic type 
of client meetings, and they can be dated 
and printed with the client’s name 
automatically.  

Preparation Counts!  You must be fully 
prepared for your meeting with the prospect 
— who is looking for you to lead them from 
doubt, uncertainty and lack of confidence.  
To be super-organized will convey your 
professional status and maximize the results 
from each initial presentation.  The tools you 
will need are listed on another form 
(PM_05.doc) and we will be happy to 
e-mail you both files.

The Critical Presentation

1

2

3

4

5

Prospecting for Client Acquisition  
(based on Advisor’s Marketing Plan)

Problem Identification  
(analysis within software)

Client Engagement  
Presentation to  
establish the fee

Gathering Information 
from the clients  

(fact finding)

Implementation &  
Monitoring the  
Financial Plan

Developing the  
client’s written  
Financial Plan

Obtain Referrals  
(completes the cycle)



INTRODUCTION TO PLANNING SESSION AGENDA

INTRODUCTION

A.   Discuss the history and background of our planning firm

B.  Highlight the professional background and training of our  

financial advisors

C.  Review the role of financial counselors — how this resembles coaching

D.  Delivery of the firm’s disclosure materials or brochures

E.  Presentation of our professional Code of Ethics certificate

PRELIMINARY PERSONAL INFORMATION

A.  Discuss any prior consideration of comprehensive financial planning

B.  Review of any prior plan or analysis documents

C.  Your personal financial information, balance sheet, income &  

expense, etc.
D.  Review any family information or data sheet, if available

E.  Brief review of your Income Tax Return for last year

WHAT IS PERSONAL FINANCIAL PLANNING?

A.  Visual presentation on the need for planning and how the process works  

B.  Review Documents Archive Case and the need to get and stay  

well-organized

C.  Optional – review the Tax Records Archive Case, if needed

D.  Examine the Financial Counseling Process — a 7-stage flow chart

E.  Review a Sample Personal Financial Plan and the follow-up 

implementation

HOW THE PLANNING PROCESS WILL WORK FOR YOU

A.  Roles to be fulfilled by your legal, accounting, trust and securities advisors

B.  All of your information, reports, notes and documents are fully 

confidential 
C.  Optional purchases of additional financial products and services

D.  What are the most important items this program can help you 

accomplish?

EXPLANATION OF THE PROCESS & DECISION

A.  Review fee structure for plan preparation and optional monitoring 

services
B.  Discuss the decision process — presentation of our Plan Assurance 

Certificate
C.  Execution of an Engagement Agreement — payment by credit card  

or check
C.  Brief review of the data gathering materials and need for documents

D.  Establish the next meeting date, for complete data gathering: 

__________________________
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Back in late February when we made our first 
stock purchase in several years, I told my 
clients that I was 100% confident we were 
either:

1.  In the beginning stages of a new  
Bull Market, or

2.  In the process of forming a bottom, 
which would ultimately transition into  
a new Bull Market

After experiencing one of the worst Bear 
Markets in history, during a time where the 
market was near its lowest point, and given 
the fact that the surrounding news was 
absolutely frightening, many people saw this 
as an extremely bold statement to make, and 
understandably so.  In fact, you can search 
high and low, and it would be nearly 
impossible to find more than a few investors 
or “investment professionals” who were 
singing this same tune.

The most talked about topic in the media of 
late has been “What is the best method, or 
who is the best person, at predicting Bear 
Market bottoms?”

Well, the easy answer to those questions is 
NOTHING and NOBODY.  And I’m happy to 
make yet another bold statement.  It is 
100% and humanly impossible to predict 
the stock market.  Nobody will ever be able 
to PREDICT the stock market’s major 
movements or where it will be in the distant 
future.  It cannot be done with any level of 
certainty and/or consistency.  OK, you get 
my point. 

To prove this point, I decided to go online 
and look up the definition of the word 
“predict” on www.websters.com, and here is 
what I found:

“PREDICT, PROPHESY, FORESEE, FORECAST 
— to know or tell (usually correctly) 
beforehand what will happen. To PREDICT 
is usually to foretell with precision of 
calculation, knowledge, or shrewd 
inference from facts or experience.”

So what can we conclude from this 
definition?  There are absolutely no facts or 
experiences that can prove to be useful in 
accurately predicting the stock market.  
Period.  Why?  Simply because it is a market, 

and markets will always move randomly in 
both directions.  

Sometimes markets are driven by fear, 
sometimes greed… sometimes the 
movements are short-term, sometimes 
long-term… sometimes the changes are mild, 
sometimes extreme… sometimes markets 
move based on current news events, 
sometimes for reasons unknown, etc.  

But the fact of the matter is, if there  
was tangible facts or experiences that  
have been proven to be helpful in 
predicting the stock market’s movements, 
then Microsoft would have already created 
the “software” and we would all be 
self-made Multi-Billionaires.  

Unfortunately, this program cannot exist.

So let’s go back to the question “How can I 
make such a bold and confident statement, 
allegedly predicting this new Bull Market?”  
The truth is that I have never attempted to 
predict the stock market’s future.  What I’ve 
always attempted to do is recognize change.  
And you know that over the years I have 
created a proprietary system that is 
specifically designed to recognize changes in 
the market’s trend through identifying 
long-term changes in the pattern of the 
market’s money flow… which is what 
ultimately drives the market.

So without attempting to go into all of the 
details, I’ve put together a list of the facts that 
I think you will find to be most helpful.  

After personally experiencing the Bear 
Markets of 1990, 1994, 1998, 2000-2002, 
and 2008, and after researching every Bear 
Market over the past 100 years, I was able to 
come to the following conclusion:  There are 
certain common themes that occur at major 
Bear Market bottoms, usually simultaneously, 
such as:  

•   There has been a significant, and usually 
prolonged, Bear Market decline. 

•   Most individual stocks, both small and large 
cap, have declined between 50% and 
90% on average, across the board.

•   There is an extremely high degree of 
investor and “investment professional” 
pessimism and sentiment.

•   There is an unusually high volume of 
money moving out of the stock market.

•   Accordingly, there is also a large amount  
of money pouring into, and being  
stored in “safe places” such as cash  
and cash equivalents.

•   The economy is in a recession.
•   The news background is frightening, and 

there is almost always a major news 
“event” to which the media attaches itself.

•   The Federal Reserve Board is playing a 
significantly positive role, by both 
aggressively lowering interest rates and 
increasing the money supply.

•   THEN, right in the face of ALL of these 
“common themes” above, the stock 
market’s long-term trend, pattern, and 
internal condition of money flow changes 
for the better, at levels that have not  
been witnessed during this entire Bear 
Market decline.

My strong conviction is that those last three 
common themes are, by far, the most 
important influences on the stock market and 
the most critical to monitor.

Having said all that, I can confidently say the 
stock market has yet again provided us with 
the greatest blessing of them all…a Bear 
Market.  Occasionally the stock market 
provides us with circumstances that we are 
taught should never occur…a period of both 
low-risk and high potential, going hand-in-
hand.  But the reality is, this is precisely what 
occurs at those major market bottoms.  The 
downside risk is minimal and the upside 
potentials are exponential...but yet the 
perception at those times based on the 
market and the media is the exact opposite.  

Bear markets are a great blessing because 
they are the events that afford us the 
infrequent and excellent buying 
opportunities; where investors are “dealt a 
hand” that offers the potential to significantly 
multiply their money.  To use an analogy, if 
you compare investing to playing cards, the 

CONTINUED ON PAGE 19

A New Bull Market Has Arrived —  
So Be Thanksful for the Greatest 
Blessing of All… Another Bear Market!
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Royal Flush of Investing is a major Bear 
market bottom.  The Royal Flush is when 
investors are dealt a hand that contains each 
of those cards (common themes) 
mentioned above…which is exactly what we 
were dealt in Spring of 2009. 

One last but important note:  historically 
the largest amount of money that exits the 
stock market is during the first major 
“correction” or pullback of a new Bull Market.  
Why?  Simply because the major losses that 
occurred during the Bear Market are so 
recent and “fresh in the minds of investors”, 
that the common mentality is “Oh no, I’m 
not going to let this happen again!”  

So even though we must fully anticipate 
period of intense decline and/or negative 
news events in the years ahead, I am fully 
confident that the long-term trend of the 
market will now trend positively higher, the 
pattern of money flow is now healthy and 
bullish, and the market will very likely provide 
us with some great upside potential, 
probably until sometime after the next 
Presidential election.   

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
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Two Schools of Thought

As an advisor it is our job to stay objective 
and to always strive to give an unbiased 
opinion when making recommendations  
to our clients.  We want to make sure  
that we are always doing what is best  
for them without consideration for how 
much we make from our recommendations.  
To an honorable, ethical advisor this  
goes without saying.  However, I have 
noticed that depending on our training,  
our mentors, and our personal experience, 
most of us do tend to favor one set of 
solutions over the other.  This is true 
particularly when it comes to directly 
investing in the stock market versus using 
alternative investment strategies like the 
ones found in Fixed Indexed products.

Now we all know that Fixed Indexed 
products were never designed to replace 

investing in the stock market, but rather to 
provide the client with a new choice of 
asset class that falls somewhere between 
direct stock market investing and safe  
fixed rate alternatives like  a Certificate of 
Deposit (CD) or Multi Year Guaranteed 
Annuity (MYGA).  However, it seems that in 
the real world application of these diverse 
asset classes two major schools of thought 
have emerged.

Let’s examine the features and benefits  
and maintain total objectivity.  Then I will 
present to you a very real problem that has 
been created in the eyes of our clients.  
Finally, I will provide you with a golden 
analogy of how you can best explain this to 
your client while remaining objective — no 
matter which school of thought you 
subscribe to.  So here we go…

School of Thought #1

(These are not necessarily in order of 
preference).  You hold a securities license of 
some sort.  You are either Series 7, 6, 63, 
65 or an RIA.  You believe firmly in the 
power of the stock market to always 
outperform any other means of investing for 
the long term.  You are confident that the 
market always makes a comeback and that 
the best philosophy is to buy and hold and 
ride out the highs and the lows.  You believe 
in your heart of hearts that it is your job to 
hold your clients hand during the rough 
patches so that they will experience the 
unlimited gains during the good times.  You 
often advise your clients to invest their long 
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A Limited Comparison

Features MYGA CD Bond Mutual 
Fund

Principal is free from market risk and price fluctuation.   — —

Interest is automatically reinvested, without taxation.  — — —

Taxation of Social Security Benefits is not adversely affected.  — — —

A Fixed Interest Rate is credited.    —

A Fixed Maturity Date is quoted.    —

Withdrawals can be made (up to 10%) without any penalty.  — — —

Nursing Home or Hospitalization Waivers are available.  — — —

The Full Account Value is Paid upon Death.   maybe maybe

No “up front” Charges or Commissions.   — maybe

Automatic Avoidance of Probate Expenses.  — — —

Maximum Potential in a Bull Market — — — 

Capital Gains Tax Rates Available — — maybe 

TOTALS 10 5 2 2
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the first advisor they encounter.  As 
amazing, good looking and intelligent as you 
may be, your client is likely to get a second 
opinion before committing a large chunk of 
their assets to you.  After all they are 
intelligent people or they would not have 
been able to accumulate enough money to 
worry about.  So here in lies the problem.  
They seek out advice from someone from 
school #1 and then get a second opinion 
from someone in school #2 or vice-versa.  

Guiding the Client

Now what?  Where does this leave them?  
Confused, bewildered, and cynical.  And 

rightfully so.  They just got completely 
contradictory advice from two 

different financial 
professionals, leaving 

them to wonder, “Who 
can I trust?”  After all 
if one of them is 
right, then the other 
one must be lying 

to me.  Wow, is 
this what they are 
really thinking?  

Absolutely. 

Just recently a client  
of mine, let’s call her 
Sue, because that is 
her real name, was 
honest enough to 

come to me with this 
exact problem.  Sue even 

asked me why her other advisor would tell 
her that what I was proposing was no  
good.  So I used the following analogy that  
I have used hundreds of times before to 
answer this all too common objection.  Here 
is the objection and a great honest way to 
handle it. 

Her thinking was: “If your plan is so great 
why did this other advisor think it was so 
bad?  How do I know who to trust?”

Answer:  “Sue in the financial world today 
two schools of thought are evolving.  The 
best way I can explain it is like this.  If you 
have a serious medical problem you have a 
choice, you can go to an MD or you can 
seek out the advice of someone skilled in 
Alternative Medicine.  If you go to an 
Alternative Care Provider and tell them that 
your MD advised you to take a drug or have 
surgery what do you suppose they will tell 
you?  BE CAREFUL what are the side effects, 
what are the risks?  Why do they tell you 
that?  They want to protect you and help 
you the best that they can.  

Now if you go to your MD and tell them you 
are considering some Alternative treatments 
using Nutrition, and Acupuncture how do 
you suppose your MD would react?  BE 
CAREFUL what are the risks, what proof do 
they have that this works for your illness?  
Why do they tell you that?  You see, both 
Doctors believe in their form of treatment 
but ultimately it is your health.  You need to 
do what is right for you.” 

Well fortunately for me Sue became a client 
because I was able to help her understand 
that no one person has a monopoly on 
good advice.  We all just do the best we can 
based on our path of learning and 
experience.  Our job is to educate our 
clients as to the solutions we provide and 
even the school of thought we subscribe to 
and believe in and let them make the final 
decision about how they want to proceed.  
When we stick to this formula we can truly 
serve the best interests of our clients even if 
we don’t all see things the same way.   

Antonio “Tony” Filippone, RFC® is an 
Instructor for the Rock Valley Community 
College continuing education program and a 
well-known and respected speaker on a 
wide range of subjects. He is a Registered 
Financial Consultant and a member in good 
standing of both the National Ethics Bureau 
and the International Association of 
Registered Financial Consultants.

The comparison chart may be a helpful 
guide to contrast the features of four 
investment options.  Of course, it is not 
absolute, nor is it a complete disclosure of 
all the issues. 

Contact:  815 633 9595
Tony@RockfordRetirement.com
www.rockfordretirement.com
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term money directly in the stock market 
using mainly mutual funds, variable 
annuities, managed accounts, or individual 
stocks and bonds.  You may use a 
combination of all of the above.  Does this 
sound like you? 

School of Thought #2

You may or may not hold the above 
licenses but you hold a Life and Health 
License in addition.  You believe that while 
some people may end up doing very well in 
the stock market the vast 
majority simply loose 
more money than 
they make.  According 
to your research and 
experience you have 
learned that the 
average investor 
generally walks away from 
the market with paltry 
returns and would have 
been better served by 
investing in safer 
alternatives.  You 
believe that the 
average client cannot 
afford to lose any money 
and that by giving them an 
alternative to risking their 
money in the market you are 
providing a much needed and 
sought after option.  You have also 
concluded that if your client could remove 
all of the downside risk from their portfolio 
they would stick with their plan longer  
and be more likely to achieve their long 
term goals.  

You believe in your heart of hearts that it is 
your job to protect people from risk by 
helping them to seek safer alternatives to 
directly investing in the stock market, 
especially when they just don’t have the 
money to lose, which is most of the time.  
You often advise your clients to save  
their long term money in Fixed Indexed 
products like Fixed Indexed Annuities, 
Indexed Universal Life Insurance contracts  
or Multi Year Guarantied Annuities, or  
some combination of the above.  Does this 
sound like you? 

What Do You Believe?

Now you may not fall completely into one 
category or the other, but can you see the 
problem these two schools of thought 
create for the consumer, your client?  
Whether we like to admit it or not our 
clients do not generally take the advice of 

Antonio Filippone, RFC®



Annuities can be ideal investments for seniors 
— providing guarantees, tax deferral and, 
optionally, a stream of income.  But lately the 
industry has been plagued with scandals, with 
regulators in several states charging that 
agents and financial institutions are selling 
vulnerable seniors inappropriate annuities.

The regulators do have a point.  An equity-
indexed annuity (EIA) with a 25% surrender 
charge during the first 15 years of a contract 
isn’t appropriate for a 75-year-old.  A variable 
annuity isn’t appropriate for a senior who 
doesn’t want to or can’t afford to take any 
risks with his money.

But as troubling as the allegations are, let’s 
remember problem exceptions.  Most 
seniors will come out ahead with a well-
chosen annuity.  Let’s not throw out the 
annuity baby with the dirty bathwater.

Select the Right Annuity  
and Protect Yourself

While only securities-licensed advisors are 
required to do a Fact-Finder, all advisors 
should begin the habit of asking the same 
questions and completing a Fact Finder as 
part of making the sale.  It protects you 
should the senior become disgruntled and 
claim that you took his or her money and 
invested it inappropriately.  With the Fact-
Finder, you’ll always have documentation that 
you made the recommendation after careful 
consideration.  Even more important, since it 
helps you guide the senior, it also helps you 
recommend the right product and reduces 
the odds that you’ll get a complaint.

The Fact-Finder typically has questions that 
cover the client’s assets and how they’re 
invested, including Social Security, life 
insurance, pension plans, 401Ks, IRAs and 
other sources of income.  It provides a good 
snapshot on which to base your 
recommendations.  Another advantage:  you 
can put it in your file, and when the client’s 
annuity completes the initial surrender 
period, you can easily update the Fact-Finder 
and won’t be starting from scratch.  

Simplifying EIAs

Regulators have been cracking down on EIA 
sales practices.  They charge that some 

seniors are being promised the upside of 
the stock market without any downside, and 
that many seniors don’t understand what 
they’re buying.

EIAs are complex.  And that’s why it’s so 
crucial to make sure that your prospects 
understand what they’re about to buy.  First, 
they must know that they’re not investing in 
the stock market, but in a fixed annuity.  This 
annuity can perform above the stated 
guaranteed interest rate which the insurance 
company offers, based on the change in a 
market index, like the S&P 500.  And they 
must know that the EIA won’t give owners all 
of the index’s gain each year.  There is 
normally a participation rate — for instance, 
100% of the index’s increase in Year 1, and 
then the participation factor may change to 
60-80% of the index’s increase in the years 
thereafter, depending on how the contract is 
written.  Or, some companies offer a cap, such 
as a maximum 6 to 7% gain in any one year.  

You have to read the contract carefully.  Some 
EIAs are structured so that they can perform 
great in the first year but not afterward.  And 
you do have to be careful regarding surrender 
charges and contract lengths, particularly for 
older clients.  A 10-year contract isn’t 
outrageous for a 60-year-old, but probably 
isn’t right for someone who’s 75 or 80.  

Consider selling an EIA without any “moving 
pieces.”  That is, the contract’s features don’t 
change over time — the participation factor 
or cap is the same in year one as in year 
five.  Simpler contracts are much easier for 
the buyer (and agent) to both understand 
and remember.  

Variables — Great for Some, Not All

Variable annuities have also made the news, 
with attorneys general in several states 
charging that financial institutions have sold 
inappropriate, fee-laden VAs to seniors.

A variable annuity makes sense when it fits 
with the investor’s risk tolerance factors.  A VA 
might be a good choice for seniors who 
already have a portion of their assets in stocks 
and are used to the stock market’s variations.  
And generally, they’re most appropriate for 
younger seniors as opposed to the “old 
old”— a particular concern for regulators.

With a VA, completing a Fact-Finder should 
be mandatory.

Today’s variable annuity contracts have 
changed a lot because of added features — 
riders that let seniors stay in the mutual 
fund-like funds which are inside the annuity.  
But the new riders can protect the original 
principal and perhaps any future income too, 
depending on the issuing company.   Going 
beyond the standard guaranteed death 
benefit, some variable annuities provide an 
optional “stepped-up” death benefit.  The 
stepped-up death benefit gives the annuity 
owner the opportunity to lock in positive 
investment performance, and prevents any 
later decline in the market from reducing the 
death benefit. 

Another option, the guaranteed minimum 
income benefit, guarantees a particular 
minimum level of annuity payments, even  
if the market declines and there’s not 
enough money in account to support that 
level of payments.  

Because of these added features, you 
should recommend only an insurer that is 
financially strong and will be able to pay any 
benefits that are greater than the value of 
the investment-fund options.

Higher Rates Boost Fixed Annuities

Higher interest rates take a toll on the stock 
and bond market, but they’ve made 
fixed-rate annuities more appealing.  Fixed 
annuities pay rates that are very competitive 
with certificates of deposit of comparable 
duration — but when you add in the tax 
advantages of annuities, including reducing 
the Social Security tax for many seniors — 
you have a clear winner.

As the most conservative choice, fixed-rate 
annuities can be appropriate for seniors  
who can afford to lock up some of their 
money in a tax-deferred investment.  But 
they are particularly appropriate for and 
appealing to older seniors.  You’ll find that 
many seniors who used to have variable 
annuities are switching into fixed-rate 
annuities on renewal when then get older 
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and become more risk-averse.  They  
want guarantees and don’t want to take  
any risk. 

Make sure you stay current with rates.  
Lately, rates have been changing every  
two weeks.

How long should the term of the fixed-rate 
annuity be?  A five-year term is often the 
most attractive.  There’s often not a huge 
difference in rate between a five- and 
10-year term, and regulators may see 
shorter maturities as more appropriate for 
older seniors.  With a five-year term, you 
have the opportunity to go back to your 
client sooner and make another sale, at 
(hopefully) a higher rate.  Of course, choose 
a highly rated company.

When are annuities appropriate for  
seniors?  The right annuity can be 
appropriate a very high percentage of  
the time.  Today annuities are your best 
new-business tool in the senior market.   
It’s easier to get in the door with an  
annuity presentation as opposed to  
just talking about LTC.  Once you’ve made 
the connection with a new client, you  
can fill their other needs with LTCI and  
other products.   

Wilma G. Anderson, RFC® is a producer  
in Littleton, Colo., and known as The LTC 
Coach and Critical Illness Coach too.  She 
offers agents a personalized tele-coaching 
program, The System to Sell 400 LTC 
Policies a Year  and various sales DVDs to 
help increase your LTC, annuity, and critical 
illness sales.  

Contact:  720 344 0312
wilma@TheLTCcoach.com
wilma@CriticalIllnessCoach.com
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MAKING THE RIGHT SALE

Wilma G. Anderson, RFC®

Financial Planning Consultants —  
providing innovative software, training, practice management and 

marketing service to the financial professionals since 1969

Software, Training and Support for Financial Advisors

The Suite

   FINRA Reviewed
   Develop high quality, colorful, comprehensive financial plans
   Create unlimited “what-if scenarios“ — including Monte Carlo simulations
   Present product solutions powerfully, swiftly and dramatically
   Easily justify a substantial planning fee plus product sales!

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

   Communicate more but with less effort
   Robust Contact Manager
   Prewritten letters, articles, agendas, fee schedules ready for your use
   Automated drip marketing engine
   Appointment and task scheduling calendar system

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

   PowerPoint Presentation and Word files
   Customizable screens
   Scripted presentation ready to use or edit to use
   Structure for collecting fees from the start
   Sample Letter, Agendas, Checklists and Forms

Call for a Free Demo 800.666.1656 ext. 13
or email Sales@FinancialSoftware.com

Make Your Sales Soar!

20%
IARFC Member

Discount



Six Little Secrets to Closing 9 out of 10 Sales!

Many insurance agents, financial advisors 
and financial planners have politely smiled 
and then snickered behind my back  
(Some to my face) when I’ve told them  
that when I was full time in personal sales in 
the 80’s I was consistently closing nine out 
of every ten people I sat down with.  And 
also that my lapse rate was less than 5%.  
They don’t believe that is possible.  And, 
that’s why most sales people aren’t closing 
9 out of 10 sales.  
 
If you are thinking that it was because I had 
learned and used all the latest 101 closing 
techniques or that I was a high-pressure 
salesman, you’d be wrong.  In fact my 
normal closing question was, “What do  
you think?”  
 
The reason for my success in closing  
sales wasn’t because I was a natural born 
salesman.  I wasn’t very outgoing.  In fact I 
was rather shy.  And I didn’t have the gift of 
gab.  During most of my first year, I was so 
nervous I used to puke before going out on 
a sales call.  
 
Although I didn’t realize it at the time, the 
reason I was able to close 9 out of 10 
people I met with was because I had 
stumbled upon these four little secrets…  
 
1.  I was always in front of the ‘Right’ 

prospects.  It’s actually extremely easy 
to close 9 out of 10, if you first focus on 
getting in front of the right people.  Too 
many agents, advisors and planners use 
the shotgun approach and will set 
appointments with anyone who fogs a 
mirror.  Success in sales is all about you 
marketing your services, Not products!  

  You need to consistently attract the right 
people to you.  The people you have 
the best chance of selling!  All of your 
marketing should be about solving a 
specific immediate problem, for a 
specific group of people.  My marketing 
message was all about… helping 
middle-income families to maximize 
their eligibility to qualify for free financial 
aid for college.  What’s your marketing 
message?  What immediate problem 
are you solving for your prospects?

2.  I asked a lot of questions and  
actually listened to what the prospect 

WANTED!  If you want to close 9 out of 
10 sales, you must conduct a good, 
thorough fact-finding interview with 
everyone you sit down with.  You need 
to get the prospect emotionally involved 
in solving their problem(s) so they want 
to take action.  People don’t buy what 
they need!  They buy what they want!  

  As an example I know I NEED to lose 
weight, however until I WANT to lose 
weight, will I lose any weight?  Being shy 
and not having the gift of gab, it was 
much easier for me to ask questions 
and then just sit back, listen to the 
responses, and then ask more 
questions.  Eventually they would tell me 
exactly what they wanted and would 
practically sell themselves.

3.  I always looked for the easiest way to 
make the prospect a client.  If you want 
to start closing 9 out of 10, you must 
decide what’s the easiest way to make 
your prospect a client.  Decide what’s 
the first and easiest problem you can 
solve for them.  You don’t try to solve all 
of their problems right then, even if you 
are doing a financial plan.  It’s generally 
too overwhelming for the prospect.  You 
can and will make more sales later.  

  Remember, it’s easier to sell a client 
(Someone who has already bought from 
you) than it is to sell a prospect.  Make 
them a client first.  In my first year I 
didn’t know much, so I was forced to 
keep it real simple.  It worked, so I’ve 
kept it simple ever since. 

4.  I used a simple two-page summary 
presentation.  If you want to close 9 
out of 10 people, then make it easy for 
people to buy from you.  Use a two call 
close with a simple two or three page 
presentation that shows them in ‘black 
and white’ where they will be in 10, 20 
or 30 years, if they keep doing what 
they are presently doing.  Then compare 
it to where they will be if they follow 
your recommendations.  And, you must 
help them to find the money.  

  Because I was so shy and not a talker, I 
had trouble explaining why they should 
follow my recommendations.  The simple 
two-page presentation gave me a track to 

run on.  It made it easy for me to explain.  
And, best of all, it made it simple for the 
prospect to understand!  It made the 
presentation a simple common sense 
close!  Even if you are doing a full 
financial plan, use a two-page financial 
summary and you’ll close more sales. 
 

Closing 9 out of 10 people is not hard.  
Over the past 25 years, using the above 
techniques we’ve help many agents, 
advisors and planners go from closing  
1 out of 3 sales to consistently closing  
9 out of 10.   But it’s only the people  
who really wanted to learn, were not just 
looking for a magic key or quick fix, and 
were truly interested in helping average 
families to spend, save, invest, insure  
and plan wisely for the future to achieve 
financial independence.
 
Here are two more critical little secrets 
that I have learned…
 
1.  As Zig Ziglar will tell you… “If you write 

and speak at a sixth grade level, then 
even the college professor will 
understand you.”  

2.  Be yourself.  Don’t try to impress 
people.  And don’t use technical jargon! 

Too many agents, advisors and planners  
are trying to impress people with their 
knowledge.  They tend to confuse people.  
If you confuse people, or if they feel 
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intimidated, then why should they buy  
from you?

Learn these six simple techniques and put 
them into your practice and you too can be 
consistently closing 9 out of 10 people you 
sit down with!   

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 24      
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Jeremy Nason, FMM, RFC®

Lew Nason, FMM, LUTC, RFC®

Have Annuity  

Prospects Call You!
www.bookletprospecting.com

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.
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Virtual Filing:  A New Way to Organize Your Office

Efficient Technology

One of the most frustrating aspects of doing 
business as a financial advisor is the filing 
required to satisfy Federal/State compliance 
requirements, information needs and  
access to that information, when needed.   
A typical office, with 100 clients, may find  
it necessary to have several files for the 
same clients:  personal information files, 
and files containing copies of applications, 
financial data, correspondence, a 
compliance file, consisting of due diligence 
requirements, risk assessments, delivery 
requirements, explanations of transactions, 
and other signed forms; and, potentially  
files containing financial planning data, 
investment performance details, statements 
and the like.  

This type of filing could mean of 300 to 
1,000 file folders or more for 100 clients.  
Given space requirements, these folders 
could occupy as much as five 48” lateral 
files in an office location.  If true, then 
consider the cost of using this space.  One 
48” lateral file cabinet occupies a space of 
roughly 8 square feet (not including access 
space).  Multiplied by five, this equals  
40 square feet.  In a leased office costing 
$18 – 20 per square foot per year, these 
files could be costing you as much as  
$800 per year. 

And, the reality is, most offices have way 
more than five file cabinets.  There are 
cabinets used for filing office related papers, 
periodicals, communications to/from broker/
dealers, licensing info, etc.  Most offices with 
100 clients generally have upwards of 10 to 
15 filing cabinets, or other storage cabinets 
taking up as much space as a single office, or 
around 120 square feet.  Now, we are talking 
about serious per square foot costs.  ($2,400 
or more per year)

So, the question becomes one of, ‘Is there a 
better way?”  The answer is “Yes”.  But, it will 
require a new way of thinking about office 
files and it may require coordinating the effort 
with others, such as your broker/dealer, 
insurance company, etc.  The answer 
surrounds two issues, conversion of files to 
some other form and storage.

Conversion of paper files to electronic form is 
technically called document management.  
There are a host of document management 
solutions to consider.  Most involve scanning 
paper documents into electronic form and 
then saving them on a computer or other 
storage media.  

Laserfiche, (www.laserfiche.com) offers the 
Avante system, which is a scalable product for 
small to medium sized businesses.  What is 
innovative about Avante is that you only pay 
based on how many people use the system 
in your office.  Most offices generally have only 
one or two people that need direct access to 
the system, so the costs are contained.  Xerox 
DocuShare (www.docushare.com) is a 
worthy rival to the Avante system and worth a 
look.  There are others, though.  

Xerox recently announced a new virtual filing 
system that boasts 80% improvement in 
document search time.  

DocuXplorer (http://www.docuxplorer.com/) 
is yet a third choice in this category and offers 
a free 30-day trial.

For smaller offices, these systems might 
come in at a cost-prohibitive price.  So, for 
those who really need to pinch the penny, 
there are still efficient solutions. Nuance, 
makers of Dragon Naturally Speaking, 
OmniPage and other software, offer PaperPort 
11 Professional which is touted as the most 
productive and cost effective way for 
everyone in your office to scan, organize, find 
and share all of your documents including 
paper, PDF, application files and photographs.  
PaperPort Professional combines the 
efficiency of document management, the 
convenience of advanced scanning 
capabilities and the power of PDF document 
creation and assembly to simplify information 
sharing and archiving.  At a one-time cost of 
$199.99, this is clearly the least expensive 
option, but it is not necessarily the easiest to 
set up and operate, especially if there is a 
large scale file folder system to construct and 
maintain.  Nevertheless, it has all the power 
of the more expensive systems and, with a 
little effort, can be made to do most of what 
they do. 

Once a document management solution is 
chosen, the second step is to locate a 
storage solution.  For this, there are many 
options.  Some smaller offices use local hard 
drives to store their files and information.  
While this is potentially acceptable and lower 
cost, it requires steps to ensure the integrity 
of the files, such as backups, file recovery 
systems, etc.  

Most offices today employ the use of offsite 
backup solutions as they are cost-effective, 
automatic and effortless.  But, there is another 
way to handle this. Financial offices can 

storage their entire electronic files offsite.  The 
reality is, offsite storage, which used to be 
somewhat expensive, is now very cheap.  

Cabinet NG (www.cabinetng.com) offers a 
document management and secure storage 
service that caters to financial professionals.  
According to their website, “When you store 
documents on a server, you are relying on 
individuals to file the documents in an 
organized fashion.  To enable this, you must 
establish a filing system, and then train your 
staff to follow that system consistently.  For 
example, you might choose to identify 
invoices with the filename “invoice” and a 
date, and then save it in the folder named for 
the company, customer name, or job 
number.  Again, this approach works fairly well 
in a small-scale environment, where you can 
easily monitor activities and recover 
documents that have been misfiled or 
misnamed.  However, this is a labor-intensive 
effort, and there are no controls to assure 
uniformity.  In addition, document security can 
become a serious concern.  With a document 
management solution, many of the repetitive 
manual tasks can be automated, such as 
setting document security and access rights, 
filing locations, etc.   

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 San Diego, CA. 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

David L. Lawrence, RFC®, ChFE®



IARFC Member Benefits and Services

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

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

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

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

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

Information Request Cards — 4” x 5” 
cards for you to solicit other services to 
prospects and clients.

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

Press Releases —  
to announce receipt  
of RFC designation.  

Plan Binders — attractive 
padded dark blue binders. 

Colorful Index Tabs —  
for assembly of quality  
financial plans.

Data Forms —  
Two customized data gathering forms.

Modular Plan — 3-Ring Binders plus the 
Unibind System 

Client Appreciation — specialty document 
wallets and presentations folders.

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

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

IARFC Career Center — the premier 
electronic recruitment resource for the 

industry.

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

Personal Website — from Smarsh Financial Visions.

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

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

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

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

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

Financial Insider — 8 page client financial newsletter.   

Financial Services Online (FSO) — Internet financial publications. 

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

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

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

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

Financial Insider — 8-page color client financial newsletter

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

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

The Financial Planning 
Process™ developed by the 
IARFC to help financial 
advisors prosper through 
effective marketing, planning, 
selling and servicing.  It is not 

just another academic program 
followed by hours of examinations.  
Based on Practice Management, not 
Theory, the new program includes all the Tools 
and Text — not just a list of Tasks.  Attend 
yourself, and send an associate — at a very 
discounted tuition fee.

CE-at-Sea™ Cruise Conference —  
Organized annually by IARFC staff  
and available as very attractive  
prices.  IARFC 2010 Alaskan  
Cruise — call 800 532 9060 for  
more information.
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Four massive forces that you cannot change 
are now shaping your future.  They are 
solidly in place and they will not go away.  
They are like the tides that ebb and flow, like 
the sun that rises and sets, like the seasons 
that change every year and the moon which 
alters its “shape” causing it to dim and 
brighten every month.  They are happening 
and they will continue to happen.

You cannot change these forces, but you can 
modify your behavior to reduce the damage.  
Farmers plant crops at certain times of the 
year, workers arise in the morning and return 
home in the early evening.  Sunbathers will 
wear protective clothing, hats and creams.

Let’s examine these forces first with an 
overview, then looking at each in detail.  We 
will evaluate how to determine their impact 
on you personally, and on all the members 
of your family.

  •   The Cost of Living is Rising
  •   People Are Living Much Longer
  •   Medical Treatment Costs are Rising
  •   Employers and Governments  

Cannot Solve This

This sounds depressing.  However, as  
Bill Nelson, LUTCF, RFC® of Dayton Ohio 
repeatedly says, “If you are going to receive 
Bad News when would you prefer to get it?  
Now, when you might deal with it — or 
much later when you can no longer affect 
the results?

Rising Cost of Living.  It has been 
happening for a long time.  To some  
extent, this is because we all have new 
standards of living — much higher than our 
parents and grandparents.  How much did 
your grandparent pay for cable TV, Internet 
connection, cell phones, designer clothes, 
convenience and fast foods and fancy 
four-wheel drive automobiles?

My two grandfathers were not typical.  Each 
had both an undergraduate and graduate 
degree.  One was an attorney and the other 
a physician.  Each, in their own profession, 
was highly regarded.  But they lived 
modestly.  They did not have chauffeured 
limousines, nor did they live in multiple 
homes, or vacation on yachts and visit 
tropical resorts.  They did not have expensive 
artworks or stock portfolios — and of course 
no TV, cell phones or computers.  Each of 
them died without debt and with a very 
modest inheritance for their widows.

My father’s mother survived her husband  
by 22 years, passing on at age 83.  My 
mother’s mother survived her husband by 
24 years, passing on at the age of 103.

Each of my grandmothers was widowed  
for more than 20 years.  During their 
widowhood, the cost of living more than 
doubled.  Had they not held some 
appreciable assets (securities and real 
estate) they would have become destitute.

The Future.  For some the passage of 
decades brings financial improvements, for 
others it condemns them to a life of 
dependence on the government or on their 
family.  However, the family structure is 
changing worldwide.  Children do not live in 
the same suburb, city or even the same 
country as their parents and grandparents.  
The idea of “moving in” with family is no 
longer an eligible option.

You will Experience Cost of Living 
Increases.  This is not exactly the same  
as inflation.  Some aspects of your cost  
of living increase faster than inflation —  
such as medical costs and insurance.   
In other respects, it is new lifetime  
standards — such as internet, cell phones,  
TV and transportation and more meals in 
restaurants that increase your living costs.

What Can You Do?  Fight to maintain the 
lowest standard of living possible.  Do not 
become prey to advertising that urges you to 
spend hard-earned wages for luxuries.  Do 
you need a bigger car with 4-wheel drive?  
Do you need a three foot wide TV; Do you 
need… all those other items displayed in 
glowing color on your TV screen.  Does 
Wal-Mart (and other major stores) drive your 
needs — or do you use the improved pricing 
of those stores to reduce your cost of living?  
My guess is that despite the lower cost, you 
are buying more goods and services — some 
of which are not truly necessary.

How soon can you address this problem?  
Now!  It will require time to shift your 
standards, but you can, and should, start now.

People are Living Longer!  That is great 
news.  They are also living more physically 
fit.  None of my grandparents exercised, 
neither did my parents.  And neither did I for 
many, many years.  Was this wise?  Of 
course not!  But I am exercising regularly 
now, and you should be doing so as well.  
Exercise makes the body feel better and will 

permit you  
to enjoy your 
extended 
retirement with 
greater strength 
and vigor.

Living far longer 
is causing 
dramatic 
alteration in 
lifestyle.  Because you are healthier and 
stronger, and because most work today is less 
dangerous and less exhausting, persons are 
expected to work longer.  Gradually, the 
expected retirement date is moving from age 
60, past 65 and is now approaching age 70.  
Despite moving retirement to age 70, persons 
are still living much longer after retirement.  
This requires much more capital.  If the life 
expectancy for a couple is that one of them 
will live to age 95 — that does not mean that 
both will be gone then.  Life expectancy 
means, “You can expect that in a certain 
number of years one half of the persons your 
age will have died and one half are still living.”

A joint life expectancy means that the odds 
are that one of the retirees, and possible 
even both are still living long after the single 
expectancy date.  This counters the 
conventional understanding.

Belief:  If I am age 65 and my life 
expectancy is 20 years, then I should plan 
for only 20 years, until my age 85, because 
I’ll be dead by then.”

Reality:  Of all persons now age 65, one  
half will still be living at age 85 and of the 
remaining survivors, some may live to 90, 
95, 100 and perhaps even age 110!

Impact:  You must calculate your income 
and capital needs well beyond your  
life expectancy.

Medical Costs are Rising Sharply.  To some 
extent, this is good.  Modern medicine is 
currently the primary factor in the vast 
improvement in both the length and quality 
of life.  Some of this is research that has 
reduced epidemics and provided simple 
detection and prevention of ailments that 
used to be fatal.  Sanitation and the quality 
of food has improved dramatically — all 
providing longer life.

Forces That Shape Your Future

CONTINUED ON PAGE 29
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points out how the issue of Life Expectancy 
is a moving target.  The longer you live, the 
greater your life expectancy.  Maybe you 
should get some personalized and far  
more accurate numbers by ordering an 
eCLPR — Customized Longevity Report™   
from 21st Services.   

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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But treatment is expensive — and the rate  
of increasing costs far exceeds the rate of 
general inflation.  We are referring to 
medicines, equipment, therapy, surgery, 
hospitalization and the cost of personnel — 
employees in clinics, hospitals and physician 
offices.  As age increases, so does the need 
for medical treatment.

According to the National Coalition on 
Health Care in 2008 costs increased 6.9%, 
twice that of inflation.  The average premium 
for a family of four was $12,700 and for a 
single person, $4,700.  In the past half 
century healthcare increases has been more 
than twice that of general inflation, according 
to the Kaiser Family Foundation, and there is 
no end in sight for the trend.

Cumulative Compounding.  Every current 
and future retiree is facing a future of 
increasing cost of living and increased 
period of living.  This is not being offset by 
dramatic increases in investments, nor will it 
be balanced by more financial support from 
employers and governments.

Worldwide, employers are realizing that they 
cannot offer an ever-increasing retirement 
income.  Furthermore, they cannot support 
full medical treatment for all citizens — 
children, workers, unemployed, and retired.

You Might Ask, Why Not?  The reason is 
that the percentage of workers contributing 
labor and taxes is dwindling — in comparison 
with the pool of persons to whom some 
would shower with free support and medical 
care.  The demographic studies are 
overwhelming — the tax base is shrinking!

Where is the Relief?  It must come from 
the individuals and families who have the 
foresight and ability to provide their own 
financial security.  This involves complex 
projections and tax analysis — beyond the 
practical ability of the consumer, although 
not beyond their understanding.

If Your Net Worth is Not Growing,  
Then Your Future is in Peril!

Part of the solution generally requires that 
more be invested.  This will require more 
careful spending.  It also necessitates quality 
health insurance, and a balanced investment 
plan.  Another element is to fully recognize 
the personal life expectancy, not just that 
of society in general.

Get the Real Numbers.  The table totally 
disregards the genetic make-up, prior health 
record and current lifestyle.  However it 

Get the Real Numbers

Age Now Expectancy

45 83

55 84

65 85

70 86

75 88

80 90

85 92

90 95

95 99

99 102

Ed Morrow, CLU, ChFC, CFP®, RFC®

Best Tax Breaks for…  
Clients and Prospects

Now Available:  
2009 Mid-Year  

Tax Planning Memo

To maintain customer satisfaction and 
high quality relationships you must be 
ready with client and prospect 
communications with up-to-date 
information.  Communicate with an 
effective Mid-Year Tax Planning Memo.  
A preformatted Tax Planning Memo 
and Cover Letter illuminates issues 
your clients and prospects need to  
talk about.

Put your name and important 
planning information at your clients 
and prospects fingertips.

What you get:
Builder Suite will send you three Word 
documents: the ready to use 2009 
Mid-Year Tax Planning Memo, a cover 
letter and step-by-step instructions. 

You may review, edit and personalize 
these documents as you wish, then 
print them for delivery to your most 
important contacts.

What it covers: 
Tap Into Some Tax Savings
•   Maximizing Tax Benefits  

for College Funding
•   Work-related Transition
•   Checking Retirement Accounts
•   2009 Legislation Tax Breaks
•   Lower Taxes for Business 

Take Action Promptly. Taking action 
now will set the stage to harvest new 
clients, rather than fighting to retain old 
ones. 

Call 800.666.1656 X13
Sales@FinancialSoftware.com



Have you noticed that economic news is 
getting more and more difficult to listen to 
these days?  

With all the negativity in the marketplace, 
who in their right mind would want to invest 
money?  Few are interested in talking about 
the topic and when the issue of historical 
returns comes up, even they turn quiet.

So, yes, I understand this is a challenging 
environment. 

When the economy is flying high, jobs  
are plentiful and the markets rarely 
disappoint, some question whether they 
need an advisor.  But when the economy  
is contracting, unemployment is high and 
the markets rarely please, good advice is in 
high demand. 

In these tough times, people are looking  
to financial advisors for information and 
direction.  That is why I believe this is  
the greatest moment in history to be in 
financial services. 

Persistent economic uncertainty, layoffs, 
forced retirements and downsizing in 
general have set people and money  
into motion as they seek the services of a 
skilled planner.   

A Bright Outlook

This represents tremendous opportunity for 
those that choose to see the glass as half 
full, rather then half empty.  

A whirlwind of circumstances created the 
situation we are working through.  But we 
are working through it. It will take years to 
recover, but that is why building properly 
and aggressively today is so essential.  

Today, more than ever before, we ought to 
take this adage to heart: “What does not kill 
you makes you stronger.” 

I don’t relish the opportunity to profit  
from these circumstances, although the 
prudent advisor should and must recognize 
this as an economic turmoil opportunity,  
not a disaster.

As advisors, we have an obligation to serve 
those in need. And it behooves us to advise 
clients to return to the basics:

•   Save first and spend second.
•   Live within your means — use a budget.
•   Invest only in what you understand.

Decide Your Path

For advisors who are comfortable saying 
Corporate America is “on sale,” their action 
plan should be simple:  gather assets and 
manage according to your plan.  

For advisors not yet comfortable with 
equities, gathering assets in bank products, 
fixed annuities and short-term treasuries 
might be a reasonable path.  The point is 
that you need to choose a path and pursue 
the challenge of acquiring assets to manage.

Especially now, we must be proactive in our 
discussions with existing clients.  Please 
listen to them carefully.  If you don’t, it will 
cost you long-term relationships.  

Be Client Focused

My clients drive the planning process — their 
needs and concerns guide me in investment 
selection.  Sometimes the need is greater 
than the portfolio can safely deliver.  

That outcome requires a more difficult 
conversation about the stark reality of the 
situation.  Regardless of what I believe or 
know to be statistically true about the 
market, if the person holding the investment 
either does not understand or is 
uncomfortable with it in any way, then I 
must consider appropriate alternatives.  

In some cases, it may require steering a 
client to the nearest financially sound 
FDIC-insured bank.  That kind of advice will 
preserve the opportunity to guide that 
money back under our management at a 
more appropriate time.

Avoid Failure

There is no doubt that these are difficult 
times, and some advisors will simply not 

make it.  They will fail to communicate 
often, and they will fail to increase  
their acquisition of new clients.  To  
avoid that fate, advisors must adapt  
to the economic environment and be  
willing to do things differently as  
we guide our clients carefully to  
greener pastures.  

At the same time, money in motion 
represents opportunity and in my 20-plus 
years of financial advising, I have never  
seen an opportunity so great. 

To make the most of it, see the glass as half 
full.  By listening carefully to your clients and 
keeping their long-term goals in sight, you 
will have a real shot at helping them fill it to 
the brim.   

James L. Flanagan, MBA, CEA, CEP, RFC®  
is the founder and owner of Bentron 
Financial Group, Inc. in Naperville, IL.   
Mr. Flanagan works exclusively with  
people at or near retirement with estate 
planning and investments.  Jim has over  
20 years of experience in insurance and 
securities, and is a frequent speaker for 
senior groups and private organizations on 
retirement planning issues.  

Contact:  630 505 8375
jflanagan@bentron.com
www.bentron.com

The Greatest Time Ever

Page 30 The Register  |  August 2009

James L. Flanagan, MBA, CEA, CEP, RFC®



I told my kids when they graduated college 
and got their first real jobs I would no longer 
complete their income tax forms.  I still pay 
their cell phone bills (we’re on a family plan), 
and I even pay their car insurance (for the first 
year only).

However, I won’t do their taxes.  They’ve 
decided to leave home and live in another 
state.  Their mother feels abandoned, (empty 
nest syndrome) and me?  I just tell them, 
“OK, big shots let’s see you do your own 
taxes now!”

I’m not evil.  I do my mom’s taxes.   She’s 92 
and has Alzheimer’s.  But for some reason 
Uncle Sam still needs to get a few dollars 
from her every year.  (And we’re the honest 
ones.  We never transferred her assets years 
ago so that she’d qualify for Medicaid.)  You 
think I could just write an addendum to her 
1040.  “We’re saving the government 
$85,000 a year.  So, stop taxing my mom’s 
meager pension and the interest she earns 
on the few CD’s she has remaining!”

And then we have to pay Pittsburgh city tax.  
It could be real simple; and they could just 
take a percentage of the state tax.  But no, 
they need their own forms, and the tax 
software doesn’t cover our municipality.  So I 
have to do it by hand.

I’ve always wondered how taxes work in 
other countries.  In Iran, do they have H&R 
Block offices on every corner?  Are there 
attorneys that specialize in taxes?  Are there 
attorneys at all?

And in the former Soviet Union, does Putin 
release a copy of his 1040 to be reviewed by 
all of the newspaper reporters and bloggers?

In preparation for this article I did some 
research (I googled) and found out that we’ve 
been paying taxes for a long time.  I thought 
personal income taxes started in 1913 when 
the XVI amendment was passed.  But actually 
people had been paying taxes on their 
personal income for decades before that.  The 
amendment was passed to get around a 
Supreme Court ruling concerning states rights.  
(Remember when Republicans were for state 
rights?  Now I’m really dating myself.)

So the issue for me isn’t paying taxes but that 
the system is so darn complicated.  In 
retrospect I should’ve forced my kids to fill out 
their own 1040 EZ form at age 14 when they 
started working.  It would have been a great 
“personal growth experience.”  My son had 
worked as an aide in an adult day care 
program and they paid him as independent 
contractor.  So, of course, he had to pay even 
more taxes.

I hit the roof.  I complained to the day care 
center.  They told me to talk to the university 
that was actually funding the program.   
The university researcher said he couldn’t  
put the aides on the university payroll 
because they … .   It went on and on. 

I called the IRS. “My son is being paid as 
independent contractor, instead of as a 
regular employee.  What do I do?”  Their 
answer:  I needed to complete two forms  
and be willing to report the employer  
to the wage and hour division of the 
Department of Labor.  Also my son, not I, 
would have to sign an affidavit confirming  
that he met all the requirements of a  
regular employee. 

He would still have to complete his 1040 
using schedule C to report his income.  If he 
won his case he would receive a refund.  And 
it usually took 12-16 months to investigate 
these types of complaints.  But since his 
yearly income was less than $2,400, it might 
take up to three years. 

I gave up.  Imagine if my 14 year old son  
had to go through that experience.  It  
would have made him a man (turning  
13 and becoming a man at his bar miztva 
only brought him more gifts not adult  
wisdom — sorry Rabbi).

Then he could have used his experience 
filling out his 1040 as his college essay.   
I bet the admissions director at Harvard  
would have found his story inspiring.  Instead 
we enrolled him in an intense Spanish 
language class so that he would be able to 
travel to Belize for the summer and clear 
plastic bottles from the beach.  All of this so 
that his life experience essay to Harvard 
would be outstanding.

He still didn’t get into Harvard and we  
learned English not Spanish is the official 
language in Belize.  It use to be called  
British Honduras.

I wonder if the Bill Gates Foundation would 
be interested in my approach.  He spends 
millions to help at-risk kids find their way  
back to a healthy life style.  Usually they  
send the kids down the Snake River in a 
rubber raft, to test their independence and 
ability to persevere.  I think having these kids 
do their grandma’s taxes would be a more  
life altering experience.

And they’d have to do it with a pencil  
and a calculator, no software allowed.   
In order to graduate they’d have to  
depreciate a car that was initially purchased 
for personal use but then was switched  
to business usage.

For extra credit make it a hybrid.   

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

Hesh Reinfeld

Business Mirrors Life
Completing Your Own Income Tax Forms:  
A Life Altering Experience

The Register  |  August 2009 Page 31



Page 32 The Register  |  August 2009

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 

jan.flack@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 

iarfc_indonesia@yahoo.com.id

Lisa Soemarto, MA, RFC® 
CEO 

lisa.soemarto@yahoo.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

Preecha Swasdpeera, MPA, MM, RFC® 
Thailand Chair 

contact@iarfcthailand.org

Inshan Meahjohn, RFC® 
Trinidad Chair 

imeajohn@altuscompany.com

Nigel Salina, RFC® 
nsalina@nsa-clico.com

Danielle Brennan, BA 
dbrennan@altuscompany.com

IARFC Canada 
www.iarfc.ca

IARFC China 
www.iarfc.cn

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

Mark Terrett, RFC® 
Operations Manager 

mark@iarfc.org

James Lifter, MBA, RFC® 
Education Director  

jim@iarfc.org 
513 424 6395 ext. 18 
513 424 1656 ext. 12

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

Wendy M. Kennedy  
Executive Assistant & Managing Editor 

editor@iarfc.org 
513 424 1656 ext. 14

Barbara Chasteen 
Mailing and Shipping 
barbara@iarfc.org 

513 424 1656 ext. 22

Justina Chou 
Director, Asian Services 

justina@iarfc.org 
513 424 6395 ext. 16

INTERNATIONAL WEBSITESIARFC INTERNATIONAL DIRECTORY

US STAFF DIRECTORY



Fin
an

c
ial P

lan
n

in
g

 P
r

o
c

ess
T

M Edwin P. Morrow, CFP®, RFC®

The Financial Planning Process™  
course features tools and training  
that enable you to:

    Beat Your Competition

    Increase Referrals

    Upgrade Your Clientele

   Acquire Brand Identity

Ed Morrow, Chairman & CEO,  
welcomes you to join the IARFC

q    Gain new prospects and turn them into fee-paying clients

q    Discover proven techniques that will earn you money

q    Make your practice run smoothly and more effectively

q    Charge large modular and comprehensive plan fees

q    Create long-term and profitable client relationships











Turning Practice Theory  
into Practical GOLD!



the

International Association of Registered Financial Consultants
Financial Planning Building - 2507 North Verity Parkway
P.O. Box 42506 - Middletown, Ohio 45042

CHANGE SERVICE REQUESTED

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

FORM F-8072-0709   © 21st Services, LLC. All Rights Reserved.

The average 
investor has 
just lost 
10 years 
of portfolio 
growth.

How long 
does your 
client have 
to get it 
back?

The market and many investors’ portfolios are back where they were in 1999. (If they’re THAT 
good.) Your clients have a lot of ground to make up. 

A unique new tool can help you estimate how many years you and your clients have to rebuild 
their portfolios. It’s the Customized Longevity Planning Report – CLPR – from 21st Services. 

With the CLPR, your client gets a medically based, actuarially sound projection of their life 
expectancy. The new electronic version, the eCLPR, lets the client provide the medical information 
online, quickly and conveniently. Priced at $30 through 12/31/09, the eCLPR is an affordable 
investment in better planning.

Make a better plan. Base it on a 
Customized Longevity Planning 
Report. Now available online at 
www.21stServices.com/rfc. Or call 
877-317-3008.
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