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WORKBOOK

Gain All Your 

Success Potential 

from one of the 

World’s Greatest 

Living Insurance 

Salesmen!

Legendary Skills and Techniques of one of The World’s 

Most Productive and Beloved Insurance Professionals Mehdi Fakharzadeh

The Legendary Skills and Experience of

Mehdi Fakharzadeh

Mehdi Fakharzadeh’s
Fast-Track Success System

   Learn from the greatest!

   Great Habits = Great Results!

   Enhance your abilities!

   It only takes a few great ideas 
to make a dramatic increase 
in your income.

This is the most outstanding and simple system, 
and it can make a monumental difference in the 

career of the life agent who will place these 
simple tools to work on a regular basis.

 — Guy Baker, 2010 President of the MDRT 

With this system by the MDRT role model, you 
are holding a success system that can take you 
to greatness.  I have personally been on many 
platforms with Mehdi and he is the best.  You 
can be very busy, but only with the right sales 

system can you be highly productive.
 — Garry Kinder, CLU, RFC, CSA, 

Author, Lecturer and Consultant
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This	is	the	advice	we	give	to	all	our	
advisor	clients:		We’ve	seen	it	over	
and	over	for	many	years,	the	staff	is	
the	first	and	last	face	your	clients	ever	
see.		Thus,	they	can	serve	as	business	
enhancers	or	obstacles.		And,	it	all	
comes	down	to	their	ability	to	make	
your	clients	and	prospects	feel	
comfortable	and	important.		So,		
give	your	associates	training	in	
interpersonal	skills.		Teach	them		
how	to	speed	read	people	and		
build	rapport	with	each	person	who	
comes	into	the	office.		
	

Michael Lovas, C.Ht 
Colbert, WA

A	course	of	study	that	would	help	
wealth	advisors	is	how	to	identify	and	

evaluate	client	assets	that	can	be	
converted	to	capital	assets	if	needed.		
In	the	April	2001	issue	of	Investment 

News	it	was	reported	that	over	$7.4	
trillion	of	assets	were	held	by	families	
with	incomes	of	$100,000	and	a	net	

worth	of	at	least	$500,000.		These	
assets	are	comprised	of	art,	rare	coins,	

stamps,	antiques,	collector	autos,	
estate	jewelry,	etc.		Many	of	these	

items,	which	have	been	acquired	or	
inherited	over	a	lifetime,	are	simply	

ignored	by	99%	of	advisors.	

Most	advisors	are	looking	for	new	
cash	assets	or	look	to	reposition	

capital	assets	(move	from	stocks	to	
ETFs	to	annuities)	to	create	revenue.		

Advisors	who	are	patient	and	
CREATIVE	will	be	able	to	help	many	

clients	in	the	re-capitalization	of	
tangible	assets	to	provide	clients	with	

funds	for	retirement	or	other	
expenses.		The	result	is	revenue	for	

both	the	client	and	the	advisor.

Burnett Marus, RFC® 
Richardson, TX

IARFC Leaders and Financial Industry 
Experts were asked for their insight 
and advice on issues facing 
consultants in today’s economy.

This month’s Round Up question:

Which course of study would you 
recommend for staff associates?

COACHES
O
R
N
E
R

The	IARFC	is	
pleased	to	
provide	contact	
information	on	
persons	who	
offer	coaching,	
mentoring	or	
tutoring	services.

Some	extend	free	time		
or	a	discount	to	IARFC		
members.		This	listing		
is	not	an	endorsement	or	guarantee	—		
as	RFCs	are	qualified	to	judge	who	can	
help	them	in	the	areas	where	services	
are	most	important.		This	roster	is	
alphabetical	by	last	name.

Wilma Anderson, RFC®

Long Term Care & Critical Illness
www.LTCcoach.com

Wilma@TheLTCcoach.com
720	344	0312

Max Bolka
Comprehensive Business Consulting

www.MaxBolka.com
Max@MaxBolka.com

800	472	3288

Forrest Wallace Cato, RFMA, RFC®

Media Advocate & Publicist
www.CatoMakesYouFamous.com

ForrestCato01@BellSouth.net
770	516	9395

Mark Gremler, RFC®

Billion Dollar Mentoring
www.billiondollarmentoring.com

marketing@billiondollarmentoring.com
877	736	7492

Christopher Hill, RFC®

End of Life Plan —  
Education, Training and Marketing

www.FuneralResources.com
Chris@FuneralResources.com

703	917	8501

Maribeth Kuzmeski, MBA
Practice Management & Marketing

www.RedZoneMarketing.com
MK@RedZoneMarketing.com

847	367	4066

CALENDAR OF EVENTS

Fee-Based Planning for  
Business Clients
Call	for	Dates	and	Venues

Ultimate Power Producers 
Conference  
May	5-6,	Denver,	CO

MDRT Annual Conference 
June	5-8,	Atlanta,	GA

CE @ Sea Southern  
Caribbean Cruise 
June	26	–	July	3,	2011

IDA Dragon Awards 
August	4-7,	Seoul,	Korea

NEW IARFC MEMBERS

Dale	D.	Carey,	RFC®,	WA
Elizabeth	A.	Delude,	RFC®,	VA
Jeffrey	P.	Ferretta,	RFC®,	CA
Karen	Y.	Geiger,	RFC®,	OH
Robert	E.	Grace,	RFC®,	FL
Jonathan	S.	Kuttin	,	RFC®,	NY
David	S.	Mirolli,	RFC®,	GA
Ray	G.	Reese,	RFC®,	MO
Daniel	B.	Shock,	RFC®,	FL
James	D.	Stillman,	RFC®,	NC
John	David	Taylor,	RFC®,	MI
Craig	S.	Wright,	RFC®,	OH

Members Who Recommended 
New Members

Wilma	Anderson,	RFC®	
Peter	D’Arruda,	RFC®

William	P.	Martin,	RFC®

John	Bryan	Philpott,	RFC®

Dora	Siegferth,	RFC®

Referror of the Month 
Wilma Anderson, RFC®

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

James M. Moore, Jr., RFC®

Lincolnton, NC
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Spotlight on IARFC Benefits:

We Have a New Look

Amy Primeau, Domestic Membership Chair

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

Have	you	logged	onto	www.IARFC.org	
in	the	past	couple	of	months?		Did	you	
think	you	were	on	the	wrong	site?		Not	
to	worry!		We	rolled	out	the	redesigned	
IARFC	website	in	mid-February.		Many	
hours	have	been	put	into	the	
development	of	the	new	website.		The	
result	is	a	bright,	crisper	looking	website.		
The	home	page	gives	you	a	quick	
glance	at	what	is	currently	happening	
with	IARFC.		The	cover	of	the	current	
Register	and	an	IARFC	News	column	
are	on	the	left.		You	can	easily	browse	
this,	clicking	any	of	the	links	for	more	
information.		The	column	on	the	right	
highlights	upcoming	events.		

The	biggest	change	to	the	website	is	
the	login	information.		In	the	past,	your	
last	name	served	as	your	username.		
This	created	problems	for	people	with	
common	last	names,	such	as	Smith	or	
Jones.		In	an	effort	to	make	your	profile	
more	secure,	the	new	website	requires	
an	e-mail	address	to	login.		You	will	find	
the	login	area	in	the	upper	right	corner	
of	the	home	page.		Enter	your	e-mail	
address	and	your	password,	and	you	
will	be	able	to	login.
		
You	may	not	be	able	to	login	if	we	do	
not	have	an	e-mail	address	on	file	for	
you.		Please	call	me	and	give	me	your	
e-mail	address	by	phone.		I	can	update	
your	profile	while	you	are	on	the	phone.		
You	would	then	be	able	to	login.		The	
e-mail	address	we	use	for	your	login	
information	is	the	e-mail	address	you	
provided	on	your	most	recent	renewal	
form.		We	have	stressed	the	importance	
of	including	your	e-mail	address	on	the	
renewal	form	in	the	past,	but	it	is	even	
more	important	now.		In	the	absence	of	
a	business	e-mail,	you	can	use	your	
personal	e-mail.		If	you	do	not	have	an	
e-mail	account	at	all,	there	are	plenty	of	
services	you	can	use	to	set	up	an	
account	at	no	cost	(such	as	Yahoo,	
Hotmail,	and	Gmail).		

If	you	cannot	remember	your	password,	
click	on	the	‘Forgot	Username	or	
Password’	link	in	the	login	information.		
You	will	be	asked	to	enter	your	email	
address,	and	the	password	will	be	
emailed	to	you	within	a	few	minutes.	

You	will	find	all	of	the	valuable	
information	from	the	previous	website	
has	been	retained:		Consumer	articles,	
member	benefits	information,	archives	
of	the	Register	and	the	Journal of 
Personal Finance,	Financial	Calculators,	
Membership	Information,	and	the	
Membership	Renewal	form.	

Have	you	already	joined	our	group	on	
LinkedIn?		It	is	now	easier	than	ever.		
Click	on	the	‘in’	logo	on	our	homepage,	
and	a	new	window	will	open	taking	you	
to	LinkedIn.		You	will	be	asked	to	sign	in	
if	you	already	have	a	LinkedIn	account,	
or	to	create	one	if	you	don’t.	

We	are	still	working	on	adding	features	
to	the	website.		We	hope	to	have	the	
online	store	functioning	before	long.		
With	the	store,	you	will	be	able	to	order	
any	of	the	items	available	in	the	
Member	Benefits	book.		We	also	hope	
to	enable	you	to	renew	online,	and	
even	to	apply	for	membership	online.		

Take	a	few	minutes	to	browse	the	
website	and	make	sure	to	update	your	
profile.		To	quote	one	member,	the	new	
website	is	“freakin’	awesome!”			

Scan this  
QR code  
with your 
smartphone
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LET OUR TEAM  
WORK FOR YOU

let our team work for you

   

let our team work for you

   

IARFC  
Career 
Center

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.

Visit http://careers.iarfc.org

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.

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

http://careers.iarfc.org


The	media	is	becoming	too	delighted	with	
bad	news.		They	love	it	—	certainly	
because	it	contributes	to	ratings	—	more	
attention	from	readers,	listeners	and	
viewers	and	that	leads	to	increased	
advertising	revenue.		But	they	are	moving	
far	beyond	reporting	—	to	creating	the	bad	
news…	and	to	glorifying	in	it.

I	can	sympathize	with	a	reporter	who	is	
watching	his	or	her	401(k)	plan	dissolve,	
or	seeing	the	value	of	their	company’s	
stock	in	rapid	decline,	or	the	market	value	
of	their	residence	shrink	below	the	
balance	of	the	mortgage.		This	type	of	
event	makes	everyone	angry.		Angry	with	
forces	they	cannot	control,	and	angry	with	
themselves	for	accepting	too	much	risk	
and	failing	to	reasonably	diversify	their	
holdings.		And	in	these	respects	I	am	a	bit	
upset	with	myself.		

But	to	absolutely	love	the	opportunity	for	
24-hour	reporting	of	tsunamis	in	Indonesia	
or	the	earthquake,	tsunami	and	nuclear	
meltdown	in	Japan	is	unconscionable.		
Why	continue	to	frighten	the	American	
public	with	the	remote	possibility	that	
nuclear	fallout	from	the	Diiachi	plant	will	
permanently	damage	Americans?		Why	
show	the	same	scenes	of	devastating	
wreckage	from	the	tsunami	waves…	over	
and	over…	for	days?		Why	no	reporting	on	
the	valiant	efforts	of	the	Japanese	workers	
to	address	the	problems?

Surrounding	the	6	nuclear	plants	are	
dozens	of	red	emergency	vehicles.		Where	
are	the	video	clips	of	those	workers	and	
where	is	the	reporting	on	what	those	
hundreds	of	workers	are	trying	to	
accomplish?	My	suggestion	to	Anderson	
Cooper	who	pontificates	from	afar	is	this.		
“Put	on	a	hazmat	suit	and	go	up	close	
with	your	cameras	and	tell	us	what	is	
really	happening!”		I	am	tired	of	experts	
from	10,000	miles	away	telling	us	what	
might	happen,	even	if	they	are	from	MIT.		

Why	should	these	media	pundits	assume	
that	the	Japanese	government	officials	are	
woefully	stupid,	ill-informed	or	outright	
liars?		I	have	great	respect	for	those	
leaders,	and	frankly	I	trust	them	a	great	
deal	more	than	some	of	those	here	in	the	
U.S.		Furthermore,	I	would	bet	that	some	

of	them	have	been	a	lot	closer	to	the	
reactors	than	have	Anderson	Cooper		
and	Sanjay	Gupta,	who	is	trained	as	a	
neurosurgeon,	not	as	a	nuclear	exposure	
medical	expert.		

Now,	the	media	has	shifted	to	Libya	where	
it	is	openly	and	aggressively	supporting	the	
rebellious	groups.		They	may	present	a	
better	option	for	the	total	citizenry	than	
Muammar	Gaddafi	—	but	is	CNN	qualified	
to	assess	that?		What	if	the	next	round	of	
rulers	is	worse?		The	proper	job	of	the	
media	is	to	observe,	research	and	report	
—	not	take	sides,	and	not	use	their	TV	
cameras	to	incite	rebellion	and	discord.

First	the	U.S.	was	criticized	for	not	
participating	militarily	in	Libya.		Then	it	was	
criticized	as	being	too	aggressive.		Next	it	
was	blamed	for	targeting	the	good	colonel.		
Media	representatives	rushed	to	the	scene	
for	more	broadcasts	—	effectively	reducing	
the	targeting	opportunities	since	we	could	
not	aim	missiles	to	strike	the	spot	from	
where	CNN	was	broadcasting.

What	the	media	wants	is	real time	
coverage	—	events	while	they	happen….	
Ground	shaking…	water	flooding	and	
destroying	property	and	people…	nuclear	
fumes…	tanks	in	flames	on	desert	roads.		
Is	the	media	reporting	only	—	or	are	they	
encouraging	activity	for	the	sake	of	ratings?

Meanwhile	the	reporting	on	domestic	
issues	is	woefully	inadequate.		Have	these	
commentators	read	and	absorbed	the	
provisions	of	the	2000-page	healthcare	
bill?		Have	they	evaluated	the	true	cost	of	
TARP	and	how	it	relates	to	the	ballooning	
salaries	and	bonuses	of	bank	officers?

They	love	presenting	video	clips	of	Bernie	
Madoff	and	Allen	Stanford	—	great	Ponzi	
schemers	—	but	have	they	ever	exposed	
the	world’s	greatest	Ponzi	scheme	—	the	
U.S.	Social	Security	system,	and	the	theft	
of	all	the	reserves	by	U.S.	Congress?			

From the

Chairman’s Desk…

Scan this  
QR code  
with your 
smartphone

I’m Angry
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n	 Get a professional and 
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n		Attract new clients and 
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better
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tative Internet market-
ing expertise

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

Create your 
own IARFC 

website 
NOW!
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Application for 
IARFC Membership

Financial Planning Building
2507 North Verity Parkway
Post Office Box 42506
Middletown, OH 45042-0506

Fax:  513 424 5752
Phone:  800 532 9060

Website:  www.IARFC.org
E-mail:  info@IARFC.org

Annual Membership Dues: $150
Nonrefundable Application Fee (one time): $45
Total First Year: $195

Please Print
Your Name _______________________________________________________________________________________________________________
                       (Exactly as you want it to appear on your full-sized 16” x 20” RFC Membership Certificate, excluding degrees or other designations)

 Mr.    Mrs.    Ms.    Other__________   Your Preferred Salutation/Nickname (i.e., "Bill") ________________________________________

First Name____________________________   Middle____________________________   Last __________________________________________

 Check Enclosed  $_______________   or    Credit Card No._____________________________________________   Expires ____________

Name of Business _________________________________________________________________________________________________________

Business Address_________________________________________ Ste #_________   City____________________   State____   Zip ___________

Phone___________________________   Fax___________________________   Business E-Mail _________________________________________

Business Website URL _____________________________________________________________________________________________________

Residence Address______________________________________________   City________________________   State______   Zip ____________

Phone____________________________   Birthdate_________________   IARFC Sponsor, if any ________________________________________

Name and Address of Institution Location From Mo/Yr To Mo/Yr Course or Major Graduate? Degree

Your Educational Background (Since High School)

FINRA Member Firm (if any)____________________________________________________   FINRA CRD No. ____________________________

Securities Licenses:      Series 7      Series 6, 22 or 62      Series 24      Series 27      Series 65      Other _________________________

Insurance Licenses:      Life      Health      Variable Contracts      Prop. & Casualty      Other ___________________________________

Primary Insurance Company (if any) __________________________________________________________________________________________

Affiliated with an SEC Registered Investment Advisor (RIA)?      Yes      No     Name of RIA________________________________________

Designations:      AAMS    AEP    CFA    CFP    ChFC    CIMA    CLU    CPA    CPA/PFS    CRSA    EA    FSS    JD/LLB   

 LLM    LUTCF    MBA    MS    MSFS    MSFM    Ph.D.    RFP    Other ________________________________________________

Financial Services Education:    Financial Planning Process™ Course      CFP Prep Course at  ______________________________________

           Other Courses ____________________________________________________________________________________________________

Financial Services Experience:     Number of years as a practitioner in the field of financial planning:      Full time_____    Part time ____

Current Practice Mode (check those which apply):     Charge Plan Fees     Hourly or Modular Plan Fees     Portfolio Management Fees

           Insurance Products      Securities      Mutual Funds      Trust Services      Other ________________________________________

Other Qualifications _______________________________________________________________________________________________________

Please see the questions and signature requirements on the reverse side.



Questions relating to business and ethical conduct 

Have you ever been refused a surety bond or other form of employment security? .......................................................................     Yes   No
Have you ever been denied or enjoined from selling or dealing in securities or from functioning as an Investment Advisor? ....     Yes   No
Have you ever been arrested, indicted, or convicted for any felony or misdemeanor, except for minor traffic offenses? ..........     Yes   No
Have you ever been known personally by any other name, or have you ever conducted financial activities, 
     conducted businessor carried brokerage or bank accounts in any other name? ........................................................................     Yes   No
Have you ever become insolvent, failed in business or compromised with creditors?  
     If “Yes” – please provide the date name and location of court, disposition, liabilities, and assets. ..........................................     Yes   No
Have you ever had a license, permit, certificate, registration or membership denied, suspended, revoked or restricted, 
     or have you had an application of such type ever withdrawn for cause? .....................................................................................     Yes   No
Have you ever been the subject of any order, judgement, decree or other sanction of a foreign court, foreign exchange, 
     or have you ever been the subject of any action by a foreign or domestic governmental or regulatory agency? ..................     Yes   No

IF THE ANSWER TO ANY OF THE ABOVE QUESTIONS IS “YES” PLEASE ATTACH A WRITTEN EXPLANATION 

The following should be read carefully by the applicant:
 1.  I hereby certify that I have read and understand the foregoing statements and that my responses are true and complete to the best 

of my knowledge. 
 2.  I hereby apply for IARFC registration and, in consideration of my application, I submit myself to the jurisdiction of the organization and 

hereby verify that I agree to abide by all the provisions of the bylaws and regulations of the organization as they are and may be 
amended; and I agree to comply with all such requirements, subject to right of appeal as provided by law, and I agree that any decision 
as to the result of any examination(s) that I may be required to pass or annual CE requirements will be accepted by me as final. 

 3.   I further agree that neither the association nor its officers or employees shall be liable to me for action taken or omitted in official 
capacity or in the scope of employment, except as otherwise provided in the statutes, bylaws, or the association’s rules and regulations. 

 4.   I authorize the organization to make available to any federal, state or municipal agency, or any securities or commodities industry 
self-regulatory organization, any information they may have concerning me or to request confirmation of my status, and I release 
those organizations, employees and agents, from any and all liability of whatever nature by reason of furnishing such information.

 5.  I further agree that any part of the information contained in this application and any subsequent documents in my IARFC registration 
file may be divulged to interested parties as part of the referral system for the benefit of members and the public. 

 6.   I hereby certify that I have a sound record of business integrity with no suspension or revocation of any professional licenses, and I 
hereby subscribe to the IARFC Code of Ethics, a copy of which I have read and understand. 

 7.   It is agreed and understood that any material misrepresentation of facts or information given in this or subsequent application or 
renewal may be cause for immediate revocation of membership and all its privileges, without refund of any dues or fees paid. 

 8.   I understand that failure to disclose any regulatory event, including suspensions or revocations, may disqualify me.
 9.   I agree to maintain proficiency in my work by completing continuing education in the field of financial planning and counseling — 

which can include subjects relating to practice management, delivery of professional services, portfolio management or financial 
product application and service. 

10.  As an applicant for registration, I understand and agree that my RFC designation with the IARFC will not become effective until 
submission of all required documentation in proper order and upon written acceptance by the IARFC. 

11.  I understand that all IARFC Certificates of Registration remain the property of the Association and must be destroyed or returned to 
the Association should my membership or the right to display the designation certificate be suspended or terminated. 

12.  I understand that continuation of the RFC designation requires 40 hours of CE per year, which commences January of the year 
following acceptance.

_________________________________________________     __________________     _________________________________________________
        SIGNATURE OF THE APPLICANT (required)                       DATE                             SIGNATURE OF A WITNESS (required)

How did you learn about the RFC?      Advertisement      Article      Association_______________      Broker/Dealer _____________

 Direct Mail      E-mail      Exhibit      Forum      Insurance Co.__________________       Mailing       Partnership

 Presentation by______________________________      Referral by ______________________________      IARFC website      RFC class

 Other _________________________________________________________________________________________________________________

Please recommend associates or colleagues for the RFC designation — or the Financial Planning Process™ course:

Name ____________________________________________________  Name ____________________________________________________

Firm ______________________________________________________  Firm ______________________________________________________

Address __________________________________________________  Address ___________________________________________________

City/State/Zip _____________________________________________  City/State/Zip ______________________________________________

Phone__________________ Email ____________________________  Phone__________________ Email _____________________________

IMPORTANT:  Evidence of license, diploma or similar documents may be requested.   However, you need not submit evidence with 
the application.  The Association is compensation neutral regarding plan or portfolio fees, insurance, securities or real estate 
commissions, salary or bonus.  The $45 application fee is nonrefundable.

Please Mail this Application — or Fax to:   513 424 5752
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insurance	companies	were	not	hiring	
women	—	but	some	of	them	knew	they	
needed	to	start.		I	won’t	bore	you	with	the	
weird	stories	of	the	Mutual	of	Omaha	guy	
who	sat	there	and	watched	me	as	I	
answered	questions	from	a	tape	recorder	or	
the	Equitable	of	Iowa	Guy	who	guaranteed	
HE	would	make	me	successful	(my	OWN	
boss,	remember?).		

Apparently	I	tested	well	for	the	field	but	the	
only	one	who	kept	me	coming	back	was	
Mike	Martin	at	Equitable	Life	Assurance.		He	
had	been	to	a	meeting	with	then	CEO	Coy	
Eklund	and	came	back	home	pumped	up	to	
hire	women.		Years	later	he	told	me	the	
story	of	what	was	going	on	behind	the	
scenes.		Every	time	I	met	with	him	he	
would	give	me	more	stuff	to	read	and	study.		
It	went	on	for	two	months.		With	the	last	
batch	(the	licensing	books,	I	think	it	was)	I	
finally	said,	“Now,	if	I	complete	this	I’m	
hired,	right?”		Apparently	he	went	into	the	
Branch	manager’s	office	and	said	—	now	
what	do	I	do?	—	and	the	manager	said,	
“Hire	her!”.		I	had	a	strong	interest	in	tax	
reduction	so	I	worked	with	teachers	and	

learned	to	design	business	pension	plans.			
I	also	called	cold	mortgage	leads	—	whew!		
Still	makes	me	shiver!

I	had	a	couple	of	blessings	going	for	me	in	
the	early	times.		First,	Mike	trained	me	the	
same	way	he	trained	all	his	male	agents.		
Mike’s	wife,	MC,	was	a	big	supporter	—	which	
was	good	since	joint	work	training	with	a	
woman	was	something	new.		In	November	
of	my	3rd	year,	Eddie	Feiman	challenged	me	
to	qualify	for	MDRT,	bless	his	big	ol’	heart.		I	
got	my	advanced	training	there.		Another	
blessing	—	I	hired	Anne	Lloyd.		She	was	my	
‘key	agent’	—	the	one	person	who	really	
helps	you	build	your	organization	—	good	on	
the	phone,	willing	to	help	other	reps.		She	
had	gone	to	college	after	her	kids	were	
grown	and	decided	to	interview	with	me	on	
the	SU	campus	because	I	was	one	of	only	
two	women	interviewing.

So	this	kid	from	the	sticks	of	NJ	(believe	
me,	there	WERE	‘sticks’	in	NJ	then	...)	with	a	
degree	in	voice	performance	and	3	foreign	
languages,	few	to	no	contacts,	no	real	sales	
background	—	got	started.		It	is	amazing	to	

I	entered	the	financial	field	in	1974	for	two	
reasons	—	to	be	my	own	boss	(and	make	
my	own	mistakes?)	and	to	help	people.		My	
business	model	today	has	evolved,	but	not	
to	have	a	billion	dollars	of	assets	under	
management	and	make	more	and	more	
money.		I	want	to	know	who	my	clients	are,	
who	their	families	are,	what	is	important	to	
them,	what	keeps	them	up	at	night,	to	be	
with	them	when	they	are	ill	or	when	they	
are	celebrating.		The	practice	is	structured	so	
we	can	do	this	type	of	work	and	still	make	a	
good	living.		

As	my	education	and	experience	increased,	
it	was	clear	that	the	best	fit	for	me	was	a	
boutique	practice.		I’d	already	successfully	
done	the	big	company	manager	thing	with	
Equitable	—	and	I	learned	a	lot.		I	didn’t	take	
the	promotions	offered	and	went	solo	
instead.		Luckily	I	discovered	a	young	man	
who	has	similar	goals,	ethics	and	attributes	
and	we	have	thrown	our	business	lives	
together	over	the	past	9	years.		My	daughter	
is	also	in	the	field	and	perhaps	the	two	of	
them	will	work	together	someday.

A	little	background	or	history	—	I	was	a	junior	
high	school	music	teacher	—	by	default.		
Trained	as	a	Mezzo	opera	singer	and	
realizing	I	had	no	desire	to	claw	my	way	up	
in	that	profession,	I	taught	for	three	years,	
loved	the	classroom	and	gave	it	up	because	
of	administrators	and	threats	to	cancel	the	
music	program	(threats	which	continue	
today,	I’m	sad	to	say).		Music	saved	my	life	
in	high	school.		Several	students	have	stayed	
in	touch	for	more	than	20	years.		We	had	a	
lot	of	fun.		Other	older	history	included	
admissions	office	clerical	work	as	an	SU	
undergrad	work-study	program	and	busing	
tables	at	the	Far	Hills	Inn	restaurant	in	high	
school	—	all	great	training	for	problem-
solving	and	learning	to	think	on	your	feet!

So,	it’s	late	1973	and	I	am	looking	to	make	a	
career	change.		What	do	I	do?		I	know	
nothing	of	jobs	where	I	could	be	my	own	
boss	or	run	things	with	the	background	I	
had.		So	I	go	to	an	employment	agency.		
They	ask	me	if	I	can	type.		I	do	something	
totally	out	of	character.		I	lie.		I	say	“No,	can’t	
type”.		So	they	sent	me	to	interview	with	
insurance	companies.		Now	in	the	1970s	

Profile Interview

Donna Graber
Back to the Future:  Doing Business the Old-Fashioned, Relationship Way
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Along	the	way	I	had	a	couple	of	kids.			
We	called	them	Equi-Kids	after	a	kick		
the	company	was	on	to	call	everything	
Equi-this	and	Equi-that.	When	the	marriage	
broke	up	we	split	custody.		When	they		
were	with	Jack	I	worked.		When	they	were	
with	me	we	hung	out	and	did	fun	stuff.		
They	are	awesome	young	people	today		
and	very	tall.		I	look	up	at	them.		Payback,		
I	suspect	from	when	my	sister	and	I	used		
to	pat	our	mother	on	the	head	due	to		
her	smaller	stature.		Now	my	two	can	do	
that	to	me!

In	2003	we	did	some	psychological	
personality	testing	and	found	out	that	
relationships	were	the	most	important	thing	
for	both	me	and	business	partner	Timothy	
Morgan.		We	had	600	clients	at	the	time.		
You	can’t	have	a	meaningful	relationship	
with	600	people.		So	we	downsized	—	to	
25.		We	helped	some	find	new	advisors	and	
kept	a	few	who	wanted	to	stay	but	don’t	
require	much	attention.		We	provide	full	
service	for	the	planning	clients.		We	began	
to	build	an	entirely	new	kind	of	practice	in	
the	RIA.		A	Family	Office	Services	practice	
for	affluent	clients	who	wanted	to	delegate	
oversight	responsibilities	so	they	could	enjoy	
life	and	the	things	they	could	not	delegate	
like	their	family	relationships,	health	and	
fitness,	friendships,	travel,	etc.

Let’s	see	if	I	can	adequately	describe	how	
that	worked.		Oh	yes,	bunny	trail	—	I	went	
back	to	school	in	1996,	got	a	law	degree	
with	a	concentration	in	tax	and	took	the		
bar	exam	in	2000.		That	helps	our	kind	of	
practice	a	lot.		Some	of	the	planning	we		
do	for	clients	in	the	RIA	requires	a	legal	
background.		We	don’t	draw	documents		
and	we	don’t	do	income	taxes,	but	we	do	
review	a	lot	of	tax	returns	looking	for	
opportunities	to	reduce	taxes	and	for	any	
errors	and	I	review	estate	documents	and	
help	clients	prepare	to	go	to	the	attorney.		
Helping	clients	understand	their	documents	
and	connect	them	with	their	values	and	
select	strategies	that	will	help	them	meet	
their	goals	is	very	satisfying	work.		One	
priority	is	getting	as	much	of	the	estate	to	
the	kids	as	possible	and	often	to	the	
grandchildren	as	well.		

Our	RIA	does	comprehensive	financial	and	
estate	planning	—	no	money	management.		
Over	the	years	we	found	we	had	to	write	
our	own	software	spreadsheets	for	the	RIA	
to	keep	things	comprehensive	yet	simple	
and	understandable.		The	Back	Room	
Technician	has	been	a	staple	of	the	practice	
for	about	30	years.		Single	women	(or	single	
again)	and	widows	especially	seem	to	value	
the	type	of	hand-holding	service	we	provide.		
Spending	time	with	them	makes	this	feel	

like	it’s	not	even	work!		They	are	about	half	
of	our	current	client	base	of	43.

As	I	am	getting	older	—	and	am	financially	
able	to	retire	even	though	I	have	no		
plans	to	do	so	—	I	realize	we	will	need	
another	lawyer	in	the	firm.		The	advisor		
time	that	has	to	be	dedicated	to	ever	
increasing	compliance	makes	this	a	very	
different	business	than	the	one	I	entered		
in	1974.		One	of	our	apprentices	is	
interested	in	law.		We’ll	see	how	that	goes.		
Currently	the	practice	runs	with	2-3	year	
apprentices	from	the	Syracuse	University	
business	and	public	relations	school.			
A	firm	in	Pittsburgh	doing	this	well	was		
our	mentor	and	model.		We	get	some		
bright	minds	and	they	get	a	lot	of		
high-level	training.	I’m	having	some	fun	
teaching	a	graduate	financial	planning		
course	and	retirement	planning	seminars		
for	professors	and	staff	through	our	RIA.		
Right	now	the	business	school	is	working		
on	instituting	a	full-fledged	CFP	program.		
On	the	money	management	side,	I	am	
beginning	to	think	we	need	another	
associate.		Finding	someone	who	is	willing	
to	step	away	from	the	more	transactional	
side	of	the	business	and	embrace	fee-based	
income	—	but	who	still	knows	how	to	help	
clients	make	effective	decisions	—	that	will	
take	some	searching.				

We	work	really	hard	about	half	the	year	and	
spend	a	lot	of	the	other	time	involved	with	
volunteering.		I	have	a	strong	interest	in	
homelessness	and	spent	14	years	
volunteering	with	our	local	Rescue	Mission’s	
Planned	Giving	Committee.		Tim	Morgan,	
my	34	year	old	other	business	half,	is	
heavily	involved	in	scouting.		He	runs	a	
scout	troop	that	has	grown	from	12	to	50	
under	his	leadership,	takes	the	kids	camping	
every	month	(if	you	want	to	know	when	it	is	
going	to	rain	or	snow,	just	check	his	
camping	schedule!).		Tim	has	several	young	
men	“eagling”	each	year	and	is	the	
youngest	member	of	the	Longshore	Council	
Scouting	Board	and	heads	up	membership.		
I	think	an	Eagle	Scout	makes	a	great	ethical	
partner!		His	economics	education	and	
historical	money	management	results	don’t	
hurt	either!

If	you	think	there	is	something	in	this	article	
that	interests	you,	give	me	a	call	or	drop	me	
an	email.		I	would	love	to	see	more	advisors	
adopt	this	business	model	and	I	probably	
don’t	have	enough	years	left	to	payback	all	
the	no-strings	attached	help	I’ve	gotten	over	
the	past	30+	years!			

Contact: 315 423 7700
donna@planningsense.com
www.planningsense.com

see	how	things	evolved	since	then.		A	
woman	hitting	some	of	the	higher	
production	and	management	development	
levels	put	me	on	the	company	radar.		I	was	
asked	to	speak	at	a	national	women’s	
conference	in	1978.		Then	started	running	
my	district	as	a	financial	planning	group	in	
the	early	1980s	(after	getting	the	ChFC	
designation).		Even	got	to	do	a	keynote	
speech	(I	was	the	token	woman	speaker)	in	
Arizona	for	the	top	managers	in	1987.		
There	were	a	scary	500+	people	in	the	
room	and	after	the	talk	they	were	fighting	
over	the	handouts	—	“How	to	Run	a	
Financial	Planning	District”.		The	opening	
words	of	the	talk	are	still	very	true	today		
“I	HATE	rejection!”		That’s	why	I	LOVE	
financial	planning!

In	1982	I	was	introduced	(at	MDRT?)	to	Ed	
Morrow	and	his	company,	Financial	Planning	
Consultants.		Not	wanting	to	reinvent	the	
wheel	when	we	formed	an	independent	
RIA,	we	affiliated	with	them	in	the	early	
years.		Their	Practice	Builder	software	is	still	
our	main	organizing	program.		I	wrote	a	
song	for	a	CPS	annual	meeting	about	the	
transaction	side	of	the	business	to	the	tune	
of	“Will	You	Still	Love	Me	Tomorrow”	—	“But	
Will	You	Call	Me	Tomorrow”	and	realized	
that	a	move	to	a	financial	planning	business	
model	was	worth	fighting	for.		Amazing	that	
some	home	office	people	thought	you	
couldn’t	make	any	money	doing	planning.		
One	person	even	wanted	to	ban	our	newly	
acquired	ChFC	designations.		

Speaking	of	higher	ups,	I	know	that’s	how	I	
got	here.		Putting	one	foot	in	front	of	the	
other,	working	really	long	hours	and	listening	
to	my	ultimate	leader.		There	has	been	a	
hedge	of	protection	around	me	from	the	
beginning	and	I	am	very,	very	thankful.		The 
Footprints in the Sand	passage	is	my	story.		
For	example	just	as	I	was	heading	to	law	
school	in	1996,	our	local	classical	radio	
station	accepted	a	proposal	for	us	to	do	daily	
radio	vignettes	about	tax,	law	and	finance.		
We	did	it	as	a	community	service.		They	
didn’t	pay	me	and	I	didn’t	pay	them.		No	
advertising,	just	education.		Still,	some	of	the	
people	who	listened	regularly	sought	us	out	
—	usually	by	calling	my	home	phone	and	
asking	“Are	you	the	Donna	Graber	on	
Planning	Sense	—	Oh,	I	recognize	your	voice	
—	can	I	come	in	and	talk	to	you?”		If	you’ve	
ever	done	radio	you	know	that	weird	things	
happen.		Like	standing	at	the	corned	beef	
case	in	the	grocery	store	and	saying	to	the	
other	woman	there	—	I	wonder	where	the	
leaner	cuts	are.		And	she	turns	and	says	—	
“You’re	Donna	Graber	aren’t	you?”.		A	
humbling	experience.		Apparently	it	was	
successful	at	helping	people	change	their	
financial	lives	for	the	better.
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The	second	thing	to	understand	is	the	
objective.		If	you	are	selling	high	value	
products	and	services,	your	objective	is	NOT	
to	make	a	sale.		The	relationship	and	
subsequent	introductions	are	far	more	
valuable	than	merely	one	sale.		And,	
actually,	it’s	not	just	one	objective,	but	rather	
a	series	of	objectives:

1.		Show	yourself	as	being	safe.
2.		Establish	trust.
3.			Make	a	strong	personal	

connection.		
4.			Prove	that	you	are	a	resource	

to	help	the	client	think	
through	tough	questions.		

5.			Cause	that	client	to	reflect	
on	and	think	about	your	
conversation	through	the	
next	24	hours.

If	you	can	accomplish	those	
objectives,	you	will	have	made	your	
connection,	demonstrated	your	
credibility	and	avoided	alienating	
yourself	from	that	person.		

Questions Rule

The	most	effective	tool	you	can	use	to	
accomplish	all	of	those	objectives	is	
questions	—	ah,	but	which	questions?		
Because	personality	types	and	values	differ	
from	person	to	person,	it’s	not	easy	to	know	
what	will	be	the	most	effective	questions	to	
ask.		So,	I’m	going	to	teach	you	a	process	
that	will	help	you	quickly	see	which	

questions	are	the	right	ones	at	the	
right	time.

It’s	a	no-brainer	two-step	
process,	so	just	enjoy	the	

conversation.		Start	by	
asking	simple	short-
answer	questions.		They	

allow	the	prospect	to	
expand	his	thinking	
outside	of	the	solution	

box	and	into	more	areas	of	
his	life	and	more	aspects	of	his	

business.		And,	the	way	you	do	
that	is	to	make	a	simple	statement	

first,	then	ask	the	question.		

In	Part	One	of	this	series	(the	Register,	
February	2011),	I	explained	the	very	first	
objective	in	a	conversation	with	a	potential	
client.		Today,	we’re	going	to	look	more	
deeply	into	the	process	—	how	to	use	very	
simple	psychology	to	help	people	say	“Yes”	
to	you.		

The	first	thing	you	need	to	understand	is	
that	people	do	not	like	being	put	into	a	box.		
That	makes	them	feel	trapped.		And,	there’s	
a	plague	of	it	in	the	financial	industry.		It	
happens	when	you	jump	to	the	solution	
before	the	prospect	has	finished	expressing	
the	problem.		If	you	jump	in	before	he’s	
finished,	you	are	dragging	him	into	what	is	
called	the	“Solution	Box.”		As	soon	as	you	
do	that,	you	are	taking	the	focus	off	helping	
the	prospect	and	forcing	it	on	helping	
yourself.		Unless	you’re	selling	unimportant	
consumer	products	(tube	socks,	pencils,	
printer	ink,	hair	products,	vitamins…)	the	
prospect	will	feel	manipulated	and	trapped.		
This	is	especially	true	today	when	the	
consumer	feels	so	betrayed	by	the	financial	
industry.	(see Edelman Trust Barometer)

Psychology of Selling The First 8 Minutes (Part 2)

Category Dangerous “Solution Box” Set-Up Statement
Consultative Questions  

No “Box” Attempt

Financial	Planning	Service ■			Are	you	tired	of	market	
volatility	yet?

■			How	much	money	have	you	
lost	in	the	stock	market?

■			How	many	of	your	
investments	are	totally	safe?

■			How	much	money	can	you	
afford	to	lose	in	the	stock	
market?

■			Do	you	consider	it	important	
to	have	financial	protection	
for	you	and	your	family?

■			The	financial	industry	is	really	
confusing.	

■			There	are	many	different	
ways	to	invest.

■			In	the	old	days,	just	about	
all	you	had	for	investments	
were	stocks	and	bonds.		
Today,	you	have	a	huge	
selection	of	different	things		
to	choose	from.

■			Have	you	noticed	that?		
Has	anyone	ever	explained		
to	you	why?	

■			Did	you	ever	wonder	how	so	
many	smart	people	could	be	
so	wrong	so	often?

■			Are	you	familiar	with	the	
different	categories?

■			Most	people	have	a	
mutual	fund.		Is	that	part		
of	your	portfolio?

	

Insurance ■			Do	you	ever	lose	any	sleep	
thinking	your	insurance	might	
not	be	up	to	date?

■			Do	you	know	anyone	who	
has	suffered	from	too	little	
insurance	coverage?

■			Are	you	100%	confident	that	
you	have	enough	insurance	
coverage?

■			What’s	the	worst	thing	that	
could	happen	if	you	didn’t	
have	enough	insurance?

■			Insurance	is	a	collection	of	
products	(or	tools)	intended	
to	pay	you	money	when	you	
suffer	a	loss.

■			Insurance	is	not	for	everyone.

■			Has	anyone	ever	explained	to	
you	how	it	works?

■			Would	you	be	open	to	finding	
out	if	it’s	right	for	you?
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The	statement	sets	up	the	question.		But,	
the	questions	are	more	reflective.		They’re	
friendlier.		They	do	not	aim	at	the	solution.		
Think	of	them	as	helping	hands	guiding	the	
client	through	a	process	of	situational	
thinking.		First	the	general	topic.		Next	a	
slightly	more	specific	situation	(determined	
by	the	prospect).		They	include	reflective	
pauses.		See	the	table	shown.		The	left	side	
shows	you	the	questions	not	to	ask,	and	the	
right	side	show	the	ones	you	should	use.		
Just	mix	and	match	them.		

Why does this approach  
to questions work?

Because	when	you	ask	them,	you’re	not	
talking	about	yourself.		However,	they	give	
you	the	opportunity	to	demonstrate	to	your	
prospect	that	you’re	not	out	for	a	quick	sale.		
You	demonstrate	that	you	know	how	to	
listen	and	honestly	want	to	hear	what	he/
she	has	to	say.		You	demonstrate	your	
experience	and	wisdom.		You	might	think	
about	it	like	this	—	anyone	who	will	have	
that	conversation	with	you	is	still	looking	for	
an	advisor	he/she	can	trust.		Is	that	you?

Your IARFC Reward.		If	you	want	to	learn	
more	about	how	to	increase	your	credibility	
with	your	target	audiences,	just	copy	this	
paragraph	into	an	email	and	send	it	to	me	at:	
michael@aboutpeople.com.		I	will	send	you	
our	report:	“6	Things	You	Can	Do	to	Enhance	
Your	Communication	Credibility.”			

Michael Lovas	is	the	author	of	ten	
books,	three	columns,	and	a	thousand	
articles	on	Professional	Credibility	and	the	
Psychology	of	Communication	in	the	
financial	industry.		He’s	the	co-founder		
of	AboutPeople	and	the	pioneer	of	
Credibility	Marketing.		Find	Michael’s		
books	at:		http://www.aboutpeople.com.		

Contact:  509 465 5599 
michael@aboutpeople.com
www.aboutpeople.com 

HAVE YOU GOT ANY

The Cost Is… No Cents!

Every member of the IARFC should subscribe to 
Larry Doyle’s economic bulletin.

You may not agree with all of Larry’s 
commentaries or those of other which 
he presents.  But you’ll never be 
bored.  Furthermore, you are going 
to receive new economic information 
from an extremely credible source.  

Just Do It!

Just go to 

www.SenseOnCents.com
and subscribe by clicking on  

the e-mail subscription request.

SENSE?
SENSE ON CENTS

Michael Lovas

														Make	the	best	use	of		
your	advertising	dollar...

															Market	your	product		
														and	services	to	the		
													IARFC	membership!

																Contact		
										Wendy	Kennedy		
								513	424	6395	x14
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The	policy	pays	upon	the	first	diagnosis	of	
several	major	illnesses,	including	cancer,	
heart	disease,	stroke,	Alzheimer’s	disease	
and	organ	failure.		Benefits	will	vary	
between	carriers.		Once	leading	insurer’s	
policy,	for	instance,	will	pay	upon	the	first	
diagnosis	of	12	major	illnesses.

When	a	critical illness	is	first	diagnosed	by	
the	client’s	own	doctor,	the	insurance	
company	pays	the	policyholder	a	lump	sum	
equal	to	the	stated	benefit	in	their	CI	policy.		
Your	client	never	has	to	worry	about	the	
insurer	determining	whether	or	not	they	are	
truly	disabled,	or	that	they	don’t	need	
long-term	care.		The	money	they	receive	
from	the	insurance	company	can	be	used	
for	anything	they	want,	whether	it’s	to	pay	
for	their	medical	expenses,	business	
expenses,	or	personal	expenses.

Your	client	or	client’s	doctor	won’t	need	to	
submit	a	treatment	plan	or	ongoing	claim	
forms	like	they	do	for	long	term	care	
insurance	or	disability	insurance.		It’s	
once-and-it’s	done!		With	long	term	care	
policies	a	claim	form	has	to	be	submitted	
each	month	for	services	performed	or	given,	
and	the	policyholder	still	has	to	always	
health-qualify	to	receive	their	benefits	from	
the	LTC	policy.		A	Critical Illness policy	pays	
your	client	a	lump	sum	and	they	can	use	
that	money	for	anything	they	choose.

The	Critical Illness policy	is	easy	to	use	and	
explain.		Its	straightforward	simplicity	will	
appeal	to	all	of	your	clients	and	prospects.		

To	help	your	clients	and	prospects		
decide	how	much	coverage	they	might	
need,	ask	them	how	much	the	family		
would	need	for	three	months	of	living	
expenses	—	or	for	three	months	of	
operating	expenses	if	your	client	is	a	
business	owner.		(Doctors,	dentists,	
chiropractors	and	other	self-employed	
professionals	with	ongoing	overhead	
expenses	are	excellent	prospects.)		Most	
people	will	need	somewhere	between	
$25,000	and	$150,000	to	pay	their	bills	for	
the	first	90	days	after	they	have	an	illness.		
The	minimum	benefit	for	a	critical	illness	
policy	is	$10,000	in	most	States;	the	
maximum	coverage	is	normally	$500,000,	
though	up	to	$1	million	can	be	issued.

Only	a	few	carriers	dominate	the	US		
market,	including	American	General,	
Protective	Life,	Assurity,	and	Mutual	of	
Omaha.		While	underwriting	isn’t	as	
exhaustive	as	it	is	to	apply	for	an	LTC	or		
DI	plan,	Critical Illness policies	—	(except	
for	smaller	face	amounts)	—	are	always	
underwritten.		Underwriters	will	ask	
applicants	if	they’ve	had	any	immediate	
family	members	who’ve	had	a	heart		
attack,	stroke,	cancer,	etc.	and	it’s	useful		

Most	Americans	are	facing	a	big	insurance	
gap	they’re	not	even	aware	of.		And	by	
showing	your	clients	how	to	fill	that	gap,	you	
and	your	client	can	both	benefit.

Most	people	who	are	stricken	by	a	major	
illness,	like	cancer,	heart	disease,	stroke	or	
multiple	sclerosis	are	going	to	have	big	bills	
to	cover,	even	if	they	have	solid	health	
insurance.		Larger	deductibles	and	coverage	
limitations	are	becoming	more	common	
with	health	plans	—	but	that’s	just	the	start.		
Since	most	folks	have	little	or	no	disability	
insurance	and	perhaps	no	long-term	care	
insurance	at	all,	they’re	going	to	have	big	
out-of-pocket	costs	when	they	have	to	miss	
work	for	a	short	30-,	60-	or	90-day	recovery,	
or	enter	a	nursing	home	for	a	longer	
recovery	period.

Even	people	who	do	have	DI	or	LTCI	will	
face	a	cash	crunch	until	the	usual	60-	or	
90-day	elimination	period	ends	and	their	
benefits	begin.		

The	effects	on	a	family’s	financial		
resources	can	be	devastating.		A	recent	
study	showed	paying	for	illness-related		
costs	were	responsible	for	one-half	of	all	
mortgage	foreclosures.

Fortunately,	there’s	an	answer:		Critical 
Illness insurance.		This	relatively	new	
product	in	the	U.S.	can	plug	that	gap.		While	
the	product	has	not	been	sold	heavily	here	
in	the	States	yet,	it	is	very	popular	in	
countries	like	the	United	Kingdom,	Japan,	
Australia	and	Canada.		And	now	it’s	starting	
to	grow	quickly	here.

You can easily earn extra commissions, 
and increase your client base by learning 
how to sell this product.

The	policy’s	simplicity	appeals	to		
prospects	and	clients	and	Agents	who		
are	sometimes	hesitant	to	look	at	a	new	
product	to	sell.		Trust	me…	it’s	an	easy		
sale	—	if	you	know	the	right	techniques		
and	questions	to	ask.

Here’s	how	this	form	of	“financial recovery 
insurance”	works.

Critical Illness Insurance Fills the Gap
Get In On The Ground Floor  
of This About-To Explode Market
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afterwards.		If	there	is	any	denial,	it’s	
nowhere	near	as	strong	as	the	resistance	to	
purchasing	long	term	care	insurance.

Ask	your	prospects	if	they	know	someone	in	
their	family	who’s	had	a	heart	attack,	cancer	
or	a	stroke…	and	survived.		Then	ask	them	
if	a	check	for	$50,000	would	have	made	a	
real	difference	to	their	peace	of	mind	in	
recovery,	knowing	that	their	family	would	
not	suffer.		That	check	from	the	insurance	
company	could	mean	that	they	don’t	have	
to	worry	about	how	to	pay	their	bills	during	
their	recovery	period.		Studies	show	that	
people	who	aren’t	under	financial	stress	will	
heal	faster.

There’s	also	less	sales	resistance	because	
critical illness	premiums	might	be	lower	
than	LTC	premiums.		A	typical	policy	carries	
a	$2,200	premium,	with	an	average	70%	
first-year	commission	and	4%	renewal	
commissions	paid	to	the	writing	agent.		So,	
if	you	can	sell	45	policies	a	year	you’ll	earn	
almost	$70,000	more	income	during	your	
first	year	selling	critical	illness	insurance.

Financial Recovery Insurance

The	buying	“sweet	spot”	for	critical illness 
insurance	is	age	35	to	60.		

Younger	people	than	35	years	old	might	not	
be	as	interested	in	getting	a	policy	unless	
they’ve	already	seen	some	illness	in	their	
family,	or	perhaps	their	best	friend	has	had	
an	early	heart	attack.	Men	typically	buy	
Critical	Illness	insurance	before	age	45,	
women	typically	buy	Critical	Illness	policies	
AFTER	age	45.		Yes,	it’s	strange,	but	true!		
Some	folks	in	their	sixties	may	have	a	
harder	time	health-qualifying	during	the	
application	process	so	be	sure	to	take	a	
good	health	history	before	you	fill	out	the	
application	paperwork.		Every	company	that	
writes	Critical	Illness	insurance	will	have	a	
Producer’s	Guide	so	be	sure	to	get	one	and	
carry	it	with	you	on	your	appointments.

Position	the	critical illness	policy	as	
“financial recovery insurance”.		With	
today’s	medical	advances,	more	people	are	
surviving	a	serious	illness	and	going	back	to	
work	after	recovery.		While	they’re	
recovering,	their	monthly	bills	will	always	
keep	coming	in	the	mail.		Having	a	critical 
illness insurance policy	can	help	to	avoid	a	
financial	blow	to	a	family.		That	tax-free	
check	can	make	a	big	difference.		It	may	
even	spell	the	difference	between	keeping	
and	losing	their	home.

This	type	of	positioning	in	your	sales	
process	will	defuse	a	client’s	denial,	and		
it’s	a	more	optimistic	scenario.		Every		

client	and	prospect	realizes	that	something	
could	indeed	happen	to	him	or	her	that		
was	unexpected	and	unplanned.		No	one	
plans	to	have	a	heart	attack	or	stroke		
or	cancer.		By	having	critical illness 
insurance,	the	check	they	receive	can	
make	their	life	a	lot	easier	financially	during	
the	recovery	process.	

You	can	start	selling	these	policies	to	your	
existing	clients	during	their	annual	review.		
And	you	can	reach	out	to	new	clients	
through	direct	mail	and	advertising.		One	
enterprising	agent	who	advertised	with	a	
tombstone	ad	in	a	regional	medical	journal	
is	getting	45	physician	inquiries/leads	a	
month.		You	could	use	the	same	strategy	in	
the	monthly	magazine	or	newsletter	from	
your	State’s	bar	association	too.

It’s hard to stand out from the crowd 
unless you have something different to 
offer.  Critical illness insurance gives you 
a unique product that meets a real 
consumer need.  

Take	advantage	of	this	opportunity	now,	
before	everyone	else	gets	on	the	
bandwagon.	Position	yourself	as	the	Advisor	
with	an	‘Edge’	over	your	competitors!			

Wilma G. Anderson,	RFC®	the	LTC	Coach,	is	
America’s	leading	LTCI	sales	trainer	and	a	
practicing	producer	who	has	personally	sold	
over	7,000	long-term-care	policies.		She	
offers	personalized	coaching	sessions,	
workshops,	and	routinely	gives	speeches	
about	long	term	care,	critical	illness,	the	VA	
Aid	&	Attendance	pension,	and	how	to	
survive	retirement	pitfalls.		Let	Wilma	show	
you	how	to	sell	more	LTCI,	critical	illness	
insurance,	annuities,	and	investments	to	the	
senior	market	with	less	effort!	

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

for	the	agent	to	have	a	list	of	the	most	
common	illnesses	or	conditions	which	can	
eliminate	their	client	from	the	Underwriting	
process.		This	will	help	the	agent’s	
placement	ratio	immensely.		

New	on	the	market	from	American		
General	is	an	Accident	Expense	policy		
which	is	a	guaranteed	issue,	and	then	
Critical	Illness	coverage	can	be	added		
as	a	rider	for	up	to	$25,000	of	benefits.		
Unique	to	this	Critical Illness rider	is	
having	to	only	answer	whether	or	not	you	
have	had	cancer,	a	stroke,	or	a	heart	attack.		
If	those	3	questions	are	answered	‘No’,		
then	your client’s policy will be issued.

Every	company	requires	applicants	to	be	
under	the	age	of	65	when	they	apply.		
Some	insurers	will	keep	the	policy	in	force	
for	your	client’s	lifetime,	and	be	sure	to	
know	if	the	policy	benefits	may	be	cut	in	
half	after	age	65	or	70.			

One	of	the	biggest	objections	prospective	
clients	have	with	purchasing	an	LTC	policy	is	
that	if	the	policy	isn’t	used,	the	money	spent	
on	premiums	will	be	“wasted.”		Critical 
Illness	policies	which	have	a	Return	of	
Premium	rider	provide	a	built-in	answer	to	
that	objection.		With	this	rider,	if	your	client	
does	not	use	any	benefits,	the	premiums	
that	were	paid-in	will	be	refunded	to	the	
estate	after	the	insured’s	death.		American	
General	includes	this	benefit	automatically	
in	its	base	policy.

Be sure to also look at the Critical Illness 
policies that are designed on life policy 
chassis.		After	the	death	of	the	policyholder,	
there	are	life	insurance	benefits	that	will	be	
paid.		The	only	gray	area,	so	to	speak,	in	
these	types	of	policies	are	whether	or	not	
the	Critical	Illness	benefits	paid	to	a	
policyholder	are	considered	tax-free.		With	a	
stand-alone	Critical Illness policy,	the	paid	
benefits	are	considered	tax-free,	unless	the	
premiums	were	paid	by	a	corporation.
	

Making the Pitch

LTC	can	be	a	difficult	sale	for	many	agents	
because	it’s	necessary	to	bring	up	so	many	
emotions	around	aging	and	disability.		It	can	
be	tough	to	break	through	the	denial	of	a	
prospect	that	it	won’t	ever	happen	to	them.		

But	many	people	who	rule	out	LTCI		
policies	for	themselves	are	open	to	
considering	Critical Illness	insurance.		
You	might	think	it	would	bring	up	similar	
denial	stories,	but	it	doesn’t.		Your	client		
or	prospect	can	certainly	imagine	having		
an	illness,	because	they	fully expect to 
go back to work	or	normal	activities	

Wilma G. Anderson, RFC®
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Transfer of Funds

There	are	many	restrictions	and	requirements	
placed	on	attempts	to	transfer	funds	from	
one	country	to	another.		Some	nations,	now	
or	later,	restrict	the	export	of	funds	unless	
there	is	a	full	disclosure	and	proper	
economic	justification.		The	larger	the	
amount	of	money	involved,	the	greater	will	
be	the	likelihood	of	restrictions.

However,	it	is	very	clear	that	it	is	much	
easier	to	transfer	funds	from	one	nation	to	
another	when	the	transaction	is	made	from	
one	company	to	another.

Transfer	to	an	offshore	trust	may	also	attract	
less	attention,	regulation	and	restrictions,	
since	there	are	presumed	to	be	legitimate	
estate	planning	motives.

Using Offshore Trusts

A	Trust Agreement	is	a	written	contract	
that	determines	the	receipt,	administration,	
investment	and	disbursement	of		
funds.		These	transactions	are	all	outlined		
in	the	language	and	provisions	of	the		
initial	Agreement.	

Irrevocable Trusts.		Some	trust	
agreements	are	irrevocable,	meaning		
that	once	established,	the	terms		
cannot	be	modified	by	the	grantor.			
This	irrevocable	status	provides	
substantial	protection	and	tax	benefits,		
but	it	requires	considerable	thought		
must	be	given,	before	execution,		

to	the	terms	and	language	of	the	trust.			
The	trust	must	be	in	compliance	with		
the	laws	of	the	jurisdiction	where	the	

trust	is	to	be	administered,	the	
location	of	the	document’s		
execution	and	the	location	of	the	
distribution	recipients.		

Revocable Trusts.		This	
type	of	trust	can	be	
changed	or	terminated	by	
the	grantor.		This	makes	
the	proceeds	reachable	
or	attachable.		However,	
the	document	can	
cause	the	trust	to	be	
converted	from	
revocable	to	an	

irrevocable	status	upon	
the	death	of	the	grantor.		

Grantor.		This	is	the	person	who	causes	the	
trust	to	be	created.		It	is	normally	(but	not	
always)	the	wealthiest	person	in	the	family.		
In	some	situations,	the	grantor	can	be	a	
corporation	—	either	domestic	or	foreign.

Situs.		This	is	the	location	of	the	trust.		It	is	
often	(but	not	always)	the	location	of	the	
person	or	corporation	that	serves	as	the	
trustee.

Trustee.		This	is	the	individual	or	corporation	
that	is	charged	in	the	Trust	Agreement	with	
the	responsibility	to	operate	the	trust.		The	
trustee	may	be	changed	at	a	later	date	only	
if	there	is	a	reason	or	if	the	original	Trust	
Agreement	grants	the	authority	to	another	
party	(such	as	a	Trust	Protector)	to	do	so.

Trust Protector.		This	person	is	granted	
authority	to	change	the	trustee	—	a	move	
that	may	be	suggested	based	on	poor	
performance	or	if	the	trust	is	likely	to	be	
challenged	or	sued	and	it	is	desirable	to	
have	it	located	elsewhere	—	such	as	a	
country	that	significantly	protects	a	trust	
from	legal	attachment	or	seizure.		The	Trust	
Protector	can	normally	also	replace	the	Trust	
Financial	Advisor	for	poor	service	or	
incapacity	to	continue	service.

Trust Financial Advisor.		This	person	is	
usually	the	financial	consultant	or	firm	that	is	
responsible	for	initiating	the	trust	creation	
through	financial	business	and	estate	
planning.		This	party	is	often	licensed	as	a	
life	insurance	agent	and/or	a	securities	
broker.		The	appointment	serves	to	
designate	who	the	grantor	wished	to	have	
provide	insurance	and	investment	guidance	
to	the	trust	and	to	future	beneficiaries.

Beneficiaries.		These	are	the	persons	
who	can	receive	benefits	from	the	trust.			
In	many	cases	the	trust	restricts	the	fashion	
and	terms	of	which	benefits	are	to	be	paid.		
This	provision	may	offer	very	substantial	
protection,	tax	and	administrative	benefits.

Income Beneficiary.		A	party	who	receives	
agreements	of	income	from	the	trust	—	but	
not	portions	of	the	trust	principal.		This	may	
cause	the	avoidance	of	estate	or	income	tax	
on	the	principal	and	the	income	beneficiary	
would	have	taxable	income	only	to	the	
extent	of	income	received,	considering	the	
jurisdiction	where	paid	—	which	may	cause	
the	income	to	be	tax	free.

Many	business	owners	are	looking	for	a	way	
to	position	assets	outside	of	their	primary	
country.		There	may	be	several	reasons	for	
this	interest:

■			Liability Protection	—	the	company	or	
the	CEO	may	be	sued	for	any	reason	–	a	
business	transaction,	environmental	
challenge,	a	personal	event	of	some	type	
(such	as	a	divorce	or	tort	case),	or	even	a	
regulatory/legislative	change.

■			Political Diversification	—	there	is	
always	a	possibility	that	future	changes		
in	government	may	cause	the	seizure		
of	funds.		This	has	previously	happened	
in	many	countries,	such	as	U.S.,		
Germany,	Cuba,	Russia.		Nearly	every	
country	has	had	a	coup	d’état	or	
revolution	that	has	caused	a	monetary	
seizure	of	domestic	assets.

■		 Privacy	—	with	the	global	increase	in	
terrorism	and	kidnapping,	the	more	
property	or	funds	that	are	retained	in	
one’s	primary	country,	the	more	they	
increase	the	visibility	to	attract	such	
dangerous	transgressions.

■			Offshore Business	—	to	create	or	
acquire	a	business	entity	that	will	offset		
or	compliment	the	current	business	
activity,	such	as	to	acquire	raw	materials,	
facilitate	imports,	reduce	production		
costs,	or	facilitate	collections.

Offshore Business Planning
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Charitable Trusts.		In	countries	with	
substantial	estate	tax	rates,	many	donors	
like	to	make	a	donation	to	a	charitable	trust,	
which	can	control	the	ultimate	disbursal	of	
funds.		An	example	is	the	trust	created	in	
1896	by	Alfred	Nobel	that	annually	awards	
the	Nobel	prizes.		

A	charitable	trust	can	provide	living		
benefits	(income)	for	the	named	family	
beneficiaries	and	the	principal	diverted		
for	charitable	purposes	later.		There	can		
thus	be	several	motives:		asset	protection,	
income	tax	deduction,	estate	tax	savings,	
increasing	family	beneficiary	income	and	
ultimate	charitable	donation	designated	for	
specific	purposes.

Substantial	charitable	trusts,	like	the	Ford	
Foundation	and	many	trusts	of	famous	
families	(Rockefeller,	Bill	Gates,	etc.)	also	
provide	long	term	opportunity	for	family	
members	to	be	involved	in	charitable	
distribution	decisions.

Offshore Is Not Offload

Some	persons	believe	that	to	locate	a	
company,	a	trust	or	private	funds	offshore	is	
to	give	away	control	of	flexibility.		That	is	not	
the	case	at	all.		What	offshore	trust	protected	
investments	generally	means	is	less	taxes,	
more	security	and	greater	control.			

Ed Morrow	is	the	chairman	and	chief	
executive	of	the	IARFC	and	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	many	countries.

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

Principal Beneficiary.		A	party	who	will	
receive	the	remaining	proceeds	of	the		
trust	—	generally	following	the	death	of		
one	or	more	Income	Beneficiaries.

Spendthrift Provisions.		Some	grantors	are	
worried	that	a	child,	grandchild	or	even	
great-grandchild	will	not	have	good	money	
habits.		They	might	even	be	sued	by	
creditors	or	ex-spouses	and	need	to	be	
protected.		This	type	of	trust	clause	can	
empower	a	trustee	to	withhold	payments	
that	are	“excessive.”

Loans from a Trust.		A	trust	agreement	can	
permit	loans	to	be	made	from	a	trust,	and	
interest	at	current	rates	is	normally	charged.		
Loan	proceeds	are	generally	free	of	income	
tax.		Interest	might	be	deductible	to	the	
borrower	and	taxable	to	the	trust	—	based	
on	the	jurisdiction	involved.

Loans by a Trust.		A	trust	agreement	can	
permit	the	trustee	to	use	the	assets	of	the	
trust	as	collateral	to	make	a	loan	—	such	as	
to	purchase	real	estate,	start	a	business	or	
against	life	insurance	cash	values.

Withdrawal of Initial Grants.		Some	trust	
agreements	permit	the	grantor	to	withdraw	
funds	originally	contributed	to	the	trust.		
Such	withdrawals,	if	permitted,	are	generally	
considered	a	tax	free	refund.

 Online quote, bind and certificate delivery in 
 minutes

 Coverage for Registered Investment Advisors,
 Associated Persons and their associated Life/
             Health Insurance Activity

 Flexible payment options are available
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Common Mistakes Advisors Make With 
Client Events and How to Avoid Them

by Katherine Vessenes, JD, CFP®, RFC®

COMPLIANCE-FRIENDLY MARKETING

Over	the	last	five	years,	small	and	large	
social	events	have	become	even	more	
popular	as	a	means	to	market	to	new		
and	existing	clients.		These	are	often	
referred	to	as	Client	Appreciation	or	Client	
Education	events.		

Unfortunately,	many	advisors	are	spending	
serious	money	on	these	events	and	not	
getting	as	good	a	return	on	their	investment	
as	they	should.

With	the	average	cost	per	prospect	of	these	
events,	running	between	$100	and	$500	
per	couple,	it	is	essential	that	you	have		
as	many	people	as	possible	show	up	at	
these	events,	have	a	great	time,	tell	their	
friends	and	then	show	up	at	your	office	for	
an	initial	meeting.

Here	are	the	top	5	mistakes	we	see	
advisors	making	with	their	client	events,	and	
how	you	can	avoid	them:

1.  The advisor didn’t “sell” or market  
the event.

Unfortunately,	this	is	not	a	case	of	what	I	
call	“Field	of	Dreams”	marketing.		You	
cannot	just	build	it	and	have	them	come.		
You	must	tell	your	clients	what	you	are	
doing,	why	they	will	enjoy	the	event,	what’s	
in	it	for	them	and	encourage	them	to	attend	
and	bring	guests.		In	short,	you	have	to	
market	the	event.

I	have	seen	this	story	many	times:		Take	one	
of	our	clients,	whom	I	will	call	George,	an	
advisor	in	Newport	Beach.		He	only	works	
with	about	40	wealthy	clients	per	year.		His	
major	marketing	event	included	inviting	his	
wealthy	women	clients	to	a	charity	fashion	
show	in	Hollywood.		This	was	a	great	event	
as	they	only	had	high	profile	designers	like	
Channel	and	Prada,	and	many	movie	stars	
attended.		It	was	just	the	kind	of	event	most	
women	would	give	their	favorite	Louboutins	
to	attend.	

George	bought	an	entire	table,	which	
probably	cost	him	about	$10,000	and	he	
invited	20	women,	thinking	he	would	get	a	
dozen	to	show	up	at	this	WOW	event.		
Actual	turnout:		two!	

To	fill	out	the	rest	of	the	table,	he	invited		
all	the	secretaries	at	his	church	to	attend.		
They	were	very	grateful,	but	none	of		
them	had	his	minimum	of	$2,000,000		
to	invest!		This	meant	he	spent	$5,000		
per	existing	client	and	his	total	new	clients	
was:		0!		This	was	a	very	expensive	
marketing	mistake.

When	I	asked	him	how	he	invited	them,	he	
said	he	sent	them	one	letter	on	his	
corporate	stationery!		No	wonder	they	didn’t	
respond	—	they	probably	pitched	the	letter	
before	opening	it.		Most	of	his	attendees	
probably	would	have	come,	if	they	had	
known	about	it!		What	could	we	learn	from	
George’s	experience?

Solution:	

■	 	Take	the	time	to	create	a	mini-marketing	
plan	for	your	event.

■	 	Think	in	terms	of	taking	a	year	to	market	
this	kind	of	event.	It	might	include	as	
many	as	18	different	messages	or	
touches	to	get	the	right	kind	of	turnout.	
Smaller	or	less	expensive	events,	might	
take	6	months	and	a	dozen	or	more	
“touches”	to	promote	them	to	your	
clients	and	prospects.	

■	 	A	mini-marketing	plan	for	such	an	event	
might	look	like	this:

	 •			12	mentions	in	the	monthly	
newsletters,	including	photos	from	the	
last	event.

	 •			A	verbal	mention	during	your	annual	
review:		“Now	be	sure	to	save	the	
Tuesday	before	Thanksgiving	—	we	are	
hosting	a	celebrity	fashion	show	and	I	
want	to	make	sure	you	and	a	friend	
can	come.”

	 •			A	voicemail	2	months	in	advance,	
asking	the	client	to	“hold	the	date”.

	 •			A	written	party	invitation	—	think	of	
one	that	is	as	nice	as	a	wedding	
invitation,	sent	about	4	weeks	in	
advance.

	 •			Another	call	from	staff	to	get	a		
head	count,	about	3	weeks	before		
the	event.

	 •			An	e-mail	about	a	week	in	advance	to	
send	them	directions	to	the	event.

	 •			A	phone	call	the	night	before	to	
remind	them	of	the	event.

	
2.  The advisor doesn’t train their staff 

(and spouse) to work the event.

Last	summer	we	did	a	gap	analysis	and	
business	plan	(a	SWOOP®)	for	an	advisor,	
Steve,	who	built	his	entire,	multi-million	
dollar	practice	out	of	hosting	dinner	
seminars	for	prospects.		He	was	easily	
spending	$500	per	couple.		So	there	was	a	
lot	of	money	and	his	time	on	the	line	for	
these	to	work	as	well	as	possible.	

Steve,	brought	his	para-planner,	Jim,	and	his	
administrative	assistant,	KC,	to	help	him	
manage	the	event.		Jim	shows	up	at	this	
nice	restaurant,	bellies	up	to	the	bar,	brings	
out	a	novel	and	then	spends	the	rest	of	the	
evening	drinking	in	the	back	of	the	room,	
the	same	room	where	the	guests	were	
having	dinner.

I	was	so	outraged	when	I	heard	this	story,	
that	I	told	Steve,	I	would	have	fired	Jim	on	
the	spot.	In	retrospect,	the	problem	was	
more	with	Steve,	the	advisor,	than	with	Jim.	

Steve	should	have	trained	his	staff	what	to	
do	at	these	events.		Here	is	what	staff	and	
spouses	need	to	know	about	working	an	
event:

■	 	First,	this	is	not	a	party.		We	are	working	
in	a	nice	location,	but	we	are	still	working.
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■	 	Second,	staff’s	job	is	to	press	the	
flesh	and	touch	base	with	as	many	
people	as	possible.	You	want	clients		
and	prospects	to	feel	loved	up	and		
like	this	is	an	exclusive	party	—	not	a	
business	meeting.

■	 	Third,	staff	does	not	drink	at	these	
events.		This	is	not	a	party	(rule		
number	1).		Staff	starts	drinking	and		
it	not	only	costs	you	money,	but	they		
get	sloppy	in	their	conversations	and		
say	things	that	are	not	good	for	you	or	
for	business.

■	 	Fourth,	this	is	a	great	time	for	you	to	
cheerlead	your	staff	and	for	them	to	
cheerlead	you.	Any	time	they	can	say:		
You	will	love	working	with	Katherine,	she	
is	one	of	the	top	advisors	in	the	country,	
it	helps	make	the	close	a	little	easier.

3.  Advisors did not plan ahead and use 
name tags.

The	reason	you	want	nametags	for	larger	
events	is	simple:		even	the	best	of	advisors	
may	have	a	memory	glitch	when	it	comes	
to	a	lot	of	clients	all	at	once.		They	are	also	
good	for	your	clients,	as	they	interface	with	
each	other.		It	helps	staff	and	clients	
remember	other	client’s	names.

4.  Advisors don’t set aside time to  
follow up with their new prospects 
immediately after the event.  

One	of	our	clients,	a	large	financial	planning	
firm	of	12	advisors,	had	a	major	golfing	
event	for	clients	and	prospects.		With	a	

hundred	clients	and	guests,	golfing,	lessons	
with	a	pro	and	lunch,	it	probably	ran	them	
over	$15,000.		The	day	after	the	event,	all	
the	advisors	were	back	to	work	as	normal.		
None	of	them	followed	up	with	their	new	
prospects!		They	just	blew	through	$15,000!		
They	had	many	fully	warmed	up	prospects	
and	they	let	them	fall	through	the	cracks.		
What	a	waste.

Here	is	what	they	should	have	done:	they	
should	have	set	aside	an	entire	day,	for	
each	advisor,	the	day	after	this	event.		The	
day	would	have	been	spent	by	each	advisor	
following	up	with	the	prospects	at	the	event.		
In	other	words:		they	should	be	dialing	for	
dollars	while	the	prospects	are	hot,	and	
feeling	obligated	that	you	spent	a	lot	of	
money	on	them	for	a	fun	day	of	golfing.

Here	is	the	script	that	I	would	use:

“Hi Bob, this is Katherine Vessenes — I am 
following up after meeting you at golf 
yesterday.  Did you have a good time?  (let 
them talk).  What did you think about the 
teaching pro?  (let them talk some more).  I 
am glad Alan Martin brought you.  We have 
worked with him a long time and he 
thought I would enjoy getting to know you.  
Do you have some time next week?  I 
would like to get together for coffee and 
get to hear about your business.  Will 
Tuesday or Thursday work better for you?”

The	purpose	of	the	next	meeting	is	an	
off-site	meeting,	just	for	coffee,	to	hear	
more	about	the	prospect.		At	the	end	of	the	
coffee,	you	invite	them	to	your	office,	to	
hear	more	about	you	and	what	you	do.		

After	spending	most	of	the	coffee	meeting	
talking	about	themselves,	most	people	will	
feel	obligated	to	return	the	favor	and	get	to	
know	you,	too.	

5.  The advisor doesn’t close for the  
next meeting.

Many	advisors	are	holding	educational	
events,	and	giving	their	clients	and	
prospects	some	great	information.		
Unfortunately,	the	most	important	part	of	
this	meeting	is	to	“close”	for	having	the	
attendees	meet	you	in	your	office.		If	you	
don’t	do	this	well,	you	will	spend	a	lot	of	
time	and	money	and	not	get	a	good	return	
on	your	investment.

Long	ago,	I	found	the	evaluation	form	as	the	
best	way	to	get	people	to	respond	to	
meeting	with	me	after	the	event.

Here	is	the	script	I	use:	“I am passing out 
an evaluation form.  Your comments here 
are very helpful to me, and help me do a 
better job at my next presentation.  At the 
bottom you will see there is a place to 
check for more information, to set up a 
meeting, or “no thanks!”.  Some of you are 
thinking this was a great free dinner, but I 
am not interested in your service.  That’s 
fine — we won’t bother you.

However,	most	of	you	could	use	a	second	
opinion	on	your	finances.		So	we	will	set	a	
time	to	meet	and	get	to	know	you	better	
and	answer	your	questions.		This	is	a	good	
time	to	find	out	if	we	are	a	good	fit	for	you	
and	you	are	a	good	fit	for	us.		There	is	no	
charge	or	obligation	for	this	meeting.”

I	hope	these	5	suggestions	can	help	you	
leverage	your	next	event.		And	the	good	
news:	these	little	nuances	don’t	cost	you	
any	more	money,	but	they	can	help	you	get	
a	better	return	on	your	marketing	dollars.	

Katherine Vessenes,	JD,	CFP®,	RFC,	
president	of	Vestment	Advisors,	speaks	
nationally	to	thousands	of	advisors	every	
year,	giving	them	a	bumper	to	bumper	
system	to	break	down	barriers	and	build	up	
their	business.		

The	creator	of	the	NO-Sell	Sale(R),	she	is	
considered	the	country’s	leading	consultant	
on	building	a	multimillion-dollar	business	
(Dearborn)	and	the	country’s	best	known	
authority	on	the	legal	and	ethical	issues	of	
financial	advisors	(Bloomberg).		

Contact:  952 401 1045
katherine@vestmentadvisors.com
www.vestmentadvisors.com
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and expect this.  The prospect wants you to 
guide, counsel, inform, explain, advise, 
suggest, and recommend.  But if a prospect 
thinks you are only pushing some product or 
just trying to make another sale then you 
are not going to succeed with that prospect.    

Walton	W.	Rogers,	2009	MDRT	President	
told	the	Register,	“Mehdi	keeps	everything	
simple,	straightforward,	and	direct.		He	is	
always	quick	and	to-the-point	with	his	
clients	and	with	his	‘students’.	”		His	
‘students’	are	financial	professionals	around	
the	world.		You	can	use	Mehdi’s	fast-track	
methods	and	raise	your	production	to	
MDRT	standards	or	beyond.		Many	top	
producers	around	the	world	resulted	by	
studying	and	then	using	Mehdi’s	methods.		
His	methods	are	universally	accepted.
				
This	sales	legend	is	especially	appreciated	
for	his	generous	sharing	of	the	knowledge	
and	skill	that	has	resulted	from	his	renowned	
60-plus	years	of	experience.		He	began	his	
career	as	a	debit	agent	in	the	often	
dangerous	and	infamous	New	York	slum	
area	known	as	Hell’s	Kitchen.

After	continuous	extensive	interviews	with	
Mehdi Fakharzadeh,	the	IARFC	Press	
documented	over	200	proven	methods	that	
Mehdi	uses	effectively	during	today’s	tough	
economic	times	where	most	all	markets	are	
depressed.		He	explains	how	you	can	also	
use	his	methods	to	advance	your	practice,	
serve	more	clients,	and	improve	your	sales.		
The	following	brief	content	is	summarized	
from	the	IARFC	book	Mehdi’s	Fast-Track 
Sales Workbook	now	available	to	IARFC	
members	at	a	discounted	price.		(See	
ordering	details	if	you	would	like	to	obtain	
and	use	Mehdi’s	powerful	methods).		Mehdi	
explains	how	to	customize	each	of	these	so	
they	will	all	be	most	effective	for	you.	

Money In Your Bank Account

Don’t overlook the importance of product 
knowledge.  I have made, and continue to 
make, many sales simply because I have 
product benefit knowledge.  These sales 
were ‘given to me.’  I did not have to work 

hard for these sales.  Often little work was 
involved.  Some people, when they agree 
to see you, are already interested and they 
simply want accurate and complete product 
knowledge.  Can you acquire and maintain 
accurate and complete product knowledge 
that is always up-to-date?
 
This becomes a part of your specialty 
knowledge.  This helps make you valuable 
to your clients and prospects.  You also 
need to know the key facts about products 
that you do not sell.  Never attempt to fake 
product knowledge. Don’t try to get-by with 
limited product knowledge.  If you are not 
the expert then who is?  I have known many 
sales people who faked product knowledge 
or had only limited product knowledge.  
Every top producer I have known always 
had complete product knowledge.			

Phil Calandra,	RFC®	Co-founder	and	CEO	of	
Calandra	Financial	Group,	LLC	in	Atlanta,	
Georgia.		Phil	is	a	6	year	MDRT	member,	with	
4	Top	of	the	Table	and	1	Court	of	the	Table	
qualifications.		He	has	authored	numerous	
articles	and	White	Papers	published	
throughout	the	financial	press.		Phil	and	his	
wife/partner	Jennifer	Calandra	host	Financial	
Straight	Talk	on	WCFO	1160	AM	in	Atlanta.		

Contact:  678 218 5925
phil@calandrafinancialgroup.com
www.calandrafinancialgroup.com

Eighty-nine	year	old	Mehdi Fakharzadeh, 
RFC®,	is	a	beloved	and	“very-very	active”	
MDRT	and	IARFC	hero.		Plus,	he	is	a	multi	
award-winning	financial	services	leader!		He	
walks	to	his	office	daily,	drives	in	big-city	
traffic,	exercises	regularly,	and	travels	
internationally	teaching	others	how	to	use	
his	methods	that	have	made	many	millions.		
“Mister	Mehdi”	is	famous	for	being	one	of	
the	world’s	most	successful	financial	
professionals	for	over	30	consecutive	years.		

After	the	death	of	his	close	friend,	Ben 
Feldman,	who	was	formerly	the	world’s	
greatest	living	insurance	sales	producer,	
“Mister	Mehdi”	repositioned	himself	from	
insurance	agent	to	financial	planner	and	
advanced	to	become	the	recognized	
world-wide	sales	champion.		

According	to	the	Pacific-Rim	Speakers	
Association,	“The	sales	master	Mehdi	
Fakharzadeh	is	also	the	reigning	‘most	
booked	financial	speaker’	worldwide,	and	
has	repeatedly	spoken	in	47	countries.”

Mehdi	is	equally	beloved,	trusted,	and	
welcomed	by	his	clients.		“Mister	Mehdi”	
has	long-term	relationships	with	his	clients.		
For	many	of	his	clients	he	is	considered	to	
be	part	of	the	family.		He	even	still	serves	
clients	he	acquired	during	his	first	year	as	an	
insurance	agent.

Mehdi	says,

My clients are intelligent people.  Seek 
intelligent people for your prospects.  
Always be on the lookout for intelligent 
people because they care, reason, and 
think.  Not one intelligent person on this 
earth appreciates sales pressure, fear 
tactics, or incomplete disclosure.  They want 
to trust you.  They feel entitled to 
reasonable time to be sufficiently informed 
and to consider the facts and their options 
before making a decision.  They want to be 
properly informed by a qualified person.  

It is OK if you take control and move the 
process along but you can only do this if you 
are trusted.  Many prospects appreciate this 

Mehdi’s Methods
for Record Sales
Don’t Forget Your Product Knowledge

Phil Calandra, RFC®



Page 18 The Register  |  May 2011

Bill Nelson, RFC®

Why have some advisors 
increased their production  
of  Variable Universal Life by  
as much as ten-fold?

Would you benefit from  
learning new techniques  
to gather a steady flow of  
new affluent clients?

Could you use a few extra  
dollars of personal income  
(say $100,000) next year?

Enroll in Bill Nelson’s LIFE 
School and find out how he 
sold a billion dollars of 
permanent life insurance — 
in 15 months!

937 506 4088
billn@nelsonlearninginstitute.com

We	are	attracted	to	real,	authentic		
marketing	and	portrayals	of	what	you		
do	and	who	you	are.		So,	take	out	the	
perfect-ness	to	your	marketing	and	replace	
it	with	you.		Create	a	blog	with	your		
words,	use	real	pictures,	create	a	video.		
Show	them	the	real	you.		You	may	be	
surprised	at	how	much	more	attractive	you	
are	—	without	any	of	the	fluff!			

Maribeth Kuzmeski,	MBA,	RFC®	is	
the	President	of	the	consulting	firm,		
Red	Zone	Marketing,	founded	in	1994.		
Maribeth	and	her	firm	personally	consult	
some	of	the	nation’s	top	producing		
agents	and	advisors.		She	has	written		
5	books	including	the	new	bestseller,		
…And The Clients Went Wild!	(Wiley,	
2010)	and	The Connectors	(Wiley,	2009).		
She	has	spoken	at	the	Million	Dollar		
Round	Table	and	has	created	many	
marketing	initiatives	for	broker	dealers,	
mutual	fund	and	insurance	companies.		
Maribeth	is	also	a	media	contributor	
appearing	on	Fox,	ABC	News,	NBC,	The 
Wall Street Journal,	The New York Times,	
Entrepreneur	and	Forbes.		
	
Contact:  847 367 4066
info@RedZoneMarketing.com
www.RedZoneMarketing.com

I’ve	been	trying	for	years	to	determine		
why	some	marketing,	in	general,	is		
simply	not	effective.	In	fact,	sometimes	
marketing	has	the	exact	opposite	effect		
than	what	is	desired.		Case	in	point	—	the	
company	brochure.		Some	firms	work	for	
hours,	days,	and	months	to	create	the	
perfect	brochure	with	the	best	writing	and	
layout.		Yet	later	they	discover	that	they	
could	have	inserted	a	swear	word	inside	
without	a	single	person	noticing	(I	don’t	
actually	recommend	trying	such	a	thing	
though).		Why	don’t	they	bother	reading	this	
piece	that	you	poured	your	creative	blood,	
sweat,	and	tears	into?

The	objective	of	most	marketing	collateral	is	
to	present	a	distinctive	company	filled	with	
unique	benefits	that	a	customer	needs	and	
wants.		Ultimately,	the	goal	is	to	have	a	
brochure	so	compelling	in	nature	that	
people	read	through	it	and	then	decide		
they	HAVE	to	do	business	with	the	firm!			
But	the	reality	is,	people	aren’t	reading		
most	brochures	(or	other	marketing	
materials,	for	that	matter)	because	they	
know	exactly	why	it	is	being	presented	to	
them.		To	“sell”	them.

A	brochure	or	even	your	website,	filled	with	
perfectly	created	marketing	phrases	and	
pictures	of	models	and	ocean	waves	hitting	
the	shore,	certainly	are	aesthetically	
pleasing.		But	in	order	to	compel	people	to	
read	your	brochure	and	find	out	more	about	
your	firm,	your	message	must	sound	and	be	
authentic.		That	is	truly	attractive.	Marketing	
today	should	be…

…	as	authentic	as	you	are.		The	words		
you	use	should	be	the	words	your		
clients	and	prospects	would	use	to		
describe	their	challenges,	solutions	and	
benefits.	Not	perfect	words	and	perfect	
pictures.		People	want	to	work	with	
someone	they	are	comfortable	with,	
someone	they	can	trust.	In	sales,	less	of		
the	pitch	and	more	of	the	informal	
conversational	approach	has	proven	to		
be	more	successful.		And	that’s	what	we	
need	more	of	today.

Why Nobody Reads 
Your Brochure

(or any other marketing materials)

Maribeth Kuzmeski, MBA, RFC®
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LET OUR STRENGTHS BE YOUR ADVANTAGE.

Compete,  
Don’t Compare

However,	it	is	easy	to	become	distracted	by	
titles	and	designations.		Your	sale	is	first	trust	
and	capacity.		Make	this	sale,	and	on-going	
success	is	very	likely	in	fact	it	is	assured!

What are your Goals?

Many	persons	have	the	mistaken	notion	
that	success	is	the	achievement	of	a	
particular	income	or	net	worth.		Those	are	
only	tracking	tools,	measuring	devices.

Each	of	us	measures	success	differently.		
However,	we	can	all	agree	that	success	today	
isn’t	measured	by	what	we	have	earned.		It’s	
measured	by	what	we	are,	compared	to	
what	we	could	be.		In	other	words,	measure 
your individual success by comparing it to 
your real potential — your best self.

For	example	if	your	goal	is	to	acquire	two	
new	high,	level	clients	every	month,	then	
your	practice	will	grow	exponentially.		Sure,	
you	will	acquire	some	smaller	clients,	and	
some	of	them	might	later	turn	out	to	
become	more	substantial	customers,	with	
your	help.		But	you	must	master	those	“sales	
skills”	in	presenting	your	self	effectively.

Before	your	next	sales	call	remind	yourself	
of	who	you	are	—	and	because	of	your	
careful	preparation	and	professional	
presentation,	you	will	present	yourself	—		
at	your	best!			

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
wmoore@kbigroup.com
www.KBIGroup.com

The	greatest	freestyle	swimmer	of	all	time,	
Janet	Evans,	owns	45	National	Titles,	four	
Olympic	gold	medals	and	three	world	
records.		Just	before	the	race	for	Olympic	
qualification	on	the	Atlanta	Team	her	coach,	
Mark	Schubert,	pulled	her	aside.	Coach	
Schubert	said	to	her,	“Don’t forget who 
you are.”

At	the	U.S.	Olympic	Trials,	Evans	was	
surrounded	by	younger	and	perhaps	
hungrier	swimmers.		One	of	these	young	
competitors	even	said	she	thought	the	
24-year-old	Evans	was	scared	of	the	other	
competition.		So	as	Evans	walked	to	the	
starting	blocks	for	the	400-meter	freestyle,	
her	coach	took	just	a	moment	to	remind	his	
swimmer	of	her	credentials.		Don’t	forget	
who	you	are	—	compete,	but	don’t	compare!

Janet	Evans	went	out	and	made	her	third	
Olympic	team,	winning	the	400-meter	
freestyle	in	splendid	fashion.		Janet Evans, 
with Coach Schubert’s help, learned that 
winning means excelling at being you. 

The	former	Cleveland	Browns’	All-Pro,		
Bill	Glass,	often	says	to	his	audiences,		
“Be	yourself,	but	learn	to	be	your	best 
self.		Don’t	use	being	yourself	(or	your	
family	background,	education	or	prior	job	
experience)	as	an	excuse	for	laziness	or	
mediocrity.		Be	what	you	ought to be, what 
you can be.		Stretch	toward	what	you	are	
created	to	be	and	in	the	stretching,	you’re	
certain	to	become	a	better	and	more	
effective	person.”

We Are All Sales Persons!

Regardless	of	whether	you	call	yourself	an	
“investment	advisor”	a	“financial	planner”	or	
a	“financial	consultant”	—	remember	that	
you	must acquire new clients.		You	must	
convince	someone	that	you	have	the	
capacity	and	concern	to	help	guide	them	in	
financial	decisions.		This	requires	that	you	
must	first	acquire	them	as	a	client.		This	is	a	
sale!		It	is	just	that	you	are	selling yourself	
first	—	not	a	product.		Products	come	after	
the	fact	finding,	analysis	and	report	
preparation.		No	client,	no	product	sales!

When	you	have	acquired	the	client,	then	all	
the	product	all	placement	will	go	to	you.		
Everyone	in	financial	services	knows	that.		

Dr. William L. Moore, Sr., CLU, ChFC, RFC®
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a	cancer.		For	instance,	chronically	allowing	
the	US	to	live	tens	of	trillions	of	dollars	
beyond	its	means	(national	debt	currently	
exceeds	$14	trillion)	allows	for	a	
disproportionate	demand	to	consume	a	
disproportionate	portion	of	the	world’s	
resources	and	production	capacity.		The	
result	is	an	increase	in	prices	everywhere.		

Because	demand	is	fueled	with	debt	and	is	
therefore	less	profitable,	manufacturers		
have	responded	by	lowering	living	standards	
through	lower	real	wages,	less	benefits,		
and	less	satisfaction.		This	new	bare	bones	
approach	has	led	to	higher	structural	
unemployment.		Fewer	jobs,	higher	inflation,	
and	oppressive	governmental	wealth	
confiscation	have	prompted	citizens	to	take	
to	the	streets	to	demand	regime	changes.		

While	governments	may	make	concessions	
and	individuals	may	rotate	through	the	
positions	of	leadership,	the	banking	
hierarchy	that	caused	the	economic	calamity	
in	the	first	place	will	not	change.		It	will	
stand	and	fight	through	its	central	bank	
oppression	and	it	will	use	whatever	force	is	
necessary	to	maintain	control.		Nothing	will	
change	and	the	banks	that	benefit	from	a	
rising	stock	market	will	flourish.		

Central Banks Rule

The	U.S.	stock	market	is	completely	run		
by	the	Federal	Reserve.		The	stock	indices	
have	been	in	rally	mode,	but	traders	
complain	about	weak	volume.		Weak	
volume	could	be	a	result	of	high	frequency	
trading	efforts	on	the	part	of	hedge	funds	
and	investment	bankers.		They	stuff	the		
‘bid’	side	of	the	trade	with	voluminous	
orders	to	drive	the	price	of	a	stock	higher	
only	to	cancel	the	orders	before	execution.		
Again,	this	is	designed	to	drive	the	indices	
higher.		Don’t	try	this	on	your	own.		It	is	
illegal.		But,	banks	have	a	different	set	of	
rules	and	laws	than	the	rest	of	us.		Besides,	
it	makes	the	stock	market	go	up.		Don’t	
worry	about	the	lack	of	volume.				

Bank and Governments are Linked

Central	banks	only	work	for	the	benefit	of	
their	shill	banks	and	their	host	governments.		
By	confiscating	wealth	through	taxation,	
legislation,	and	inflation,	the	central	bank	
has	drawn	a	line	in	the	sand	in	that	it		
is	a	constant	threat	to	the	citizenry.		Further,	

as	long	as	government	and	banks	thrive,		
the	central	bank	has	no	concern	for	the	
average	citizen.		When	asked	in	early	
February,	2011	at	the	Press	Club	whether		
or	not	he	felt	somewhat	responsible	for		
the	civil	unrest	throughout	the	world	due		
to	the	sudden	acceleration	of	inflation,		
Ben	Bernanke	responded	that	he	did		
not.		He	pointed	out	that	while	Egypt		
was	in	the	13th	day	of	rioting,	they	
purchased	their	goods	in	Egyptian	Pounds	
and	not	US	dollars.		

The	extraordinary	arrogance	towards,	and	
utter	contempt	for,	the	average	citizen	was	
clear.		He	had	his.		The	banks	had	theirs.		
Banking	CEOs	throughout	the	world	were	
enjoying	lavish	bonuses.		Wall	Street	
executives	were	enjoying	record	bonuses.		
Why	on	earth	were	citizens	so	upset	to	
demand	regime	change?		No	worries.		You	
can	change	the	regimes	but	if	you	don’t	
severe	the	choke	leash	that	controls	the	
regime,	there	will	be	no	change.		

The	central	bank	(i.e.	Federal	Reserve)	
wants	to	ignore	the	fact	that	commodities		
all	over	the	world	are	priced	in	US	dollars.		
Specifically,	oil	is	still	predominantly		
priced	in	US	dollars.		Inflationary	policies	
from	the	Fed	drive	up	prices	everywhere.		
Mr.	Bernanke	went	on	to	say	that	inflation		
in	countries	like	Egypt	were	more	of	a	
symptom	of	emerging	market	demand.		

As	reported	in	the	article	posted	at	http://
bikyamasr.com/wordpress/?p=12424,	the	
Egyptian	government	estimates	that	the	
average	Egyptian	makes	$60	(US	
equivalent)	per	week.		Further,	the	author	of	
the	article,	Mohamed	Abdel	Salam	cites	
reports	that	say	‘the	vast	majority	of	
Egyptians	live	on	less	than	$2	(US)	dollars	
per	day’.		Given	the	truth,	it	is	hard	to	
imagine	how	such	very	poor	people	could	
exert	very	much	actual	economic	demand	
to	fuel	inflation.		The	Fed	is	intentionally	
engaging	in	mendacious	prevarication.		
Since	Fed	actions	only	have	positive	results	
and	never	negative	ramifications,	the	stock	
indices	can	grow	to	the	sky!

Government/Bank Bailouts Continue

Taxpayers	are	paying	for	‘quantitative	easing’	
and	every	other	bank	bailout	the	Fed	
initiates.		QE2	is	the	Fed’s	program	to	buy	
$600	billion	in	Treasuries	and	$300	billion	

As	investors,	we	have	a	lot	on	our	plate.		
The	world	is	trying	to	recover	from	the	worst	
recession	since	the	Great	Depression.		
Many	sovereign	states	are	on	the	verge	of	
financial	collapse.		The	world	is	awash	in	
debt.		Central	banks	are	exercising	more	
and	more	power.		And	worst	of	all,	our	
cable	TV	bills	keep	going	up!		What	follows	
is	a	brief	survival	guide	for	investors	for	the	
year	2011.

Citizen Unrest

Unrest	among	the	Citizens	is	boiling	up		
and	trust	in	government	is	waning.		
Hallelujah!	Some	of	the	geniuses	that		
wrote	the	bylaws	of	the	US,	like	Thomas	
Jefferson,	told	us	to	never	trust	the	
government.		From	Tea	Party	formations	in	
the	US	to	riots	in	the	streets	of	Cairo,	
disenchantment	with	government	is	spurring	
populous	unrest.		Since	all	governments	are	
very	much	useless	bureaucratic	bastions	of	
ineptitude,	they	rarely	generate	economic	
solutions	to	anything.		Yet,	their	goal	is	to	
stay	in	power.		To	do	so,	they	have	to	keep	
the	populous	fooled.		

Governments	lie	to	stay	in	power.		Bad	
economic	conditions	require	solutions		
that	government	cannot	provide.		Therefore,	
they	appease	the	electorate	with	legislative	
efforts	and	lie	about	the	results.		What		
we	are	witnessing	in	early	2011	is	the	
realization	that	government	is	more	of	the	
problem	than	solution.		This	power	struggle	
is	likely	to	dominate	our	news	for	some	
time	to	come.		Governments	will	respond	
as	governments	always	respond.		They	will	
try	to	throw	some	more	money	at	the	
economy	to	calm	the	masses.		They	figure	
that	no	one	understands	debt	and	fiat	
money	is	worthless	anyway.		The	stock	
markets	will	benefit	from	that	action.		

Don’t Threaten Banks

Populous	unrest	will	only	be	tolerated		
as	long	as	it	doesn’t	threaten	the	banks.			
We	have	seen	riotous	activity	throughout	
the	world	spurred	on	in	large	part		
from	the	effects	of	inflation	relative	to	
economic	counterbalance.		As	discussed,	
bailing	out	western	banks	has	a	
consequence.		That	consequence	is	
inflation.		In	a	global	economy,	inflation	
does	not	live	in	a	confined	geographic	
region.		Once	unleashed,	it	spreads	like		

New Era Survival Guide for Investors
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some	statistic,	just	quit	reading.		What	
follows	will	be	a	lie.		

For	instance,	in	February	of	2011,	the	
government	released	the	January	
employment	data.		They	claim	that		
payrolls	only	rose	by	36,000,	manufacturing	
gains	were	the	best	since	1998	at		
plus	49,000	(the	discrepancy	between		
the	two	was	supposedly	due	to	a	drop	in	
the	Birth/	Death	ratio),	and	unemployment	
dropped	from	9.4%	to	9%.		The	
unemployment	rate	drop	was	attributed		
to	labor	force	participation	dropping	to	a	
26-year	low.		Logically,	one	would	assume	
that	if	manufacturing	truly	added	49,000	
new	jobs,	there	would	have	been	a	lot	
more	people	in	the	labor	force	looking	for	
those	jobs.		

Another	case	in	point	is	the	current	global	
colding	that	is	underway	in	our	climate.		
Temperatures	in	our	local	area	have	been,	
and	remain,	some	10	to	20	degrees	below	
normal.		Snow	seems	to	be	a	weekly	event	
whereas	in	the	past,	it	was	unseen	for	years	
at	a	time.		The	government	wants	to	‘sell’	us	
on	‘global	warming’	so	they	can	raise	taxes	
for	contributors	to	the	process.		And,	they	
say	that	periods	of	global colding are due 
to the global warming.		

Armed	with	about	100	years	of	data		
on	a	planet	that	is	4.5	billion	years	old,		
the	government	is	determined	to	sell		
this	story.		First,	and	by	the	same	goofy	
‘warming’	logic,	why	can’t	periods	of		
global	warming	therefore	be	due	to	the	
overall	global	colding?		Second,	it	seems		
to	me	that	every	period	in	the	history		
of	the	Earth	that	imperiled	the	survival	of	
plants	and	animals	was	due	to	a	global	
colding	event	and	not	a	global	warming	
event.		It	seems	that	government	simply	
tries	to	confuse	its	citizenry	to	the	point	
where	they	can’t	think	and	they	can’t	
discern	the	truth.		These	reports	also	blame	
bad	weather	in	January.		Don’t	we	always	
experience	bad	weather	in	January	in	the	
Northern	Hemisphere?		Confusing	data	is	
good	for	the	stock	indices.

Productivity Will Suffer

Productivity	has	to	be	sacrificed	to	benefit	
the	unproductive.		Thus,	real	economic	
growth	will	be	negligible.		The	most	
profitable	venture	today	is	lending.		If	a	bank	
wants	to	build	a	new	high-rise	tower,	they	
hire	a	construction	company	with	a	shovel.		
The	construction	company	has	to	borrow	
the	money	from	the	bank	to	buy	the	shovel.		
The	bank	creates	the	money	from	the	Fed	
at	no	cost	and	charges	interest	on	the	loan.		
The	construction	company	builds	the	tower	

and	in	the	end,	the	bank	owns	new	real	
estate	and	the	construction	company	owns	
a	shovel	and	probably	some	debt.		Would	
you	rather	have	money	to	lend	or	a	shovel?		
The	shovel	produces	something	—	the	loan	
does	not.		The	bank	now	owns	more	
money	in	their	new	tower	than	the	
construction	company	that	owned	the	
shovels	that	built	the	tower.		Real	power	is	
in	lending.		

The No Default Scenario

No	one	is	going	to	be	allowed	to	default		
on	their	sovereign	debt.		The	banks	have	
issued	credit	default	swaps	tied	to	that		
debt	and	defaults	are	magnified	
exponentially	in	losses	to	the	banks.			
No	one	is	going	to	pull	out	of	the		
European	Union.		It	will	not	be	allowed.		
States	in	the	US	will	not	default.		If	he	has	
to,	Bernanke	will	buy	up	state	debt.		Credit	
default	swaps	will	be	defended	with	every	
ounce	of	ink	the	central	banks	have	in	their	
printing	presses.		The	swaps	support	credit	
and	stock	indices	depend	upon	credit.			

Pressure for Dividends

Bank	of	America	announced	it	wanted	to	
raise	its	stock	dividend.		But	first,	it	had	to	
get	approval	to	do	so	from	the	Federal	
Reserve.		There	was	a	light	bulb	burned	out	
in	the	Men’s	Room	on	the	18th	floor	of	
their	headquarters.		Before	changing	it,		
they	had	to	get	approval	and	a	purchase	
order	from	the	Federal	Reserve.		Okay,		
I	am	being	facetious	on	the	light	bulb	thing	
but	read	the	news	carefully.		We	are	now	in	
an	era	in	which	publicly	owned	companies	
are	actually	subservient	to	their	ultimate	
ruler	—	the	Federal	Reserve.		Companies,	
and	particularly	banking	companies,		
cannot	conduct	business	without	Fed	
direction	and	approval.		

I	have	read	there	is	a	new	federal	regulation	
imposed	about	every	two	hours	of	every	
day	of	the	year.		The	Code	of	Federal	
Regulation	is	over	157,000	pages	and	
growing	faster	than	the	national	debt.		(You	
can	never	read	157,000	pagers	—	since	it	
increases	in	size	faster	than	you	can	absorb	
the	basic	document.)		Is	it	surprising	that	
the	stock	market	is	now	also	completely	
controlled	by	the	Fed?		As	an	investor,	we	
have	to	anticipate	the	Fed’s	plan	for	our	
favorite	indices.		My	guess	is	the	Fed	can	
keep	the	populous	under	control	as	long	as	
the	indices	rise.		So,	the	indices	will	rise.

Awareness of the Issues

Finally,	investors	need	to	stay	engaged	to	
the	process.		The	central	banks	are	

in	mortgage	paper	from	the	big	banks.		
Some	pundits	have	worried	that	the	Fed	
could	go	bankrupt	if	all	this	paper	continues	
to	lose	value.		Nonsense.		What	is	the	Fed	
buying	all	this	paper	with?		The	answer	is	
‘not	money’.		They	create	credits	on	the	
balance	sheets	of	the	banks	so	the	banks	
can	boast	of	‘assets’.		The	credits	are	
nothing	more	than	a	promise	to	print	
money	if	someone	demands	real	
accounting.		The	money	printing	devalues	
everything	the	citizens	have	in	their	wallets	
and	therefore	becomes	a	tax	through	
inflation.		This	inflation	also	works	to	inflate	
the	stock	indices.

Fluctuations in the Market Continue

Market	‘corrections’	will	be	brief	in	duration	
and	damage.		The	Fed	will	keep	the	buy	
side	pressure	up	with	their	QE,	POMO,	and	
TOMO	programs.		If	buyers	outnumber	
sellers,	we	have	a	rally.		Buyers	get	anxious	
from	time	to	time	and	elect	to	take	some	
profits	and	sell.		Should	the	market	drop	
over	the	course	of	a	few	days,	the	PPT	
stands	ready	to	assault	the	sellers	with	
post-3	PM	buying	deluge.		The	ultimate	
message	is	‘don’t	sell’.		Don’t	sell,	don’t	
short	sell,	and	don’t	buy	put	options.		Don’t	
even	think	about	it.		The	only	way	to	sell	
economic	recovery	is	to	rally	the	stock	
indexes.		This	may	lead	to	some	artificial	
movements	that	the	average	investor	will	
miss.		For	instance,	the	indexes	are	now	
‘calendarized’.		That	means	they	may	lurch	
higher	for	certain	periods	of	the	calendar	
without	regard	to	any	fundamental	reason.		
Should	the	indices	end	a	month	on	a	
discouraging	bearish	sentiment,	the	next	
month	may	bring	forth	a	sharp	rise	on	the	
first	day	of	the	month	to	turn	the	
momentum.		Should	a	quarter	experience	a	
negative	tone	at	the	end,	the	PPT	is	likely	to	
spike	the	indices	higher	in	the	last	week	of	a	
quarter	to	ensure	that	stock	owners	receive	
a	comfortable	quarter-end	statement.		

The	same	is	true	for	the	year-end.		If	the	
opposite	were	true	and	a	strong	rally	leads	
to	the	last	week	in	a	month	or	a	quarter	or	a	
year,	the	Fed	will	likely	allow	for	some	
selling	in	the	last	week	of	the	period.		As	for	
market	news,	no	bad	news	is	as	bad	as	it	
could	have	been	and	all	good	news	is	an	
upside	surprise.		All	of	this	is	designed	to	
steer	the	indices	higher.		We	know	that	the	
top	10%	of	income	earners	in	the	US	own	
90%	of	the	stocks.		The	ruling	elite	seem	
determined	to	protect	their	supporters.

Detecting Misinformation

When	you	read	an	article	and	you		
see	the	word	‘government’	in	relation	to	
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obviously	trying	to	enrich	the	wealthy	elite	
not	through	sweat	and	toll	of	production	but	
by	stealth	and	obfuscation	necessary	for	
wealth	confiscation	and	concentration.		Our	
charge	is	to	know	the	truth	and	act	
accordingly	for	our	own	survival.		What	do	
the	wealthy	own?		Stocks	and	real	estate.		
What	will	the	central	banks	inflate?		Stocks	
and	real	estate.		

For	those	who	are	still	skeptical	by	virtue		
of	fundamentals,	consider	the	tool	of		
wealth	confiscation	—	derivatives.		Who	
promotes	and	uses	them?		The	central	
banks.		Who	profits	from	them?		The		
banks	that	issue	them?		Are	they	paid		
for	with	real	money?		Not	the	banks’		
money,	anyway.		Are	they	grounded	in	
fundamentals	of	any	kind?		No,	they	are	
ultimately	credit	driven.		Who	controls		
the	credit?		Central	banks.		When	will	the	
stock	rally	really	end?		The	answer	is		
when	all	wealth	is	finally	confiscated.			
Until	then,	the	rest	of	us	can	take		
advantage	of	the	scam	by	owning	the		
same	things	the	rich	people	own.		It	is	
imperative	for	our	survival.			

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

Contact: 704 563 2960
barry@bmfinvest.com

MINIMIZE 
REGULATORY RISKS

ENSURE COMPLIANCE 
WITH  INVESTMENT ADVISER 

REGULATIONS

FREE Initial Consultations, 
Competitive Rates,  

Flexible Payment Terms,  and  
FIVE STAR  Customer Service!

www.strategic-complianceconsulting.com 

Visit our website to request 
your consultation 

TODAY!

Strategic Compliance Consulting, LLC
7421 Douglas Boulevard, Suite N-173

Douglasville, GA 30135

Barry M. Ferguson, RFC®

http://www.strategic-complianceconsulting.com
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The	final	step	is	to	analyze	where	you	are	
today.		This	is	known	as	a	SWOT	analysis	
(Strengths,	Weaknesses,	Opportunities		
and	Threats).		By	defining	your	business,	
setting	objectives	and	completing	a	SWOT	
analysis,	you	can	now	do	an	issues	analysis	
to	identify	the	issues	that	must	be	addressed	
to	align	objectives,	systems	and	capabilities	
with	the	opportunities	and	challenges	the	
environment	provides.

C. Operational Strategies	—	The	
operational	strategies	describe	what	you		
are	going	to	do	to	realize	your	objectives	
with	the	appropriate	systems	and	
capabilities	to	take	advantage	of	market	
opportunities	and	overcome	any	challenges	
you	foresee.		The	first	step	is	to	prepare	
your	marketing plan.		The	plan	details	
what	marketing	activities	you	will	initiate	to	
build	your	brand	and	create	a	unique	
identity	in	your	chosen	market(s).		

The	next	step	is	to	prepare	your	sales plan.		
The	sales	plan	outlines	who	you	will	sell	to,	
what	you	will	sell	them	and	when	you	will		
sell	them.		

The	service plan	describes	the	service	
activities	you	will	engage	in	to	get	and	keep	
clients.		Your	service	plan	also	highlights	your	
value proposition.		

Once	you	have	completed	your	marketing,	
sales	and	service	plans,	you	can	determine	
how	to	integrate	these	activities	and	assess	
the	resources	you	will	need	to	fulfill	each	
aspect	of	your	business	plan.		At	this	point,	
you	are	in	a	position	to	prepare	your	
resource plan.		This	plan	looks	at	the	
systems	and	capabilities	you	will	need	in	
order	to	reach	your	objectives.		

The	final	step	in	the	strategy	segment	of	your	
business	plan	is	to	identify major tasks and 
potential roadblocks.		In	any	given	time	
frame,	there	will	be	a	small	number	of	tasks	
that	are	critical	to	your	business	success.		
Failure	to	focus	on	these	major	tasks	can	lead	
to	business	failure.		Finally,	the	identification	
of	potential	challenges	can	help	you	to	
anticipate	how	you	will	deal	with	these	
potential	roadblocks.

D. Financial Management	—	The	last	
part	of	the	business	plan	deals	with	the	
financial	aspects	of	your	business.		To	be	
successful	as	an	entrepreneur,	you	must		
take	the	time	to	fully	comprehend	the	
business	financials,	both	historical	and	

pro-forma.		The	business	plan	will	include	
historical	financial	information	about	the	
business,	and	a	pro-forma	analysis	to		
show	the	anticipated	revenue,	expenses		
and	profit	going	forward.

It	is	important	to	remember	that	your	
business	plan	is	a	snapshot	of	a	moving	
picture.		For	entrepreneurs,	it	is	important	to	
view	business	planning	as	an	iterative	
process.		Since	change	is	the	only	constant,	
you	need	to	schedule	time	on	an	ongoing	
basis	to	review	and	update	your	business	
plan.		In	other	words,	having	a	business	plan	
is	only	one	aspect	of	developing	and	
implementing	strategy.		

A	recent	study	of	1,000	top	investment	
advisory	firms	in	the	US	found	that	the	
executives	leading	the	firms	invest	2	½	to		
3	hours every week	focused	on	the	strategy	
for	growing	their	practice	or	business.		Yet,	in	
our	work,	we	find	most	advisors	spend	very	
little	time	on	strategy	each	week	or	month.			
It	is	little	wonder	that	many	advisors	feel		
the	effect	of	the	environment,	rather	than	
masters	of	their	own	destiny.			

Norm Trainor,	NQA,	CLU,	RFC®	is	the	
President	and	CEO	of	The	Covenant	Group,	
referred	by	many	as	“The	Business	Builder.”		
His	team	has	amassed	and	diagnosed	
research	on	top	performing	professionals,	
distilling	that	research	into	The 8 Best 
Practices & Business Builder	concepts.		

Norm	is	an	international	speaker;	the	author	
of	the	best-selling	books,	The 8 Best 
Practices of High-Performing Salespeople 
& The Entrepreneurial Journey;	and	has	
written	articles	for	various	leading	publications	
in	North	America	and	internationally.

Contact:  877 903 3878
tcg@covenantgroup.com
www.convenantgroup.com

Recently,	I	met	with	a	very	successful	
investment	advisor	who	told	me	that	his	
strategy	for	growing	his	business	was	to	get	
referrals	from	satisfied	clients	and	centers	of	
influence.		While	that	is	an	effective	method	
or	tactic	for	growing	an	advisory	practice,	it	is	
not	a	strategy.		We	define	strategy	as	the	
alignment	of	three	elements:

■			The	outputs	or	objectives	you	want	
to	achieve.	

■			The	capabilities	and	resources	you	have	
available	to	realize	your	objectives.	

■			The	opportunities	and	challenges	the	
environment	provides.	

It	is	important	to	address	each	of	these	
elements	as	you	develop	your	strategy	for	
your	business.		The articulation of your 
strategy is your business plan.		The	format	
we	use	for	business	planning	is	designed	to	
address	each	of	the	three	essential	elements	
of	strategic	planning.

Your Business Plan Consists  
of Four Interrelated Elements

A. Defining Your Business	—	In	this	part	of	
the	business	plan,	you	describe	your	Vision,	
Mission,	Values	and	Business	Opportunity.		
Your	business	plan	begins	with	a	one	or		
two	paragraph	description	of	your	vision 
statement.		It	should	clearly	articulate	
your	picture	of	the	business	and	the	
direction	in	which	you	are	taking	it.		The	
vision	statement	answers	the	question,	
“Where	are	we	going?”	The	mission 
statement	describes	your	purpose	and	
answers	the	question,	“Why	are	we	here?”		
Your	value statement	answers	the	
question,	“What	is	important	to	us?”			
Values	are	the	things	or	conditions	you	
consistently	want	to	express.		The	final	
element	in	defining	your	business	is		
the	business opportunity.		This	segment	
of	your	business	plan	addresses		
four	questions:	

	 ■			How	do	you	make	your	money?
	 ■			How	do	you	spend	your	time?		
	 ■			Who	do	you	sell	to?		
	 ■			What	do	you	sell	them?

B. Setting Objectives	—	An	objective	is	a	
specific,	measurable	result,	within	a	stated	
time	frame.		Typically,	the	objectives	include	
revenue	and	profitability.		The	starting	point	
in	setting	objectives	is	to	identify	your	
five-year	key	objectives.		Then,	you	work	
back	to	identify	your	one-year	objectives.		

What Is Strategy?

Norm Trainor, NQA, CLU, RFC®
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unexpected	events.		However,	everything	
changed	on	Thanksgiving	Day	of	2008	
when	I	lost	a	close	loved	one	and	had	to	
personally	experience	the	entire	“real	life”	
funeral	planning	process.

Very Few Families Know  
“What to Do Next”

Losing	a	close	loved	one	is,	by	far,	one	the	
most	difficult	experiences	anyone	can	face	
in	their	lifetime.		I	remember	feeling	
incredibly	helpless	as	we	went	through	this	
experience.		I	kept	saying	to	myself,	“as	a	
financial	advisor,	I	should	know	better…		
I	should	have	the	answers	to	the	many	
questions	my	family	is	asking”.		But	I	didn’t.

When	I	began	to	see	the	enormity	of	the	
situation,	how	difficult	it	is,	and	how	little		
I	really	knew…	I	realized	how	sad	it	was		
that	I	had	never	been	trained	or	educated	
on	how	to	plan	and	prepare	my	clients	for	
this	particular	situation,	much	less	my	own	
family.		And	quite	frankly,	I	am	almost	
ashamed	to	admit	this.

I	can	remember	looking	at	my	family,	and	
without	saying	one	single	word,	it	was	
clearly	obvious	that	we	all	had	the	exact	
same	questions.		And	sadly,	these	are	the	
questions	that	most	families	are	forced	to	
deal	with	every	day	when	they	lose	a	loved	
one…	such	as:

	 1.			What	do	we	do	now?
	 2.			Who	can	we	turn	to	for	credible	help	

and	advice?
	 3.			How	do	we	get	started?

Looking Back… 
What Could I Have Done Differently?

As	I	look	back,	it	was	truly	amazing	how	
strongly	our	family	came	together	and	
accomplished	so	many	things	in	such	a	
short	period	of	time…	most	of	which		
we	had	no	clue	even	how	to	begin.		And	
yet,	at	the	same	time,	I	also	remember	
feeling	frustrated	because	not	only	did	we	
lack	the	knowledge	to	deal	with	many	of	
these	challenges,	but	we	also	had	no	idea	
where	to	turn	to	for	the	help	and	answers	
we	needed.		

I	can’t	even	begin	to	tell	you	all	of	the	
funeral	planning	challenges	and	emotional	
ups	and	downs	a	family	goes	through		
as	they	work	through	things	like	planning	
the	memorial	service	details,	writing		
an	obituary,	deciding	who	to	invite	and	
notify,	coordinating	all	of	the	details	with		
the	Church,	choosing	who	will	give	a		
eulogy,	picking	out	funeral	flowers	(or	
setting	up	donations),	choosing	among		
the	many	different	cremation	urns.		
Truthfully,	I	remember	there	were	so		
many	times	when	it	just	felt	too	
overwhelming	to	handle.	

The	sad	truth	is	that	the	financial		
planning	industry	largely	overlooks	the		
fact	that	creating	an	End	of	Life	Plan		
needs to be	a	standard	and	routine	part	
of	a	comprehensive	financial	plan.	

To	prove	my	point,	as	a	financial	advisor	for	
nearly	25	years,	I	have	never	been	trained	
or	educated	on	two	of	the	most	emotionally	
and	financially	challenging	situations	a	client	
can	possibly	face	in	their	lifetime:

	 1.			Helping	them	to	prepare	their	end	of	
life	plans	and	preferences…	in	
advance…	and	before	it	is	“too	late”.

	 2.			Helping	them	understand	and	
manage	the	funeral	planning	process	
after	a	loved	one	has	passed.

The Missing Piece of Financial  
Planning — Your End of Life Plan!

The	reality	is	that	a	client	should	logically	turn	
to	their	Financial	Advisor	for	anything	that	has	
to	do	with	not	only	their	money,	but	also	the	
best	interests	of	their	family.		This	involves	a	
detailed	review	and	analysis	of	things	like	
insurance,	investments,	estate	planning,	
choosing	Wills	or	Living	Trusts,	minimizing	or	
eliminating	taxes,	college	planning,	choosing	
the	optimal	mortgage,	minimizing	debt,	
maximizing	cash	flow,	and	so	on.

The	key	point	here	is	that	as	a	financial	
advisor,	I	have	always	believed	that	the	
most	important	role	we	play	is	to	help	
protect	our	families	against	unexpected	
events	that	can	cause	major	financial	or	
emotional	challenges…	and	possibly	
irreparable	damages	or	losses.

Typically,	most	financial	advisors	accomplish	
this	protection	by	implementing	traditional	
financial	products	and	strategies	such	as	life	
insurance,	Wills	or	Living	Trusts,	disability	
insurance,	long-term	care	health	insurance,	
annuities,	car	and	home	insurance,	to	name	
a	few.		These	recommendations	can	vary,	
since	of	course,	each	family’s	situation	is	
usually	unique	and	different.	

To	be	honest,	after	25	years	in	this	business	
I	truly	considered	myself	to	be	extremely	
well-versed	in	how	to	best	protect	my	
clients	(as	well	as	my	own	family)	against	

Who REALLY Needs an End of Life Plan?
See Exactly Why This Makes PERFECT Sense… From the Heart



love,	and	I	cannot	help	but	wonder;	“Is she 
in the right place? Is she were she would 
have wanted to be?”		The	sad	truth	is	I	will	
never	know	where	“the	right	place”	is,	but	I	
do	know	that	it	inspires	me	each	and	every	
day	to	work	hard	to	make	a	difference	for	
other	families.	

Again,	please	understand	that	I	know	
nobody	likes	to	talk	about	death,	dying,	or	
end	of	life	planning.		However,	we	have	to	
face	and	accept	the	fact	that	not	only	are	
we	going	to	die	someday,	but	it	could	
actually	happen	much	sooner	than	anyone	
could	ever	imagine.		

So	my	sincere	hope	is	that	I	can	encourage	
anyone	who	is	reading	this…	every	Financial	
Advisor,	every	grandparent,	every	father	or	
mother,	every	son	or	daughter,	every	
spouse,	every	grandchild,	and	every	loved	
one	or	friend…	to	set	aside	the	time…	
MAKE	THE	TIME…	and	have	this	discussion	
with	your	family.	And	since	nobody	knows	
what	the	future	holds,	make	this	happen	
sooner	versus	later.	

Please NEVER Forget the Following:

There	is	no	such	thing	as	preparing	your	
End	of	Life	Plan	“too	soon”.		On	the	
contrary,	the	worst	thing	you	can	do	is	allow	
any	client	or	family	member	to	accept	the	
attitude	of	“I don’t need to do this now...or 
that won’t happen to me… or I can do this 
later”.		The	reason	why	is	the	absolute	
wrong	time	to	make	these	plans	is	when	it	
is	too	late.

Three	of	the	best	quotes	I	use	at	every	
opportunity	possible	are:

	 1.			“By failing to plan… you are 
planning to fail.”

	 2.			“The difference between failure and 
success is largely determined by the 
amount of planning and preparation 
for the future.”

	 3.			“Experience is the name we give 
our mistakes… assuming we learn 
from them.”

You Can’t Go Wrong:

By	creating	an	end	of	life	plan	in	advance,	
there	are	very	few	things	that	can	provide	
more	meaningful	benefits	than	from	this	
selfless	act	of	love.		Two	of	the	many	
benefits	are:

	 1.			Peace of mind	—	You	and	your	
clients	can	sleep	better	at	night	
knowing	that	you	have	completed	
this	all-important	plan,	and	that	their	
family	and	loved	ones	will	be	forever	

grateful.		This	is	the	true	definition	of	
a	win-win	situation.

	 2.			Full control over how you are to be 
remembered	—	Knowing	this	will	be	
a	time	of	great	loss	for	so	many	
loved	ones,	you	and	your	clients	will	
be	remembered	for	showing	how	
much	you	cared	by	sacrificing	the	
time	to	do	something	very	special…	
and	easing	the	burden	when	it	was	
needed	the	most.	

After	going	through	something	like	this,	you	
begin	to	realize	why	they	say	that	since	
every	day	we	have	is	truly	a	gift,	that’s	
exactly	why	they	call	it	“the present”.		So	
please,	take	advantage	of	“your present”	
and	build	a	plan	that	allows	your	loved	ones	
to	celebrate	your	life,	allows	you	to	show	
how	much	you	care,	and	allows	everyone	to	
enjoy	all	of	the	wonderful	memories	they	
were	able	to	share	with	you.

GET STARTED TODAY — 
Your First Step is Easy!   

Christopher P. Hill,	RFC®,	is	the	President	
and	CEO	of	a	Wealth	Management	firm,	
with	offices	located	in	Reston	and	
Woodstock,	Virginia.		Chris	started	his	career	
in	financial	services	in	1986	as	a	college	
intern	assisting	a	veteran	stockbroker.		He	
then	established	a	sales	office	for	a	national	
wealth	management	firm,	where	he	assisted	
in	portfolio	management	and	was	also	Vice	
President	of	Marketing	and	Sales.		In	2001,	
Mr.	Hill	formed	his	own	company	and	he	
has	built	an	experienced	team	specializing	
in	retirement,	tax,	and	legacy	planning.		
Securities	offered	through	The	Investment	
Center,	Inc..		Member	FINRA/SIPC

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

So May I PLEASE Offer  
Some Valuable Advice?

So	after	only	scratching	the	surface,	I	think	
so	many	people	need	to	hear	these	facts:

	 1.			There	is	nothing	more	difficult	than	
the	loss	of	a	loved	one

	 2.			Planning	a	funeral	and	memorial	
service	can	be	an	overwhelming	
process

	 3.			The	large	majority	of	families	are	
uneducated	on	the	many	details	
involved	in	planning	a	funeral

	 4.			VERY	few	families	lose	a	loved	one	
who	took	the	time	to	leave	behind	
their	final	plans	and	preferences…	or	
end	of	life	plan…	telling	them	“what	
to	do	next”

The	truth	is,	it	really	doesn’t	have	to	be	this	
way.		Yes,	we	are	talking	about	death	and	
dying.		No,	it	is	not	fun,	and	not	something	
we	like	to	even	think	about.		However,	the	
harsh	reality	is	that	some	day	you	will	die.		
So	when	you	break	it	down	to	these	simple	
facts,	you	are	left	with	two	choices:

	 1.			Do	nothing	—	and	let	your	family	add	
insult	to	injury

	 2.			Plan	in	advance	—	and	minimize	or	
eliminate	some	of	the	burden	you	
will	leave	behind

We Are All in the Same Boat

When	I	think	about	it,	I	had	countless	
opportunities	over	the	years	to	have	this	
discussion	with	family,	my	clients,	my	
friends,	and	so	many	others.		I	can	honestly	
tell	you	that	every	day	I	regret	the	fact	that	I	
not	only	failed	to	address	these	all-important	
issues,	but	also	that	I	did	not	know	how	to	
properly	plan	and	prepare,	in	advance,	for	
something	that	is	this	meaningful.

At	the	very	least,	I	should	have	encouraged	
my	entire	family	to	make	sure	each	of	us	
has	documented	some	of	the	most	
important	final	plans	and	preferences…		
in	other	words,	“what we would want to 
have happen”.		This	is	not	a	difficult	
process	either.		In	fact,	to	accomplish	this,		
all	you	need	to	do	is	take	the	time	to	
complete	what	is	commonly	referred	to	in	
the	funeral	industry	as	a	“Family	Record	
Guide”	(Note:		You	can	download	a	FREE	
copy	at	www.funeralresources.com.)

What Message Would  
I Love Everyone to Hear?

Every	day	I	look	at	a	beautiful	urn	in	my	
office.		This	urn	reminds	me	of	one	of	the	
most	amazing	people	I	will	ever	know	and	
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Software, Training and Support 
for Financial AdvisorsThe� Suite

Effectively Market and Get More Referrals
Attract More Prospects, Close More Sales

Presentation System for financial advisors that motivates the prospect to engage your services

			Dramatize	your	prospect’s	immediate	need	for	a	comprehensive	personal	financial	plan	
			Establish	the	basis	for	requiring	your	professional	help	to	create	this	plan	
			Explain	the	steps	in	the	personal	financial	planning	process	and	why	they	need	you	
			Provide	a	due	diligence	record	of	what	you	agreed	to	perform	—	and	charge
			Convey	your	offer	of	a	100%	Satisfaction	Guarantee	—	to	motivate	a	quick	decision	
			Close	the	engagement	of	your	services	on	a	profitable	plan	fee	plus	commission	basis	

Join a FREE Web Demo 
800.666.1656 x13
FinancialSoftware.com

20%
IARFC Member

Discount

Financial Planning software comprehensive financial plans, quickly and easily

			Motivate	clients	to	take	action
			Comprehensive	goal-based	
			Clear	easy	plans	in	just	minutes	
			What-if	scenario	modeling	
			Monte	Carlo	simulation
			Colorful	graphics

Financial Notebook:  
A powerful add-on component that allows  
your clients to enter their data directly —  
saving them stress, and saving you time.

CRM Software that helps you help your clients

			Now’s	the	time	to	increase	client	contact	to	show	your	commitment
			Contact	clients	quickly,	easily,	with	high-touch	contact	service
			Address	targeted	groups	of	clients	(one,	group,	or	all)
			Call	or	send	a	quick	letter	or	email	immediately	after	news	

to	keep	your	clients	focused	on	the	long	term
			Provide	the	assurance	to	your	clients	that	you	

continue	to	monitor	the	situation

Client Relationship Management (CRM),  
Comprehensive Financial Plans, Presentation system 

Builder Suite programs increase adviser profitability 
through the delivery of highly personalized, high 
touch client services.  Greater cash flow through 
better plans and more referrals.

stay	in	a	nursing	home	can	wipe	out	each	
man’s	retirement	nest-egg	and	totally	
impoverish	his	spouse	and	children.

So	here	is	the	situation:		eight	of	the	twelve	
men	statistically	will	have	to	go	into	nursing	
homes,	but	we	don’t	know	which	ones.		
However,	if	any	of	the	men	took	steps	now	to	
prepare	for	the	possibility	that	he	would	be	
one	of	the	unlucky	ones,	he	could	preserve	
his	home	and	most	of	his	money,	so	his	wife	
would	not	have	to	go	on	the	dole	and	his	
kids	could	probably	have	an	inheritance.

With	the	odds	being	so	bad	against	each	
man,	the	only	prudent	action	seems	to	be	
that	each	man	has	to	assume	he	will	be	one	
of	the	eight	and	make	proper	preparations.		
And	that’s	the	moral	of	this	story:		if	the	
odds	are	strongly	against	you,	prepare	to	be	
a	loser	so	that	you	can	turn	out	to	be	a	
winner.		As	the	old	adage	goes,	“Hope	for	
the	best,	but	prepare	for	the	worst.”			

Hal Fliegelman,	Esq.	is	President	of	
Nationwide	Elder	Service	Associates,	LLC	
(“NESA”)	of	Collegeville,	PA.		For	the	past	21	
years,	NESA	has	provided	Medicaid	Planning	
and	VA	services	to	over	800	Advisors	in	
every	state	in	the	union.		NESA’s	Team	
Concept	and	its	on-line	software	enable	
Advisors	profitably	to	offer	Medicaid	and	VA	
planning	services	to	clients	without	liability.		

Contact:  484 971 4148
halflagg@nesacares.com

Twelve	men	were	sitting	in	the	community	
clubhouse	watching	the	Super	Bowl	on	
wide-screen	TV.		All	twelve	owned	homes	in	
the	Active	Adult	Community	and	all	were	65	
or	older.		They	were	all	in	reasonably	good	
health	and	all	were	married.

The	Social	Security	Administration	says	that	
almost	70%	of	people	who	reach	age	65	
will	have	to	go	into	nursing	homes	before	
they	die.		This	means	at	least	eight	of	the	
watchers	statistically	will	wind	up	in	nursing	
homes,	but	all	twelve	were	convinced	they	
would	not	be	one	of	the	eight.

The	problem	is	that	none	of	us	knows	
which	eight	it	will	be,	when	they	will	enter,	
or	how	long	they	will	stay.		If	the	men	took	
a	vote	to	see	which	eight	would	have	to	go	
into	nursing	homes,	no	one	would	win	
because	the	choice	seems	to	be	completely	
at	random.		However,	one	thing	is	certain:		
at	a	cost	of	almost	$100,000	per	year,	a	

A Morality Story For Our Times

Hal Fliegelman, Esq.

http://www.financialsoftware.com


  Communication is critical for all 
your contacts — whether cementing 
relationships with your best clients or 
building trust and confidence  
with prospects.

  To achieve the Top of Mind 
Awareness you must employ a variety 
of materials.  Newsletters, cards, letters, 
reprints and articles like this one.

  You could research, write and fact 
check like this yourself — but isn’t 
your time more effective face to face 
with your contacts?

  You need to be their information 
source, not a reactor.

  The article is 4 pages and covers all 
the areas of concern to individuals, 
families, and business owners.

sales@FinancialSoftware.com
800 666 1656 x13

www.FinancialSoftware.com
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I	scribbled:		Sam,	I	just	read	your	recommendations	for	our	new	client	in	Fresno.		I’m	impressed,	
great	analysis.		Let	me	know	how	they	respond.	

I	signed	my	name,	wrote	Sam’s	name	on	the	envelope,	and	threw	it	into	an	over-stuffed	FedEx	
envelope	in	my	briefcase.		My	plan	was	to	throw	the	envelope	into	the	FedEx	mailbox	before	I	
boarded	the	plane	for	the	long	flight	to	China.		It	was	destined	for	my	secretary	back	in	Pittsburgh.	

The	routine	had	worked	well	for	the	past	10	years.		As	my	travels	increased,	I	would	routinely	
FedEx	notes	back	to	my	home	office.		I	noticed	that	most	of	the	other	guys	in	the	first-class	
lounge	were	checking	blackberries	and	barking	orders	into	their	cell	phones.		I	seemed	to	be	the	
only	guy	actually	using	a	pen	and	paper.	

I’m	old-fashioned.		In	a	world	of	e-mail,	voice	mail,	texting	and	social	media,	I	still	believed	in	
sending	a	personal	note	to	my	employees.		It	was	my	way	of	showing	that	I	appreciated	a	job	
well	done.	

I’m	not	asking	for	some	award	as	CEO	of	the	year	for	this	personal	touch,	but	I	never	thought	it	
would	get	me	into	trouble.		But	it	has.	

As	a	matter	of	fact,	I	was	scribbling	my	last	note.		I	had	promised	our	HR	director	—	no	more.		He	
told	me	discrimination	charges	had	been	filed	against	me.		Why?		Apparently,	I	was	ignoring	some	
of	the	older	employees.		One	had	filed	an	age	discrimination	complaint.		He	said	I	favored	
younger	employees	in	my	writing	of	personal	notes.	

As	part	of	the	legal	suit	my	office	had	to	reconstruct	the	last	five	years	of	personal	notes	that	I	had	
sent.		I	had	no	idea	how	many	or	to	whom,	but	my	secretary,	ever	the	obsessive	compulsive	
type,	had	actually	photocopied	each	note	before	she	put	them	in	the	inter-office	mail.		So	here	
was	the	record:		Of	the	613	thank	you	notes	I	had	written,	a	whopping	92	percent	were	to	
employees	under	the	age	of	35.	

Of	course,	it	was	my	way	of	absorbing	new	employees	into	the	organization.		The	older	guys,	for	
the	most	part,	had	been	with	us	for	years.		They	didn’t	need	the	feedback,	or	so	I	thought.	

Our	legal	team	had	negotiated	a	settlement.		I	promised	to	track	all	thank	you	notes	I	sent	for	the	
next	two	years.		I	had	to	report	to	the	Equal	Employment	Opportunity	Commission	the	
distribution	of	my	thank	you	notes,	by	age,	sex,	national	origin,	and	physical	handicap.	

From	now	on,	every	note	of	appreciation	would	be	documented.		Each	draft	would	reviewed	by	
the	HR	director	for	any	inappropriate	language	(my	bawdy	humor	was	verboten)	and	to	identify	
any	statistical	variance	from	the	norm	—	whatever	to	norm	was.	

I	promised	a	good	faith	effort	to	increase	my	complimentary	notes	to	employees	from	under-
represented	groups,	especially	those	folks	over	50.		The	HR	guy	began	sending	me	names	of	
people	that	should	be	receiving	my	coveted	personal	thank	you’s.	

But	now	I	had	a	problem,	I	just	couldn’t	think	of	anything	nice	to	say	to	these	people.		I	tried	
writing	them,	but	the	words	didn’t	come	naturally.		“No	problem,”	the	HR	director	said.		He	sent	
me	a	software	package	that	he	personally	developed.		It	gave	me	23	different	types	of	thank	
you’s	to	choose	from.	

It	is	now	a	year	later.		I’ve	written	very	few	notes.		The	bad	news:		we	have	a	higher	employee-
turnover	rate.		Employees	are	leaving	because	they	feel	no	personal	connection	to	the	
organization	and	me.		The	good	news:		No	more	lawsuits,	and	my	HR	director	won	an	award	for	
his	software	program.	

I	don’t	plan	on	sending	him	a	congratulatory	note.			

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

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

Business Mirrors Life
Sending Thank You Notes Can Get You In Trouble With the Law
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Fee Range or Basis:
Planning Fee of $1,200 to $6,000 - depending on the complexity of estate holdings and business interests. (See 
Statement of Services)

Qualifications:
Centre College of Kentucky and University of Louisville School of Law, plus having served as instructor for many 
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development. FPC pioneered in the development of planning software and the construction of plans for corporate 
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private conferences with each employee and spouse to help them effectively use company benefits and coordinate 
them with other holdings to assure financial independence. Since 1999 we have focused entirely on the training 
and support of financial advisors through the continued development of the Plan Builder and Practice Builder 
professional software programs. Because our services no longer involve the direct sale of financial products or the 
preparation of comprehensive plans, we have assisted clients in obtaining professional services, insurance 
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IARFC and travels across the world establishing RFC Courses and lecturing to financial advisors.) 
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International Association of Registered Financial Consultants
Financial Planning Building - 2507 North Verity Parkway
P.O. Box 42506 - Middletown, Ohio 45042

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

Charge Non-Investment Fees   •   Sell Giant Insurance Policies 
Diversify Your Practice Revenue   •   Acquire New Affluent Clients

Develop a New Market
Fee-Based Planning for Business Clients

What’s In It For You?

Leading financial consultants and Top of  the Table insurance producers have long 
recognized that the solution is to GO WHERE THE MONEY IS! 

The more successful the business, the greater the need for objective assistance from a 
third party advisor — LIKE YOU!

Acquire All The Tools

PowerPoint presentation, fact finder, letters, agendas, checklists, forms, 
motivating articles and plan text.

You also receive easy-to-use calculation software that  
motivates business owners to immediate action.

Charlotte, NC (HB Financial Resources)  –  Thursday, April 21, 9am – 5pm 

Marketing

Approach local businesses using tested letters, articles, 
sample plans, certificates, agreements and a proven 
professional presentation system.

Rehearsal

Practice the initial presentation, business evaluation and 
funding analysis — so you can commence immediately, 
using the specimen engagement agreement.

Ed Morrow, CLU, ChFC, CFP®, RFC®

Chairman & CEO of IARFC

As a financial advisor Ed used these concepts to  
acquire long term clients, charge Non-RIA fees and  
sell millions of  life insurance.

This workshop will prepare and motivate you now  
to provide succession funding, estate planning  
and debt cancellation insurance for the most  
profitable class of  clients — business owners!

Instructor

SPECIAL ONE-DAY WORKSHOP Contact us for 
more dates.




