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Greetings!

Prepare for one of the most exciting and luxurious IARFC cruises in recent memory.  Our 
departure port is the City of Romance — Venice, Italy.  Each port opens to even greater 
wonders:  Bari, Italy; Katakolon, (Olympia, Greece); Izmir (Ephesus), Turkey; Istanbul, Turkey; 
and Dubrovnik, Croatia.  Our home for this fabulous journey is a very new ship, MSC Divina.

The “Berlitz Complete Guide to Cruising” rates MSC Luxury Cruise Liners as ‘excellent.’   
In addition to being rated the ‘cleanest’ of all major cruise lines, the food review section  
compliments MSC Cruises for the introduction of the Italian “slow food” concept, specialty 
restaurants on its newest ships.

 Pricing for this amazing week:  1st/2nd passenger 3rd/4th 
 Category 1-3 (Inside Cabin)  $  849.00  499.00 
 Category 4-5 (Ocean View)  $ 949.00  499.00 
 Category 6-8 (Balcony Standard)  $1219.00  499.00
 Category 9-11 (Balcony Superior) $1279.00  499.00 

Not included in this price are government taxes, $24.09 subject to change, which will be added.  
Final Payment will be due January 31, 2013.

Children or grandchildren 11 & younger are FREE.  Age 12 to 17 are charged $159child.   
Plus tax.

Deposit:  A reduced deposit of $100 is available to IARFC CE @ SEA™ attendees for a limited 
period.  Book before July 31, 2012.  As an incentive for early bookings, MSC Cruises is 
offering up to a 2 category upgrade.  Payment by credit card is preferred.  For payment by 
check, the check should be made to Bainbridge Travel.

E-mail Leonard Passmore at mpassmore@bainbridgetravel.com or call him at 423.676.2069.

Warm regards, 

Starr Morrow, IARFC, CE @ SEA™ Director

IARFC Cruise Conference
Venice, Italy to the  

Divine Mediterranean
™

May 25 – June 1, 2013
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Register Letters
We welcome all your comments, suggestions, ideas and articles. 
Please direct correspondence  
to: editor@iarfc.org. Letters may be edited  
for length and clarity.

Article Commentary:  “A Smart Income Tax 
Reductions Strategy”, Register, Vol. 13 Issue 5

____________________________

Roccy DeFrancesco, Jr., JD, CWPP™, 
CAPP™, CMP™:

Lew Nason’s comment at the end of the 
article, “A Smart Income Tax Reduction 
Strategy” is not only wrong, it’s dangerous.

He stated:  “Consider, isn’t that the  
premise behind any successful business? 
They borrow money to invest in their 
business at a competitive interest rate and 
then they write off that interest on their 
income taxes each year.  If you could  
use the same premise with your home 
mortgage interest and make more money 
on your money than it’s costing you, how 
much would you borrow?  Let’s free up 
those lazy, idle dollars, that are trapped in 
your home.”

There is no other way to read the above 
than to come to the conclusion that you can 
borrow money on your home to invest and 
where Lew will want to invest it is cash 
value life insurance.  This is strictly forbidden 
by the tax code.

I wrote a book on this subject and the 
following is the IRS Code 264(a) General 
rule.  “No deduction shall be allowed for — 

(2) Any amount paid or accrued on 
indebtedness incurred or continued to 
purchase or carry a single premium life 
insurance, endowment, or annuity contract.

(3) Except as provided in subsection (d), 
any amount paid or accrued on 
indebtedness incurred or continued to 
purchase or carry a life insurance, 
endowment, or annuity contract (other than 
a single premium contract or a contract 
treated as a single premium contract) 
pursuant to a plan of purchase which 
contemplates the systematic direct or 
indirect borrowing of part or all of the 
increases in the cash value of such contract 
(either from the insurer or otherwise).”

I was so put off by people that pitched this 
“Borrow on your home” concept that I put 
up www.www-missedfortune101.com and 
www.www-stopsittingonyourassets.com. 

“As you can see, Equity Harvesting (whether 
the interest on the loan is deductible or not) 
is very powerful.”

Roccy’s comments to the editor are 
intended to cast doubts on the validity of 
the Insurance Pro Shop’s Found Money 
Management™ concepts.  It appears from 
his website that Roccy, like us, believes in 
and promotes equity harvesting, along with 
using cash value life insurance as a tax free 
retirement supplement. 

Editor’s Note for Register readers:   
Do you advise client to accelerate debt 
repayment or use more debt to invest in 
other opportunities?  Is this position affected 
by current interest rates, market conditions 
or the political posture of the country?

I believe Lew’s Found Money Management 
platform is all geared around finding money 
to fund cash value life.  In the context of 
borrowing money to put into cash value life, 
he is giving advisors bad advice.

____________________________

Lew Nason, RFC®:

I agree with Roccy DeFrancesco that under 
certain circumstance that the interest on a 
home mortgage loan or equity line of credit 
may not be deductible. (IRS Publication 
936).  However, please note that our article 
is simply a quick overview of the overall 
equity management concepts. It’s not about 
how to use home equity in a cash value life 
insurance policy or how to get an income 
tax write-off. In fact the article is about why 
you may want to look at mortgage interest 
in a more positive light. 

The actual strategy that we believe in is  
that instead of borrowing home equity  
to over fund a cash value life insurance 
policy, you borrow enough home equity to 
pay off all existing credit card loans, car 
loans, etc. Then you use those freed up 
monthly payments, from the loans, to  
over fund a cash value life insurance  
policy up to the MEC guidelines.  In most 
cases the interest on the equity loans is  
tax deductible, up to the IRS guidelines.  
(IRS Publication 936)

Here’s what Roccy states on his website…

“Section 264(a)3 states that if you borrow 
money to reposition into a cash value life 
insurance policy with contemplation of 
borrowing from it (classed Equity 
Harvesting), NONE of the interest is 
deductible. (There are exceptions to 
264(a)3, but they are narrow and are not 
discussed at all in MF101.)” This is Roccy’s 
interpretation of the tax code and he has 
added words that are not in the actual tax 
code.  Plus, he doesn’t discuss the 
exceptions.  Additionally Roccy states…  
“The tool of choice to help clients build 
wealth in a tax favorable through Equity 
Harvesting is cash value life insurance. With 
a fairly conservative life insurance illustration, 
the Smiths ended up doing approximately 
31% better with Equity Harvesting vs. doing 
nothing (if we assumed they could NOT 
write off the interest).”
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Journal of Personal 
Finance

Call for Papers

Get Involved:  We 
welcome the 
submission of 
articles from IARFC 
practitioners.  

Professional 
Articles:  The 
Journal is seeking 
articles by 
practitioners that 

may deal with the application of financial 
planning techniques, marketing and 
practice management.  

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

Contact:  Dr. Michael S. Finke    
P: 806 742 5050 x259    

E:  michael.finke@ttu.edu

www.journalofpersonalfinance.com
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CALENDAR OF EVENTS

Business Owner  
Consulting Workshop 
July 12, 2012 
Middletown, OH

IDA 9th Worldwide  
Chinese Congress  
August 9-12, 2012 
Sydney, Australia

Business Owner  
Consulting Workshop 
September 12, 2012 
Smithtown, NY

IARFC Philippines  
2012 Financial Advisors 
Forum & RFC Graduation 
September 24-25, 2012 
Macau

Business Owner  
Consulting Workshop 
October 5, 2012 
Harbor City, UT (tentative)

Business Owner  
Consulting Workshop 
October 24 - 25 2012 
Indianapolis, IN

Business Owner  
Consulting Workshop 
December 6, 2012 
Tampa, FL

IARFC Board Meeting 
February 7, 2013  
Tampa, FL

IARFC Board Meeting 
February 22, 2013  
Middletown, OH

IARFC CE @ SEA™ 
Venice Italy to the Divine 
Mediterranean  
May 25-June 1, 2013

NEW IARFC MEMBERS

Michelle K. Blair, RFC®, NY
Laura Chernova, RFC®, CA
Jeffrey D. Dattolo, RFC®, NJ
Lawrence W. Doyle General CT
Amanda W. Glover, RFC®, TX
Jim Harris, RFC®, GA
Ron W. Henley, RFC®, FL
David R. Kennedy RFC®, ON Canada 
Michael R. Kogan, RFC®, NY
James A. Mathewson, RFC®, AK
Charles M. Rebhan, RFC®, FL
Rodolfo O. Sasso, RFC®, CA
David G. Willis, RFC®, MI

Members Who  
Recommended  
New Members 

Kevin Maher, RFC®

Ed Morrow, RFC®

Jim Moss, RFC®

Ruben Ruiz, RFC®

Kelly Trevethan, RFC®

Daniel VanSkiver, RFC®

Referror of the Month 
Kelly Trevethan, RFC®

Code of 
Ethics

Where does the IARFC stand?  We 
solidly re-affirm our Code of Ethics. 
The simple, straightforward yet 
thorough Code is easily and clearly 
understood by consumers as well as 
other advisors, and it sends a strong 
message of your professionalism.

Proudly Display your Code of 
Ethics Wall Plaque in the entrance of 
your office, waiting area, or in the room 
where you meet with clients.  The 
Code of Ethics is handsomely placed 
behind clear plastic on a walnut base.  
Wall or tabletop display. 

8.5” x 13” 
(with some assembly required)

Order your  
IARFC Code of Ethics plaque

$50 plus shipping

800 532 9060
info@IARFC.org

Enhance Your 
Professional 

Image with the

IARFC Code 
of Ethics



Page 4 The Register  | July 2012

China 
www.iarfc.cn

Hong Kong 
www.iarfc-hk.org

India 
www.iarfcindia.org

Indonesia 
www.iarfcindonesia.com

Philippines 
www.iarfcphils.org

Taiwan 
www.iarfc.org.tw

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

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

513 424 6395 ext. 311

Mark Terrett, RFC® 
Operations Manager 

mark@iarfc.org 
513 424 6395 ext. 310

James Lifter, MBA, RFC® 
Education Director  

jim@iarfc.org 
513 424 6395 ext. 312

Kathleen Ourant 
International Membership Services 

kathleen@iarfc.org 
513 424 6395 ext. 301

Amy Primeau 
Domestic Membership Services 

amy@iarfc.org 
513 424 6395 ext. 307

Wendy M. Kennedy  
Executive Assistant & Managing Editor 

editor@iarfc.org 
513 424 1656 ext. 308

Susan Cappa  
Program Coordinator 

susan@iarfc.org 
513 424 1656 ext. 306

INTERNATIONAL WEBSITES

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

Asia Chair 
jeffreychiew@gmail.com

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

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

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

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

Janet Flack 
Secretary 

jan.flack@fasg.com.au

David Kippen 
Treasurer 

david.kippen@fasg.com.au

Antony Francis, RFC® 
Bermuda Chair 

diamond@ibl.bm

Choo Siak Leong, RFC® 
China Chair 

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

Zheng Senyuan 
Executive Secretary

Demetre Katsabekis  
PhD, CiC, CiM, MCSI, RFC® 

Greece Chair 
areiscon4a@gmail.com

Nick Tessaromatis  
PhD CiC, CiM, ChFCSI, RFC® 

director@eisxy.com

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

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

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

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

director@iarfc-hk.org

Alan Wan, RFC® 
Executive Director 

admin@iarfc-hk.org

Ralph Liew, RFC® 
India Chair 

ralphliew@yahoo.com

Vijay S. Wadagbalkar, RFC® 
India Deputy Chair 

vijay@intimefinance.com

Aidil Akbar Madjid, MBA, RFC® 
Indonesia Chair 

iarfc_indonesia@yahoo.com.id

Lisa Soemarto, MA, RFC® 
CEO 

lisa.soemarto@yahoo.com

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

iarfc.malaysia@gmail.com

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

Simon Khor 
iarfc.malaysia@gmail.com

Zahid Khan, RFC® 
Pakistan Chair 

askzahid@gmail.com

Ralph Liew, RFC® 
Philippines Chair 

ralphliew@yahoo.com

Grace De Vera Escobar, RFC® 
Business Development Manager 

grace.escobar@iarfcphils.org

Arlene Baguyo 
Office Assistant 

arlene_baguyo@iarfcphils.org

Serene Ng 
Singapore Admin Assistant 

serene@iarfcsg.org

Richard Wu, RFC® 
Taiwan Chair 

richard@imm.com.tw

Carrier Wang 
Customer Service Representative 

carrier.wang@imm.com.tw

Raymond Lee 
Executive Secretary 

raymond.lee@iarfc.org.tw

Preecha Swasdpeera, MPA, MM, RFC® 
Thailand Chair 

preecha_sg@yahoo.com

Inshan Meahjohn, RFC® 
Trinidad Chair 

imeajohn@altuscompany.com

Nigel Salina 
nsalina@nsa-clico.com

Danielle Brennan, BA 
dbrennan@altuscompany.com

IARFC INTERNATIONAL DIRECTORY

US STAFF DIRECTORY
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If so, you and David Rosenbaum share a 
serious ailment.  David blogs the following:

As my anxiety mounted…I realized I had a 
problem.  I didn’t know what it was then, 
but I do now:  I’m a nomophobic.  I have 
an irrational fear of losing or being without 
my mobile phone.  A recent survey of 
1,000 Brits found two-thirds suffered from 
nomophobia.  And according to the survey, 
nomophobia is increasing.  Last summer, a 
Sybase survey of more than 500 workers 
reported that over half (58%) would rather 
give up free coffee in the office than their 
favorite mobile device.  Free coffee?  We’re 
talking about giving up every American 
wage slave’s right to caffeinate at will.  
That’s how deep this runs!

Do you drive back home if you suddenly 
realize you’ve left your cell phone on  
your dresser?

Did you buy a second cell phone to carry 
with you, just in case you misplace your 
primary unit?

Are you protecting your defensive alternative 
for a misplaced phone?  That’s your index 
phalangeal articulation — you remember, 
the finger you used to dial (remember 
round dials?) to place a call?

Do you feel your blood pressure rising as 
you pat your pockets or search your 
briefcase for your missing cell phone?

Do you keep old and de-activated cell 
phones, “just in case”?

If you have nomophobia, there is no cure 
for you until average citizens start having 
their cell phones implanted inside their 
body — like the CIA does.

Phones

If you lose your cell phone, what might  
be the legal and financial consequences — 
in addition to your massive inconvenience 
and the replacement of the instrument — 
plus the time to replace data and apps?  
Substantial!

In a recent experiment, a computer security 
firm purposely left 50 smartphones in 
locations throughout the United States and 
Canada.  The firm tracked the changing 
locations of each smartphone, as well as 
what was accessed by the strangers who 
found them.  Below are some of the results 
of the experiment:

72% clicked on a file named Private Photos

60% checked social networking accounts 
and personal email

57% clicked on a file named Saved 
Passwords

43% clicked on an app labeled Online 
Banking

When you lose your smartphone, you could 
be revealing a lot of personal information to 
the stranger who finds it.  The website  
www.backgroundcheck.org offers some 
suggestions for precautionary steps to take 
before you find yourself in this situation:

▪  Change your lock-out screen so it 
displays your name, email address and 
an alternate phone number.

▪  Enable an auto-erase feature that will 
activate if password entry is failed 10 
times.

▪  Install an app that will help you track 
your phone if lost.

Visit www.backgroundcheck.org/phones-
reveal-about-us for more advice, including 
what steps to take in the event that you lose 
your smartphone.   

Do you have nomophobia too?   

Contact:  www.backgroundcheck.org

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

What is Copytalk?
•  You talk.  We type.  

(A mobile documentation service.)

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

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

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

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

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

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

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

•  Comprehensive notes retained 
exposure reduced.

•  Compliance and suitability documentation 
satisfied.

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

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

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

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

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

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

No Contracts.

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

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

Point of contact:
•  Nancy Jenkins, Director,  

Growth and Development 
Email: nancy.jenkins@copytalk.com  
Phone: 1-866-267-9825 X160

IARFCIARFC
INTERNATIONAL ASSOCIATION OF

REGISTERED FINANCIAL CONSULTANTS

Help! 
I Have Nomophobia



The Chairman of the SEC, Mary Schapiro, has 
requested additional funding.  Mary wants a 
modest 18.5% department raise of $250 
million — a total budget of $1.6 billion dollars 
for the current and successive years.

You remember Mary don’t you?  She’s the 
former head of FINRA who was managing 
things during the development of Bernie 
Madoff’s mountain of fraud, Allen Stanford’s 
non-bank banking and the special exemptions 
for Jon Corzine, the guy who “misplaced” $1.2 
(or so) billion at MF Global.

Mary is accustomed to asking for and getting a 
raise.  When she moved from FINRA to the 
parent SEC regulator, she took about $8 
million with her — as a nice starting bonus in 
her new job.  Now Mary needs $250 million 
— to employ just 676 new regulators who can 
help evaluate and enforce new SEC rules.  
There will be some pretty hefty employee 
benefits for those new folks.  Maybe cars to 
carry them to companies being “evaluated,” 
possibly nice office space, furniture and a 
laptop computer.  Mary’s request works out to 
$370,000 per new employee. 

In testimony to the House Appropriations 
Subcommittee on Financial Services she said 
the agency would “make effective use” of the 
increase.  “I believe we have been 
underfunded for many years,” said Schapiro, 
who has asked for a budget increase every 
year since she took over SEC in 2009.  

Although Schapiro estimates the agency has 
implemented about 75% of the regulations 
assigned to it under Dodd-Frank, many 
controversial proposals remain, including the 
so-called Volcker Rule, which will bar banks 
from proprietary trading in private-equity and 
hedge funds, a rule that would have helped JP 
Morgan avoid its $2 billion loss.

Congresswoman JoAnn Emerson (R-MO) 
expressed wariness about granting the budget 
request, since SEC missed the Madoff and 
Stanford Ponzi schemes and has had several 
embarrassing management lapses.  Emerson 
said her subcommittee would be “reluctant to 
throw money at the SEC” until the agency 
solves what she believes are structural 
problems.  Schapiro noted that the SEC’s 
budget request is “deficit-neutral” since the 

additional funding would be fully offset by 
fees on securities transactions, thereby 
passing hidden taxes on to investors.

Deficit-neutral means that increased fees will 
be charged based on securities transactions.  
You have to wonder how much of her 
requested raise will be assessed against Jon 
Corzine and his fellow officers at MF Global.  
Maybe Mary and her cohorts can locate the 
missing money, which would fund her request 
for about five years.

Speak Your Piece.  You can use any or  
all of the above text in a letter to your U.S. 
Senators and Congressperson.  Let them 
know how you feel.  You could just photocopy 
the article several times and staple your 
business card and mail it.  To secure the local 
office address of your congressional leaders, 
go to:  www.congress.org

Contrary Positions.  If you think that Mary 
and her associates at the SEC really need and 
deserve a $250 million dollar budget increase, 
there are steps you can take.

1.  Send three letters to your congressional 
representatives requesting the raise.

2.  Pay your share in advance.  There are 
about 250,000 persons receiving 
compensation from the sale of securities.  
That’s about $1,000 for each one, and you 
can make your check out to Mary now.

A Late Bulletin from FINRA.  One of Mary’s 
agencies, Financial Industry Regulatory 
Authority, known to its many fans as FINRA,  
is also seeking money.  Mary was the 
Chairman of FINRA before she transfered 
supervision to Richard Ketchum.

FINRA wants to be in charge of a new SRO 
— a “self-regulatory organization” to oversee 
financial advisors.  (The term is in quotes, 
since many SROs are not actually accountable 
to the persons they are “self-regulating” - a 
prime example is FINRA.  The registered reps 
have no control over FINRA, any more than 
they do over SIPC or FDIC.   

FINRA wants money!  They are asking for  
$15 million to get started (which may really 
be missing a digit) and $150 million per  

year to operate.  The staff at FINRA indicates  
it will require 900 employees to “Self-
Regulate” 14,500 investment advisers.  That 
works out to a cost of $10,344 per firm  
being regulated.  Length of FINRA’s report:  
one and one-half page!

However, the Financial Planning Coalition 
(composed of the CFP Board, Financial 
Planning Association, and the NAPFA  
fee-only group) have retained the respected 
Boston Consulting Group (BCG) to determine 
what it would take to build and staff the 
infrastructure for the new SRO.  Their  
numbers are 200-250 million for start-up  
and $460-500 million for annual operations, 
not including the $130 million needed  
for enforcement.

Length of the BFG analysis:  38 pages, 
including reference to FINRA’s actual costs.
SEC staffing increase:  $250 million, 676 
employees, $369,822 per employee
FINRA SRO increase: $150 million, 900 
employees, $166,666 per employee

Why is the pay scale is so different between 
these interconnected organizations?   
Why does SEC need $370,000 for each  
new staffer, but FINRA says it would only 
require $166,000?

Looking at the Big Picture.  There are some 
persons, outside of the Washington DC area 
who think the country has been undergoing 
hard times.  Many are un-employed or 
under-employed.  Government regulators say 
“do as we say, not as we do.”  Here’s the 
FINRA Revenue and the compensation for  
Mr. Ketchum:

2009, FNRA Total Revenue  $1.09 billion; 
Income for Mr. Ketchum  $2,242,304
2010, FINRA Total Revenue  $1.1 billion; 
Income for Mr. Ketchum  $2,609,000

Doesn’t it seem strange that a second-level 
regulator would be paid 6 times that of  
the President?   

Contact:  800 532 9060
edm@iarfc.org
www.iarfc.org

From the

Chairman’s Desk…
Should Mary Get Another Raise?
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One of the biggest challenges most financial 
professionals face is helping clients (and 
prospects) truly understand life insurance.  
The harsh reality is that life insurance is a 
very complicated, misunderstood, and often 
overlooked piece of a comprehensive 
financial plan.

The best solution I found is to make this 
difficult discussion an educational process 
— versus a sales process.  What most families 
want, need, and truly appreciate is to simplify 
life insurance into something they can grasp 
and make an educated and informed 
decision.   In other words, what most clients 
really want is a basic understanding of the 
good, the bad, and the ugly regarding:

•	 What they currently own

•	 The other options available to them

•	 The “right amount”

So, below is a brief overview of a simple 
3-step process which addresses these key 
topics and discussions:

1.  Understanding exactly what they  
own now.  

The large majority of clients or prospects 
currently own some form of life insurance:

•	 	Knowing	how	life	insurance	works	—	in	
general.  Begin by asking each client;  
“On a scale from 1-10, with 10 being 
an expert in life insurance, how would 
you rate yourself when it comes to your 
knowledge and understanding of life 
insurance?”  What you will find is that 
the large majority will rate themselves at 
a 6 or less.  

•	 	Understanding	what	they	currently	own.		
Another helpful way to gauge your 
client’s level of life insurance knowledge 
is to ask; “If I asked you to explain 
exactly how your existing group policy 
(or individual policy) works right now, 
do you think you give me the good, the 
bad, and the ugly?”  Again, what you will 
find is the large majority will tell you they 
don’t know the features and benefits of 
the policies they currently own.

•	 	Owning	something	that	is	not	appropriate.		
What you will find in the large majority of 
situations is that your clients purchased 
something that was “sold” to them — but 
was not fully understood and/or 
appropriate.  Also, many clients currently 
own a particular kind — or amount — of 
life insurance that was a right fit at that 
particular time in their lives, but today 
their family situation is very different.  For 
example, their income or net worth has 
risen significantly; they have more children 
now; they have a new income or estate 
tax need, etc.  

2.  Explaining the different kinds of life 
insurance — and how they work.

One of the most helpful exercises you can 
go through with clients or prospects is to 
explain the basics of:

•	 	Term	Insurance.		Key	topics	for	
discussion can be the different kinds, 
riders, time frames, convertibility 
features, pros and cons, etc.

•	 	Universal	Life	Insurance.		Key	topics	for	
discussion can be the various types, 
costs and fees, riders, cash value, where 
this usually fits best, pros and cons, etc.

•	 	Whole	Life	Insurance.		Key	topics	for	
discussion can be the lifetime death 
benefit, cash value, loans, level 
premiums, riders, dividends (if 
applicable), rates of return (both 
guaranteed and assumed), pros and 
cons, etc.

3.  Discussing “the right amount” of  
life insurance.

•	 	How	did	they	pick	their	current	amount?		
I encourage you to ask each client; “Can 
you help me understand how you came 
up with the amount of life insurance you 
currently own?”  Although this answer 
can vary, some of the most common 
responses are; to pay off their mortgage 
or other debts, to pay for the kids 
college, to help get to retirement, or they 
don’t really know - and this was just an 
arbitrary number.

•	 	How	do	they	feel	about	their	current	
amount?  An excellent question to ask 
every client is; “Do you feel like what 
you currently own is the right amount, 
not enough, or too much?”  What you 
will find is the large majority of clients 
will say they do not own enough.  

•	 	Recommending	the	“right	amount”	of	
life insurance?  This answer can vary, 
and many financial professionals have 
different opinions on what the “right 
amount” should be.  I firmly believe 
there is only one answer to this question 
— the right amount of insurance is as 
much as they can get.  This usually 
equates to about 20 times their income 
when they are younger, 15 times their 
annual income when they are older, and 
10 times their income when they are 

Your Simple 3-Step  
Process To Selling Life Insurance
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age 70 or older.  The easiest way to 
justify this amount is to back up this 
recommendation using two facts.  First, 
insurance companies are not allowed to 
“over-insure” someone’s life — nor is it 
in their best interest.  Therefore, there is 
no such thing as someone having “too 
much” life insurance.  Second, I have yet 
to hear of a story where a surviving 
spouse (or heir) said to a life insurance 
agent; “This is too much money”.

Explaining the Next Steps

After you take your client or prospect 
through this simple 3-step process, and 
assuming there is a life insurance need, 
then you should further explain the 
following important details:

Step One:  We need to apply for life 
insurance by completing a simple application. 

Step Two:  We schedule a time for a 
mini-physical exam at your preferred time 
and place.

Step Three:  The insurance company will 
request and review their medical records.

Step Four:  We will receive an official “offer” 
from the life insurance carrier.

Once you receive this life insurance  
offer, you will set a time to meet again  
and review the actual offer, which contains 
their health rating and the specific prices.  
This is the time when you can begin 
working together and determine which  
kind — and which amount — of life 
insurance makes the most sense.  Note:  I 
strongly suggest that you do not provide any 
recommendations regarding any specific life 
insurance amounts - or types - until after 
you receive the actual offer.

Minimize Pressure and Expectations

I also recommend that you make sure every 
client knows:

▪  There is no cost to apply for life 
insurance.

▪  There is no cost when the insurance 
company acquires their medical records.

▪  There is no obligation to purchase any 
life insurance.

▪  Every client reserves the right to accept 
all, some, or none of your 
recommendations.

Once you take client through this 3-step 
educational process so they understand 
what they own, how the other options work, 
and the “right amount”, this usually creates 
an opportunity for changes and 
improvements.  

The key here is that by educating  
versus selling, the client is much more 
likely to recognize there is a life insurance 
problem and/or need, as well as become 
educated and empowered to solve it.   
What this means is that you are not  
selling life insurance – but rather –  
they are purchasing it from you.  A true 
win-win for everyone involved, both  
directly and indirectly.   

Christopher P. Hill, RFC®, started his  
career in financial services industry in  
1986, working as a college intern assisting  
a veteran stockbroker.  Mr. Hill has  
more than 24 years of experience as a  
top producer in the financial services 
industry as a nationally-recognized  
speaker, seminar expert, and MDRT  
Top of the Table Producer.  Mr. Hill is  
also the Founder of FuneralResource.com, 
the Internet’s leading educational  
Resource Center for families and Funeral 
Directors.  Mr. Hill received the IARFC  
Cato Award in 2008 for his contributions  
to the Register.

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

One decision can  
impact your retirement 

by tens of thousands  
of dollars.

www.SocialSecurityTiming.com          877 844 7213

The Software, Microsite and Directory Listing normally costs 
$21.99 per month with a 10 day free trial.  IARFC members 
receive a 30 day free trial and $19.99 per month subscription 
price.  There is no long term agreement – the software is simply 
month to month subscription.  Mention Coupon Code: IARFC

Christopher Hill, RFC®
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Which one will the client like better 
($65,724 or $85,837)?  Of course, the 
higher number.

And what did we really do different for this 
client?  Nothing except take his actively 
traded account and place it inside a no-load 
variable annuity. 

If you have clients who have X amount  
of their money in an actively traded  
portfolio where the gains each year  
will be hit with short-term capital  
gains taxes, mathematically it will  
make much more sense to have  
those accounts traded inside a no-load 
variable annuity.   

The question of whether it is a good idea to 
house an “actively traded” portfolio in a 
no-load VA is easy to answer with a simple 
mathematical analysis.  

Let’s take a 45 year old investor who  
has $250,000 allocated to a brokerage 
account that he wants “actively traded.”   
I will let the money grow in the account  
for 20 years and then will take an  
equal amount of money out of the  
account every year from ages 66-85  
where the account balance after the last 
withdrawal is $0.

I’m going to assume an 8% gross rate  
of return and that the actively traded 
account incurs short-term capital gains  
taxes on all of its growth.  I’ll assume the 
client is in the 30% income tax bracket 
(which means the net return after taxes 
each year will be 5.6%).  How much could 
be removed from the brokerage account 
every year?

 $62,724

What if the client had his actively traded 
account in a no-load VA with only a 
$20-monthly fee?

 $117,319

But because all of the growth will get hit 
with income taxes, I need to reduce the 
$117,319 accordingly.  I’ll assume the client 
stays in the 30% income tax bracket in 
retirement; and for simplicity sake, I’ll spread 
the $250,000 basis out equally for the 
20-year withdrawal period.  

How much net will the client have using the 
no-load VA every year? 

 $85,837

Roccy M. DeFrancesco, Jr., JD, CWPP™, 
CAPP™, CMP™, is the Founder of The 
Wealth Preservation Institute, and the 
Co-Founder of the Asset Protection Society.  
Roccy is the Author of Bad Advisors: How to 
Identify Them; How to Avoid Them©, 
Retiring Without Risk©, The Home Equity 
Management Guidebook©, The Doctor’s 
Wealth Preservation Guide©, The Home 
Equity Acceleration Plan (H.E.A.P.)©, and 
the Editor of:  Wealth Preservation Planning:  
A “Team” Approach©, by The National 
Society of Accountants.

Contact:  269 216 9978
roccy@thewpi.org
www.thewpi.org

Let’s Do The Math
Using No-Load Annuities 
for Actively Traded Accounts

by Roccy DeFrancesco
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Pivotal Question:  Are you really creating 
value for your professional clients, or 
merely claiming to?  That question tends to 
make people stop in their tracks.  When we 
ask producers and advisors to say exactly 
how they add value, responses typically fall 
into one of three categories: 

1.  An uncomfortable laugh (voidance/no 
response), “Oh look!  Donuts!”

2.  A response based on a naïve 
(sometimes arrogant) belief that the 
product or service itself constitutes 
enough value.

3.  A description of pre-packed value as 
defined by someone in the corporate 
office with little or no understanding of 
real clients and their unique situations. 

Suffice it to say, it’s a whole lot easier to 
claim value than actually create it.  

Whose value is it, anyway?  

Part of the disconnect lies in who defines the 
value.  If you believe that “you know best” 
and can decide what constitutes value for 
your clients, then you could be imposing 
your definition of value on them.  And, 
unless you’re a talented psychic, what you 
perceive as value and what your client 
perceives as value are probably very different. 

In the end, value is personal.  It’s a 
perception, like credibility and likeability.  
And it’s not your perception that matters, 
the client’s perception of value is the ONLY 
one that matters.  

Now, let’s look close-up at a more effective 
way to define value and present it.  

You can’t add value to the client until you 
truly understand your client.  

Now, here’s the next wrinkle — you can’t 
add value unless, and until, you truly 

understand that client.  And we’re not 
talking about basic demographics or sales 
information, we’re talking about real 
knowledge of his/her business, industry, 
challenges and personal values and criteria. 

Can you quantify how versed you are on 
these issues?  Let me help.  Answer the 
questions in the survey box to get a quick 
idea of where you stand. 

(Let’s pause while you take the survey).     

If you realized after answering the questions 
that maybe you don’t know as much as you 
thought about your clients, you’re in good 
company.  The fact is, few salespeople really 
understand their clients well enough to 
create meaningful value.  This is true in all 
sales but especially in more complex sales.

Here’s what happens.  Sellers often lose 
important sales because they lack credibility 
in the eyes of the buyer.  The main reason 
they lack credibility is they simply do not 
understand their client’s life or business.  
Amazingly, those same sellers insist they are 
adding value. 

It’s a simple fact of psychology; prospects 
are not going to listen to you pontificate 
about how important you are to them, or 
what you can do for them, once they 
recognize you do not understand them or 
their business.  And, there’s no way to hide 
what you don’t know. 

As Barry Farber says in State of the Art 
Selling, “You cannot relate to a man in 
business without understanding his 
business.  A man in the oil business  
wants you to understand the oil business, 
and what a drilling rig is, and what upstream 
and downstream means, and what crude 
and refined are, and what’s OPEC and 
domestic, and who his competitors are,  
and his recent history — has it been good  
or bad and why.  Too many salespeople 

don’t know anything about business, let 
alone the client’s business.”  

Know Your Clients 

The first step in becoming a true Value-
Adder is to Know your Clients.  As remedial 
as that might sound, realize that value is a 
perception, the client’s perception.  So don’t 
assume you already know what’s important 
to your clients, or how they define value.  
Don’t assume that everyone’s challenges 
and reasons for buying (or not buying) are 
the same.  Don’t assume that what worked 
for the previous person is going to work for 
the next one, or what worked for a client last 
year is what will work for them next year. 

Adding value is a dynamic, custom, client-
specific process.  Important clients are not 
looking for pre-packaged value or one-size-
fits-all solutions.  They want a problem-
solving partner who knows their business 
and are able to create value on an ongoing 
basis.   

The Process of getting to know your client.  

Let’s take a financial planning prospect.  
What would you ask in order to learn how 
you can add value to that person?  Here are 
a few (all too) common questions:

1.  What will happen to your family if you 
die tomorrow?

2.  How will you educate your children?

3.  How will you build a retirement income 
that you and your spouse can’t outlive?

4.  Half of one’s lifetime medical expenses 
may come in the last five years of life. 
How will you prepare for that?

5.  If your retirement assets are intended to 
fund the rest of your life, how will you 
leave any estate to the people you love 
with a minimum of taxation?

How To Create 
Value For Your 
Professional Clients?
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6.  Consider the institutions that have 
impacted your family’s life. Will you wish 
to be a part of their future by leaving 
them a legacy? 

What’s wrong with those questions?  

I’ve shown them to lots of advisors, and 
most of them can’t see anything wrong with 
them.  Can you?  Here’s a hint — they’re all 
rooted in the advisor’s perspective.  Each of 
those questions leads directly to a product 
for sale.  They are not questions intended to 
help the financial planning prospect; they 
are questions intended to help the advisor.  
So, where is the value in that?  And, who 
benefits from that value?

I recently polled professional consultants 
about the top three questions they ask a 
professional prospect.  Here are the top ones:

1.  What is it that your current advisor is 
doing that is great and makes you want 
to stay with them?

2.  What is your current advisor doing that 
you don’t care for or wish to change?

3.  If I asked your spouse and then your 
colleagues, what would they say are 
your greatest accomplishments?

4.  Do you have a financial plan in place?

5.  Would you see the value in financial 
planning?

6. How would you like to move forward?

What’s wrong with those questions?

Here’s a hint — they’re all rooted in the 
advisor’s perspective, and they are contrived.  
They fail to show that you know anything 
about the person or the firm.  They are not 
questions intended to help the financial 
planning prospect; they are questions 
intended to help the advisor.  So, where is 
the value in that?  And, who benefits from 
that value?

What is the most common question?  I can’t 
verify this, but I would guess that it is, 
“What’s important about money to you?”  
Some people are really good at using such 
an invasive and open-ended question.  
Most are not, and as a result, asking such a 
question tends to annoy and alienate the 
prospect.  You’ll know when that happens 
because you’ll see his/her eyes roll. 

Again, what’s wrong with that question?  
Here’s a hint – it is rooted in the advisor’s 
perspective.  It fails to show that you know 
anything about the person.  It is not a 
question intended to help the financial 
planning prospect; it’s a question intended 

to help the advisor.  Fact is, very few people 
list “money” as one of their values.  So, 
even if you get an answer, it’s not helpful.  
So, where is the value in that?  And, who 
benefits from that value?

What’s missing from all those questions?  
The Prospect!  Because we help other firms 
define their own professional target markets, 
we’ve already been through the research 
many times and know how to do this.  
Learn from our experience.  

The process of getting to know the client 
may involve complex market research, or it 
may be as simple as engaging your clients 
in a meaningful conversation.  Generally, it 
involves both. The bottom line — the more 
you know, the easier it will be, not only to 
engage them, but to make a real and 
sustainable difference for them. 

Step 1: Do the research

Do the work. Start by doing some research 
on the market in general.  Oil & Gas, Retail, 
Transportation, Construction, Medicine, 
Consulting — what do you know about  
the industries or the language they use?  

Look for industry studies, reports, and 
articles that provide insight into your clients, 
their competitors and what’s important to 
them.  This may take some time and effort, 
but you will find that the return far 
outweighs the effort.  

If you have a marketing department, ask 
them what they have in the way of insight 
into your clients.  Identify the key research 
sources for your industry.  Do your own 
Google searches. Get and stay plugged into 
the buzz.   

If your prospect is a decision maker (no 
matter the industry), research the industry.  
All professionals seem to think their industry 
is different.  If you show that you don’t 
know about that industry, you’re lighting  
up a flashing sign announcing the void in 
your smarts.

Step 2:  Start a meaningful dialog

Most business professionals love to talk 
about their business. Unfortunately most 
producers fail at listening.  Worse, they fail 
to engage clients.  It’s well documented 
(and our experience, too) that producers 

Survey
How Much Do You Know about Your Clients?

1. About the Client’s Industry & Market

On a scale of 1-10, How would you rate your:

 a.  Understanding of the client’s industry including history, structure, processes, and 
terminology (Can you credibly speak the language?)

 b.  Knowledge of Industry trends and current events

 c.  Understanding of and ability to help clients deal with market challenges

2. About the Client’s Business Focus

Can you identify your client’s:

 a. Strategic focus/vision 

 b. Strategic Business objectives 

 c. Top 5 Challenges, Worries, Concerns, Fears

 d.  Ideas for how best to deal with Challenges and Constraints 

3. About the Client as a Buyer

Can you identify:

 a. Why they buy or consider your product or service

 b. What it “buys” them (the benefits in their terms)

 c.  What they’re using now, feelings about or problems with what they’re using now

 d.  How they see you (you personally, your company and your product/service)

 e.  Their personal values, criteria and decision-making style and what you need  
to do to connect 
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new business and keeping that business  
for a long time.

The Payoff

The payoff for becoming a true value-adder 
is real and substantial.  For starters it makes 
for an easier sale.  Clients look forward to 
your visit.  They already want to do business 
with you. They seek you out.  

Another payoff from value creation is that 
you rarely ever have to worry about price.  
That is, so long as you keep the focus on the 
client’s definition of price.  Tom Reilly, author 
of Value Added Selling Techniques, said, 
“If you define value in client terms, they pay 
for it with a higher selling price. Conversely, if 
you define value in your terms, you pay for it 
with a bigger discount.”   

Michael Lovas is the author of twelve 
books, mainly on Professional Credibility 
and Psychological Communication in the 
financial industry.  He has been published 
more than a thousand times since 1986.  
All of Michael’s work teaches professionals 
how to use simple, effective psychology to 
write more business and inspire their clients 
to love them.  He is also the cofounder  
and a principal of AboutPeople, a unique 
consultancy focused on helping advisors 
build credibility and relationships with thier 
chosen target.  

Pam Holloway came to AboutPeople after 
a career at ExxonMobil and several years of 
ground-breaking work as a Knowledge 
Management consultant.  Her background 
in organizational development, learning and 
knowledge transfer, compliment Michael’s 
background in sales and marketing 
psychology.  She is also a speaker and 
writer, and has delivered programs all over 
the world.

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

cannot listen because they are too focused 
internally on what they’re going to say next.  

When you get professionals to talk about 
their business, their goals and their 
frustrations, you’ll find all the information 
you need to add actual value.  So, before 
your next meeting, vow not to talk about 
yourself, or your product or service.  Instead, 
ask some simple questions that will help 
you understand the client’s business model, 
how his world is changing, what is working 
and not working, and where you can help.  
That simple adjustment just might mean the 
difference between yes and no.  It would 
certainly take you a giant step closer to 
providing real value to them. 

Step 3:  Ask the RIGHT questions

It’s unlikely that you could create value 
without asking the right questions.  You 
want to ask your clients the right questions 
so you can learn more about them and 
determine how you can best add value. 

You also want to make sure you’re asking 
yourself the right questions.  True value-
adding salespeople keep this question 
front-and-center in their minds, “Where can 
we have the greatest impact on the client’s 
business?”  True Value Adders also 
inherently believe that they win by helping 
the other person win.  It’s easy for them to 
focus on the client because they genuinely 
believe this is their own path to success. 

Your Personal Value Add

Research suggests that a big part of the 
value equation is you, the seller, producer or 
advisor.  You and I can sell the same product 
or service, and even work for the same 
company, but our solutions and ultimately 
our “value-add” will likely be very different.  
Each of us brings to the table different 
competencies, attitudes and behaviors. 

In fact, every solution is really a three-
dimensional solution:  your product or 
service, your company, and you.  According 
to the research, salespeople contribute  
at least one-third the value that clients 
receive. The company and product 
contribute the balance.  To represent true 
value, all three must be world-class!  Look 
around your community and notice the 
producers who provide little or no actual 
value other than a product.

As you begin to create your value-add,  
keep this 3-dimensional model in mind.  
The tendency is to focus only on the 
product or service, overlooking the other 
two thirds of the equation. When you focus 
on all three, you triple the impact, thus 
greatly increasing your chances of writing 

Pam Holloway and Michael Lovas

COACHES
O
R
N
E
R
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.CriticalIllnessCoach.com
WilmaAnderson@q.com.com

720 344 0312

Max Bolka
Comprehensive Business Consulting

www.MaxBolka.com
Max@MaxBolka.com

800 472 3288

Connie S.P. Chen, RFC®

Chen Planning Consultants, Inc.
CPCinc@chenplanning.com

212 426 1910

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

Fred Ostermeyer, RFC®

Communicate with Congress
fred.ostermeyer@kmsfinancial.com

208 773 69245

The IARFC is 
pleased to 
provide contact 
information on 
persons who 
offer coaching, 
mentoring or 
tutoring services.
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Protect Your Health  
With Planning

Remember that sage advice, “If you fail to 
plan then you plan to fail!”  It may be too 
much of a tricky play on words — but you 
cannot dispute the nugget of truth.  And you 
could add to that, planning now is bound to 
be more effective than planning later.  To 
that end, as we reach the middle of the 
year, let’s think ahead and plan to protect 
our health.

Take that to mean not only our physical 
health, but also our financial health.  
Perhaps expand the scope further.  As Tom 
Friedman put it, “the world is getting smaller 
and flatter.”  We need to be concerned 
about global health.  And, like your physical 
health, there are no certainties!  Any 
number of maladies could strike you 
tomorrow.  The best we can do is take 
action to prevent and protect.  

Take the steps you can to improve your own 
health— physical health, financial health, 
retirement health - and be prepared for 
unprecedented impact by government, 
locally, federally and globally.  The old 
proverb is unshakable, “The best time to 
plant a tree is 25 years ago.  The second 
best time is right now!”  So it is with your 
health.  This may be your last, best chance 
to make a significant difference in your 
health.  Don’t waste the opportunity 
because you are too busy.

Your Physical Health

The only medical advice we are qualified to 
give is simply to get as healthy as you can 
and stay as healthy as possible.  Despite all 

addition, new Critical Illness Insurance is 
gaining popularity.  There are other options 
now available to use life insurance to 
protect you in illness.  Let us know if you 
need more information on any of these. 

Your Tax Health

There is a Perfect Storm brewing this year 
for taxes.  The end of 2012 will bring an 
unprecedented number of critical issues 
that must be decided by what seems to 
many to be an intractable Congress.  Here is 
a partial list.  

•	 	The	AMT	exemptions	already	are	higher	
for 2012 unless Congress acts before 
the end of the year.

•	 	The	Bush	tax	cuts	are	scheduled	to	
expire.  This includes the 15% 
maximum rate on long-term capital 
gains and dividends, the repeal of the 
personal exemption and itemized 
deduction phase out.

•	 	The	payroll	tax	cut	—	the	2-point	drop	in	
the employee’s share of Social Security 
is set to end December 31st. 

•	 	And,	it	seems	inevitable	that	we	will	
have a repeat of the arguments for and 
against raising the debt ceiling!

It promises to be a rocky and tumultuous 
road for the months ahead as politicians 
weigh in on our tax health.  Given the 
increase in federal spending and the state of 
municipal and state budgets, it is safe to say 
we should expect higher taxes.  The question 
becomes merely a matter of when?

the best efforts by insurance companies and 
government, we have not been able to 
contain the rising cost of health care.  
Whether the Patient Protection and 
Affordable Care Act (PPACA) stands or falls, 
the costs of getting sick will inexorably 
increase and your savings will minimize that 
cost by staying healthy.

Provisions in the PPACA governing the 
Medical Loss Ratio (MLR) may result in 
rebates to health insurance customers but 
this might not be a good sign.  Already, 
insurers and agents who sell health 
insurance are being forced to make changes, 
reduce staff, and many are considering 
vacating the health insurance market.

In other news, it seems that few are saving 
enough for future health care costs.  Two 
reports released in May by Fidelity 
Investments and Nationwide Financial show 
Americans drastically underestimate how 
much they will spend out of pocket on health 
care costs in retirement.  According to Fidelity, 
couples retiring this year will need on average 
$240,000 to cover medical expenses 
throughout retirement, or an out of pocket 
cost of up to $10,750 per year.  While Fidelity 
estimated the 6 percent increase in health 
care cost since 2002, the broader Consumer 
Price Index was only up 2.7 percent.

The tie between your physical health and 
your financial health may never have been 
greater.  No matter your age, take steps now 
to put your priorities in order.  If you have 
not yet considered Long-Term Health Care 
insurance, now may be the time.  In 

Mid-Year Planning Memo



The good news is that in this election 
season and the lame duck session to follow, 
the opposing parties may recognize that 
failure to reach an agreement could spook 
the markets, cause interest rates to rise and 
in the worst case, tip the economy back into 
recession.  We can hope that increased 
pressure will give us a more favorable 
outcome.

Harvest Capital Gains?  We all know about 
harvesting Capital Losses to offset Capital 
Gains when prices rise.  However, the top 
Capital Gains rate is scheduled to rise from 
15% this year back to the old 20% rate in 
2013.  To add to the pain, some high-
income investors will pay an additional 
3.8% Medicare surtax on a portion of their 
investment income.

You may have heard or read that the surtax 
will apply to all home sales.  That is 
incorrect.  Most gains on sales of primary 
residences will be exempt.  Only the portion 
of profits that exceed the $250,000 or 
$500,000 exclusion will be subject to the 
tax.  Only high incomers will owe the surtax, 
i.e. singles with adjusted gross incomes over 
$200,000 and joint tax filers with AGI over 
$250,000. 

Your Retirement Health

If you have been contributing to your tax 
deferred plan, Traditional IRA, 403b, or 
401(k) the inevitability of higher taxes cited 
above may cause you to reconsider and 
weigh more favorable the Roth alternatives.  
The rules and limitations for rolling over or 
converting to a Roth plan are complex.  If 
you need help considering your options, our 
office is ready to answer your questions.

Social Security Statement.  The  
online version of the Social Security 
Statement is now available at  
www.SocialSecurity.gov.  The new 
Statement gives eligible workers 
secure and convenient access to their 
Social Security earnings and benefit 
information, live and in real time.

Rather than reinvent a process for identity 
protection and verification, Social Security 
has opted to use Experian to provide these 
services.  Initially, users are required to build 
an account and thereafter, access to your 
personal records is quick and easy.

The online statement also provides 
estimates workers can use to plan for their 
retirement as well as disability and survivors 
benefits.  You may want to check your 
personal online statement regularly and at 
least once per year. 

Establishing Non-Qualified Plans.  Many 
persons are taking a new look at 
establishing a plan designed to provide 
tax-favored income in their later years.  
Systematic transfers of capital into a life 
insurance or annuity contract – both of 
which have preferred tax features - can 
accomplish this.  The funds earn interest 
and the compound growth is tax-free.  
When funds are removed, there are 
significant tax benefits.

However, this is a program that is complex 
and which requires careful planning.  There 
can also be estate tax savings and asset 
protection benefits.  If you are interested, let 
us know and we can perform a suitability 
analysis.

Your Investment Health

Offshore Planning.  There has been a lot of 
publicity about persons attempting to evade 
taxes by creating bank accounts in Europe 
and failing to report the interest.  That is tax 
evasion.  Each American citizen is required 
to report and pay tax on all worldwide 
income.  Nevertheless, you can very 
legitimately transfer a part of your holdings 
into an offshore trust or company.  This is 
especially effective if you have any income 

that originates from offshore or “offshore 
related” activities!  Again, we can perform a 
suitability analysis at your request.

Buy a New Luxury Car.  Tax law generally 
limits the amount of depreciation that can 
be taken when purchasing luxury cars, 
which often includes larger SUVs.  If  
you buy a new heavy-duty sports utility 
vehicle and use it 100% for business,  
you could deduct up to $25,000 under 
Section 179.  Then you could claim a  
50% bonus depreciation on the remaining 
$35,000 that would be $17,500.  In 
addition, you could also deduct 20% of  
the $17,000 balance using the regular 
depreciation tables, or $3,500.  A total first 
year deduction of $46,000!

The yearly deduction limits for new vehicles 
placed in service in 2012 will be reduced to 
less than 50% if you wait until 2013.

Now is the time for Family Limited 
Partnerships.  A Family Limited Partnership 
can be used to decrease your personal 
income tax payments.  In addition, to 
moving income to family members, you can 
move wealth from one generation to 
another.  This year is especially an excellent 
time to employ this strategy because of the 
$ 5,150,000 lifetime exemption.  The value 
of the partnership shares is discounted 
because the member lacks any control.  
Therefore, you can move a larger value from 
the estate than the amount of the gift(s).

How Exposed are Your Investments?  We 
have experienced widespread shifts in the 
value of investments - land, improved 
property, securities, bonds and even CDs.  

This fluctuation is very likely to continue.   
If you would like to consider your 
exposure to risk and possible options, 
then please give us a call.  We can 
then schedule a careful review and 
make changes before year-end.

As we stated at the outset, this may 
be your last, best chance to make a 
significant difference in your health 

— physical, tax, retirement or 
investment health.  Don’t waste the 

opportunity because you are too 
busy or wait too long to put 
planning to work.   

Use this article yourself.  You 
should send a Mid-Year Planning 

Memo to all your clients and prospects.  
We are pleased to e-mail you either a 

Microsoft Word file, for your editing and 
personalization or a print-ready Adobe PDF 

file.  To get your copy today call:  
800.532.9060 x307, cost $20.
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Fax:   513.424.5752          Mail:   IARFC, Box 42506, Middletown, OH 45042-0506

Name _____________________________________________________________

Firm _______________________________________________________________

Address ____________________________________________________________

City________________________________________________________________  State______________  Zip ___________________________

Card No._______________________________________________________________________ Expiration _______________________________

Phone_____________________________  Fax_____________________________  E-mail ____________________________________________

Your Signature__________________________________________________________________  Date __________________________________

(Please print)

(Please no P.O. Boxes)

  Visa   MasterCard

  AmEx   Discover

  Check written to: IARFC

Client Archive System. This system is designed to be given  
to your clients at the time of engagement.  These record 
cases enable them to maintain a level of organization that is 
unsurpassed in our industry. You, as the financial professional, 
will ensure they are able to accurately maintain their financial 
records for both their personal finances and their tax-related 
issues. You will receive a full case of files ready for immediate 
use. You will be able to provide your clients a new value-added 
benefit that will enhance your already lofty status as their 
trusted advisor. 

The IARFC Client Archive System includes a storage 
case, hanging file folders, pre-printed labels, blank labels, 
customizable client labels, client supplies, instructions  
for use, and a CD-ROM with templates for producing  
additional labels. 

  1   Archive Case — Documents and Tax Records
25   Hanging Folders for files 
   Pre-printed Tabs (personal & business)
   Instructions on CD-ROM —  with pre-formatted labels   

Size, (w13” x d10” x h13.5”, with combination lock)

IARFC Client Archive System Price Quantity Total

   Item #AS100, Archive Case — Documents and Tax Records $125.00 _________ $____________

   $____________

       Total Cost $____________
 Ohio Residents: Sales Tax 6.5% must be added

Plus Shipping & Handling
U.S. Shipping Only

Contact: IARFC for shipping  rates

Item #AS100     
Client Archive System

IARFCIARFC
INTERNATIONAL ASSOCIATION OF

REGISTERED FINANCIAL CONSULTANTS

International Association of Registered Financial Consultants 
www.IARFC.org  ■  800.532.9060  ■  info@IARFC.org

IARFC CLIENT ARCHIVE SYSTEM

Item #AS100     
Client Archive System
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CE @ SEA™ Recap

Another successful CE @SEA™ Conference (Bermuda from NYC) has been 
completed, and we had many in attendance.  Some were new planners  
and some family members, as well as others who have enjoyed this 
program in the past — to other picturesque destinations.

A big benefit to these meetings is being able to gather helpful data  
and ideas in several areas (marketing, detailed planning, operational 
techniques of other consultants, and some product driven data).  Male  
and female perspectives were shared, and helpful thought processes  
were in abundance.

Many attendees came early to New York City to check out the World Trade 
Center Memorial and well-established eateries tempting the palate.  Sorry, 
we did not have time to even begin to check off a good number with so 
many options.  A Broadway play or two was entertaining.  Many were 
fortunate enough to see Joel Grey in a live performance of “Anything Goes” 
giving his tribute to Cole Porter.

Plan to attend the next CE Conference May 25 — June 1, 2013.  Doing so 
right now allows you to make a reservation and deposit of only $100, but 
that deadline will expire soon.  Destinations on the new MSC ship are Italy, 
Greek Isles, Turkey and Croatia — leaving and returning through the City of 
Romance, Venice!

       Constance O. Luttrell, RFC®

         C C & Associates, Franklin, TN 
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insurance product that protects your client’s 
retirement portfolio should they get 
diagnosed with a life-threatening condition 
and survive.  It pays a stipulated benefit in 
excess of all the medical coverage or any 
disability benefit.

Considering average life expectancy has 
nearly doubled over the past century, and 
the fastest growing portion of the population 
is that group between ages 80 to 100, 
survival of a critical ailment is far more likely 
now than ever before.  For those clients 
who are building toward retirement, a life 
threatening condition could not only 
postpone their retirement, a diagnosis could 
eliminate retirement accumulation or at 
minimum, significantly affect it. 

With the appropriate Critical Illness 
Insurance (CI) coverage in place, your 
clients can be confident that the tax free, 
lump sum benefit they receive at claim 
would help provide them options and put 
them in better control of their retirement 
plan.  What if they never have a covered 
ailment?  Then, based on policy provisions, 
they will eventually receive a tax-free refund.  
Their cost?  What they might have earned 
on their premiums if invested elsewhere.

Critical Illness coverage is one of the most 
important purchases your clients can make. 
As an advisor, you have the responsibility to 
find the product that best suits each client 
based on their unique needs and 
circumstances. The question is, where can 

What is Critical Illness Insurance?  It is 
protective coverage that pays a tax free, lump 
sum benefit upon confirmed diagnosis of a 
covered critical, life threatening condition. 

•	 	The	benefit	is	paid	whether	the	insured	
survives the diagnosis or does not. 

•	 	If	the	insured	dies	from	anything	other	
than what is covered, the beneficiary will 
receive full return of premium.

As an example, there are three different 
ways this type of policy can pay a benefit:

1.  Even if a client survives the diagnosis of 
a covered condition, they would receive 
a tax free, lump sum benefit.

2.  If that client doesn’t survive the 
diagnosis, their beneficiary would receive 
the tax free, lump sum benefit.

3.  If the client died from any reason other 
than what is covered as a “critical 
illness”, their beneficiary would receive 
100% return of premium.

A financial consultant might say to a 
prospect, “Your true cost of the insurance 
benefit is the earnings you might have 
received had the premiums been invested.  
In today’s market, that would amount to 
about 1% of premium.  This assumes you 
pay the premium continuously to the 
stipulated age and during that period you 
did not contract a covered illness.”

Many times we hear “people buy what they 
want, not necessarily what they need.”  
However, our professional and ethical 
responsibility is to expose and articulate 
what clients really need.

Is This Coverage Necessary?

Is homeowner insurance necessary on a 
property with no mortgage?  Must you have 
a rider covering special articles, such as 
jewelry or art?  Do you require an 
“umbrella” liability policy?  No!  But you and 
your clients probably have had this 
protection for many years.

So, why should your clients purchase Critical 
Illness Insurance?  Critical Illness is the only 

Critical Illness Insurance
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you get the information, sales-related 
evaluation, product knowledge, policy 
selection and underwriting?

Professional Support

You really need two types of support:  
Professional advice from a peer — and  
the product related support.  The IARFC,  
as a non-profit professional association, 
does not sell product, and while it strongly 
believes in quality insurance to mitigate 
risks, it is not involved in specific case 
design or placement.  

We suggest you start your research in this 
area by purchasing the E-Book on CI, The 
Step-by-Step System to Sell Critical Illness 
Coverage, authored by Wilma Anderson, 
RFC®.  Wilma will help you see this coverage 
from the perspective of a successful 
financial consultant.  Wilma has guided 
many Registered Financial Consultants to 
recognizing the need for this product and 
the professional implications of whether or 
not you should be recommending it.

Wilma is also an expert in Long Term Care 
(LTC), and she can help you decide whether 
a client’s old LTC policy should be 
augmented or replaced with CI.

For product support, consider the Ark Group, 
a financial marketing organization located in 
Elkhorn Nebraska, headed up by Don 
Hansen.  They provide substantial support 
to the producer who is not knowledgeable 
about CI, and who needs high level advice 
on product selection and placement. Many 
of your clients should have CI within a 
sound financial plan.  But you need access 
to innovative planning concepts and 
someone to “shop the market” for the most 
suitable contracts.  Regardless whether your 
client is an employee, officer of a 
corporation or a business owner who is 
building toward retirement, the Ark Group 
brings the right expertise to help you serve 
your clients. 

To assist you with more on-going education 
in this arena there is the CI University, a 
series of 5 courses, covering Review and 
Approach, Underwriting, Portfolio issues, 
Carrier Selection and Implementation.  This 
is available at no cost through the Ark Group.  

Business Owners Need CI

Most businesses or professional practices 
have major risk exposure – property 
damage, E&O and product liability, etc.  
They also tend to have large loans, often 
un-insured, from family members or banks.  
This is covered at great length in the 

Business Owners Consulting Workshop that 
is offered by the IARFC.  This market is 
exploding with opportunities for life agents 
and financial planners because the number 
of prospects has been steadily increasing, 
while the business market training has been 
continuously declining.

Historical Perspective

Critical Illness Insurance (CI) was conceived 
by heart surgeon Dr. Marius Barnard, brother 
of Dr. Christian Barnard, the famous heart 
surgeon who performed early heart 
transplants.  Being a doctor, he was well 
aware that financial stress after a difficult 
operation also had bad medical 
consequences.  He found that patients were 
now living, but their finances were totally 
depleted by loss of earnings and medical 
expenses.  The protection was first 
introduced in South Africa in 1983.  Later, it 
became available, and very much sought, in 
several other countries.  In the UK, CI has 
become the most popular kind of insurance 
product recently.  It was first offered to 
Canadians in 1996, and several years later 
in the U.S.

One of the greatest virtues of Critical Illness 
Insurance is that the product is not designed 
by insurance companies, but by medical 
professionals with intimate knowledge of 
the consequences of a critical illness — and 
how to carefully define the covered illnesses 
and the diagnosis.

The market for Critical Illness is more 
mature in Canada, where the need for this 
product has been spearheaded by Alphonso 
Franco, RHU president of the Critical Illness 
Insurance Center, which offers the 
Registered Critical Illness Specialty course.  
Alphonso has hosted major educational 
events and he is also the founder and 
creator of the World Critical Illness Insurance 
Conferences, in Victoria, Canada.  

Specialty Product Options

First there are the policies themselves:  

Individual Stand Alone contracts  
Permanent Life with a CI Rider
Worksite delivery and sales 
Group coverage

 
Tools For Critical Insurance Planning
 
What are the advanced sales concepts for 
Business Planning?  This is a very big 
market.  The typical premium is 
consequential, and corporations have 
substantial exposure — and they like to 
“cover their risk.”

  ■   Loan Cancellation 
  ■   Key Person
  ■   Buy/Sell
  ■   Executive Benefits
  ■   Employee Benefits
  ■   Pension Protection Planning
  ■   Business Continuation

Since you provide planning services for  
high net worth clients, you will want to 
consider captive risk issues, and the 
following applications:

  ■   Income Protection Planning
  ■   High Net Worth Protection
  ■   Disability for professional practitioners
  ■   Loan Cancellation
  ■   Training & Development Systems
  ■   Financial Education & CI
  ■   The Prospecting Map©
  ■   Annual Policy Reviews
  ■   Networking with Accountants, Attorneys 

& Other Professionals

Sources:
www.WilmaAnderson.com      
WilmaAnderson@q.com 
720 344 0312

www.ARKgroup.Com 
DHansen@arkgroup.com 
866 725 0777

www.trentonfinancial.com 
alphonso@criticalinsurance.ca 
250 995 2274   

Ed Morrow is the chairman and chief 
executive of the IARFC and has been a 
practicing financial advisor for forty years.   
As the CEO of the IARFC he is one of the 
developers of the Financial Planning 
Process™ course and a frequent instructor, 
both nationally and in many countries.

Contact:  800 532 9060
edm@iarfc.org
www.iarfc.org

Ed Morrow, CLU, ChFC, CFP®, RFC®
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As financial advisors much of the training 
we’ve received is about the use and 
benefits of traditional qualified retirement 
plans.  However, we’ve received very little 
training on the drawbacks and alternatives 
to qualified plans.  Here is another point  
of view.  

Whether you are a business owner, 
executive, or employee — you are probably 
using a qualified retirement plan such as an 
IRA, SEP or 401k plan to accumulate money 
for your retirement.

On the surface, these traditional qualified 
retirement plans may seem like a good idea 
— because you receive an income tax break 
on your IRA or 401K contributions.  Those 
retirement accounts grow tax-deferred, and 
you normally don’t pay taxes on these 
accounts until you withdraw the money 
during your retirement.

But, let’s examine these plans in more detail 
using a traditional IRA as an example.  Let’s 
assume you have 30 years until you plan to 
retire.  Currently, you can contribute a 
maximum of $4,000 into your IRA.  So, you 
invest $4,000 into the traditional IRA for the 
next 30 years.

Assuming you are in a 28% tax bracket 
— how much of a tax deduction do you get 
each year?  (28% of $4,000 is $1,120)  So, 
you will save $1,120 in taxes in the form of 

a tax break, each year, for the next 30 years.  
Over the entire 30-year period, you will save 
$33,600 in income taxes through this IRA 
tax deduction.

Now, let’s assume your IRA investments do 
phenomenally well, and in 30 years you 
have accumulated ‘One Million Dollars’ in 
your IRA.  Now, let’s assume you want to 
withdraw 10% from your IRA each year to 
use for your retirement income ($100,000 
per year).

If you are in the same 28% tax bracket 
when you retire, in the first year you will 
have to pay $28,000 of income tax on  
the $100,000. 

If you’ve been paying attention so far —  
this should shock you!

In only the first year of your retirement you 
will pay $28,000 in taxes.  However, you 
only saved $33,600 in taxes during the 
entire thirty years you contributed to your 
IRA!  So, you’ve already spent almost as 
much as you saved. 

More importantly — you’ll probably live at 
least another 20 years in retirement.  The 
problem is that by paying $28,000 each 
year in taxes, you’ll either have to withdraw 
more money from your account to pay the 
income taxes, which may mean you’ll run 
the risk of running out of money during your 

retirement.  Or, you’ll be forced to live on 
significantly less money during your 
retirement.  And, that’s assuming income tax 
rates stay the same as they are today.  In 
twenty years of retirement, at $28,000 per 
year, you’ll pay over $560,000 in income 
taxes, when you only saved $33,600 of 
income taxes. 

It’s the same problem whether you  
use a traditional IRA, SEP IRA, 401K or  
most of the other qualified retirement  
plans.  With almost all of the available 
retirement plans you are just deferring  
your federal income taxes until you  
retire.  What you have unwittingly done  
is created a retirement plan for Uncle Sam, 
not for you. 

The big disadvantage of using the taxable 
qualified plan is that now the income you 
get from it is used in the calculation to 
determine the taxability of your social 
security income.  Plus, you have RMDs, 
early withdrawal penalties, limits on how 
much you can contribute, etc.

And, don’t be surprised when the 
government in the future is forced to reduce 
your social security retirement income 
based on the value of your qualified plans.

Now consider the current income tax rates 
are the lowest we’ve had in history.  With 
the current financial problems we are facing, 

The Tax-Break That Might 
‘Break’ Your Retirement

The Problem With 
Traditional Qualified 
Retirement Plans



what do you think is going to happen to 
the tax rates in 20 or 30 years?

A Roth IRA is a step in the right direction, 
with the ‘Tax Free’ retirement income  
it provides.  But, in most cases the  
Roth IRA still has too many restrictions  
and penalties.  There is a limit as to  
how much you can put in a Roth IRA, 
there is a phase out for higher income 
earners and there is a 10% early 
withdrawal penalty if you withdraw money 
prior to age 59 ½.

How about if you could get the same ‘Tax 
Free’ benefits of the Roth IRA, but you 
didn’t have the contribution restrictions or 
early withdrawal penalties of the Roth IRA?  

And, if you’re a business owner, currently 
using a SEP or other qualified group 
retirement plan, you don’t have to make 
contributions for your employees?  

And, how about if you could get the  
same amount of income tax deductions  
in another way, without making your 
investment income taxable later on?
Now, how much better off would you be?

“If you know how to spend less than 
you get, you have the philosopher’s 
stone.”
Benjamin Franklin   

Lew Nason, RFC®, RTIA, LUTCF, with  
his sons Jeremy Nason, RFC®, and  
Will Nason, are the creators of Found 
Money Management™, a complete 
‘Turnkey’ marketing and sales success 
system dedicated to helping Middle 
Income Families to ‘Live Debt Free and 
Truly Wealthy.’ 

Contact:  877 297 4608
coach@insuranceproshop.com
www.insuranceproshop.com

Lew Nason, RFC®, RTIA, LUTCF

This offer is not available in conjunction with any other affiliate discounts, software renewals,  
and/or purchases prior to the promotion.

See why BUILDER Suite Leads  
Client Management Software  
for Financial Professionals!  

Interactive, Real-time, Personal Financial Planning System

Client Relationship Management Solutions for Financial Advisors

For a FREE Web Demo call: 800.666.1656
 or visit www.FinancialSoftware.com

�Suite
Software, Training and Support for Financial Advisors

20%Member Discount
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how a business mission statement should 
do the same for every person in the firm. 
“When your colleagues or employees are 
faced with a customer-facing dilemma, do 
they know what they should do by default?”

As you create your mission statement,  
keep this question in mind:  Does it not 
only inform clients what our business does, 
but empower team members to do 
whatever is necessary to deliver that 
promise?  Every employee in your practice 
operates at a different stratum level, and 
fulfills a unique role.  So, as Nichols 
acknowledges, their goals and 
responsibilities (and the tools they use to 
manage these) will also vary.   

Norm Trainor, NQA, CLU, RFC® is the 
President and CEO of The Covenant Group, 
referred by many as “The Business Builder.”  
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.covenantgroup.com

Do not underestimate the importance of a 
Mission Statement.  In building your 
business, this will differentiate you from 
competitors and will serve as a reminder of 
your purpose as an entrepreneur. 

My colleague Matthew Asser explained in 
greater detail the four main components of 
a mission statement in an earlier post, but 
allow me to quickly review them.  Your 
statement should first convey the benefit 
that your business presents to the client, 
then gives you the opportunity to define 
yourself and show how you can deliver a 
positive impact.

Next, you must identify what you do.  Focus 
on the three elements of business that 
make your enterprise unique - intention, 
process and measurement.  Remember, it is 
vital to keep the message simple.

Your mission statement and vision should 
be concise messages that can draw in and 
intrigue a prospect, and, as I originally noted 
in my book, ”The Entrepreneurial Journey”, 
they should give people a reason to want to 
do business with you.

Jim Nichols echoes the importance of a 
simple and compelling mission statement in 
Forbes magazine.  Your mission statement 
should be central to what you do every day, 
rather than an outdated phrase hidden away 
in the office or on the company website.

He draws a comparison between mission 
statements and the military’s “commander’s 
intent,” a clear, concise statement that 
informs every team member on a mission 
of what they need to do to achieve success.

“If the commander’s intent is to take that 
hill, then even the last solider standing 
knows that he has to take that hill, 
regardless of rank, positioning, skill, etc.,” 
Nichols explains, drawing the connection to 

Norm Trainor, NQA, CLU, RFC®

Make Clients 
And Employees  
Believe Your  
Mission 
Statement

Celebrating  
40 Years  
As Your  

Resource  
for  

Professional  
Study Media  
and Classes!

*CFP® Certification

*FINRA Securities

Licensing Exams

*CLU   *ChFC

*CFA   *CPCU

*AIC   *INS

*ARM

800-795-5347

www.KeirSuccess.com



Charge non-investment fees

Sell giant insurance policies

Diversify practice revenue

Acquire new affluent clients

Develop  

a New Market

Business Owner Consulting Workshop

Author
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!

Identify and Prospect a New Market 
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, plan  
text and easy-to-use calculation spreadsheet that motivates business owners to immediate action.   
Approach local businesses using tested letters, articles, sample plans, certificates, agreements  
and a proven professional system fully scripted.  Also:  Why and how to insure all business debts.

Close the Sale 
Maximize this workshop experience.  Practice the initial presentation,  
business evaluation and funding analysis — so you can  
immediately see revenue results.

What attendees are saying….
 
I thought I knew the corporate market, but this  
workshop taught me I still need to make positive  
changes.  The workshop equipped me with all  
the tools.  
— H. Stephen Bailey, RFC® 

The most valuable day I have experienced in years. 
Great information and how to add new cllients  
to my practice.  
— Warren L. Hahn, RFC®

This event took me by surprise and opened me to a  
whole new avenue for helping business people with  
real solutions.  The workshop equipped me with the 
knowledge and hands on materials that I took and  
implemented immediately. 
— Nicholas A. Royer, RFC®



7 IARFC approved CE credits for workshop attendance; 15 additional with post workshop study and exam completion. 

•   Approach small to medium sized businesses and professional practices.
•   Sell life insurance in large volumes — whole life, indexed, UL, dividend 

paying or term coverage.
•   Cover bank debt and lease obligations, signed personally.
•   Offer incentive compensation and retention plans.

Business Owner Consulting Workshop

Venue Locations:  9am to 5pm  
  Middletow, OH (IARFC Offices) – July 12

  Smithtown, NY (IFE) – Sept. 12 

  Indianapolis, IN (Money Concepts) – Oct. 24-25, call for details

• PowerPoint Presentation
• Presentation Script
• Meeting Agendas
• Marketing Letters
• Business Fact Finder
• Calculation Spreadsheet
• Sample Reports
• All Engagement Tools

REGISTER NOW

Please print or type information below.

   Mr.            Ms.           Mrs.

_________________________________________________________________ 
First Name                                    Last Name

_________________________________________________________________ 
Firm or B/D

_________________________________________________________________ 
Street Address

_________________________________________________________________ 
City                                                          State                     Zip Code

_________________________________________________________________ 
Phone

_________________________________________________________________ 
E-mail

    Mr.             Ms.           Mrs.

_________________________________________________________________ 
Associate First Name                      Last Name

Workshop Tuition:   $395
1-Day Special Workshop, including all the tools:

  Special — IARFC Member & Non Member $395

 Total: _________

   Credit Card                            Check made payable to IARFC

___________________________________________   ____________  
Credit Card # (Discover, MasterCard, Visa, AmEx)        Exp. date

________________________________________________________  
Signature

Payment Information:

International Association of Registered Financial Consultants
Financial Planning Building
2507 North Verity Parkway
P.O. Box 42506
Middletown, OH 45042-0506

Fax:  513 424 5752
Questions:  800 532 9060

www.IARFC.org
info@iarfc.org

PLEASE MAIL OR FAX THIS COMPLETED FORM TO IARFC

IARFCIARFC
INTERNATIONAL ASSOCIATION OF

REGISTERED FINANCIAL CONSULTANTS

Registration Deadline and Cancellation Policy: 
Workshop attendees may register or cancel up to 3 business days 
prior to the event date. Cancellations will receive a full refund,  
less a $20 processing fee.

Deliverables for you:

For a complete list of dates visit the IARFC Calendar at:  
www.IARFC.org or call Amy at 800.532.9060 ext. 307

Sign Up Today or Call Us   
Find out why you cannot miss this opportunity! 
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mission and start to see a new paradigm 
emerge for becoming an enlightened 
entrepreneur of the future.  Within a few 
short years, many qualities often associated 
with Love may very well evolve to become 
minimum standard requirements for 
achieving business success. 

Last time we talked about the benefits of 
Loving What You Do.  

Next, let’s look at:  

Big 10 Question #2:  Who Do You Do It 
For? = Love Who You Do It For

Are you ready to stop wrestling with your 
Clients and start loving them?  If so, you’ll 

find a renewed energy and enthusiasm for 
your business.  The secular equivalent to 
this idea is called your Ideal Client Profile, 
and as Financial Advisors, we are instructed 
to create these all the time.  Your ideal client 
is the type of person with whom you’d love 
to do business…your dream Client. 

Love & Your Ideal Client Profile

An Ideal Client Profile is a full description of 
all the non-financial qualities this group 
possesses.  It may include such 
characteristics as lifestyle, stage in life, major 
concerns and challenges, personalities, 
occupations, hobbies or charities which 
reflect the common values you share with 
clients.  By association, when you describe 
your ideal client in writing, you are telling 
them all about yourself, or at least the types 
of people to whom you are attracted.

Write it down.  Put it on an 8.5 x 11 sheet 
of paper and place it in your introductory kit.  
Post it on your website and be able to 
articulate your Ideal Client Profile in a 
conversational tone to potential clients in 
your initial interview.

One of my Financial Advisor mentoring 
clients is a self described “meat and 
potatoes guy,” a real Type B personality.  We 
described what this meant in plain English 
and put it in his marketing brochure and on 
his website.  It resonated with a lot of clients 
with similar qualities, and admittedly, did not 
resonate with others.  But that’s OK!  You 
can’t be all things to all people. If you try, 
you’ll most likely end up appealing to no 
one instead of everyone.  Today, the vast 
majority of this Advisor’s clients consist of 
financially qualified, Type B personality 
clients.  He’s making more money than 
ever, serving clients he sincerely enjoys. 
Less stress, more success.

Turn Down Unqualified Business

Many advisors do not know how to 
graciously say, “No thank you”. When you 
find a potential client about whom you 
cannot get excited, or who doesn’t meet 
many of the criteria of your Ideal Client 
Profile, don’t worry. You’ll both know it. 

In this series on, “What’s Love Got To Do With 
It?”, we’re looking at how the concept of Love, 
as defined in a broader context, can play a 
crucial role in defining success in today’s left 
brained, high-tech world of business.

Using the model of The Big Ten Questions 
Every Client Is Thinking, Even If They Don’t 
Ask, (for a free complete list of these 
questions, please email info@maxbolka.com), 
we find many parallels between each 
question and the application of the concept 
of Love to business.

By blending the hard core, practical business 
applications of the head along with the 
more subtle, evolutionary qualities of the 
heart, we can develop a viable, meaningful 

What’s Love Got To Do With It?

part twoLove Who You Do It For
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Just politely tell them, “I’d love to serve you, 
especially if you’re a friend, neighbor, 
relative or co-worker of x, but I just can’t. 
You see, what we do here is very labor 
intensive, and we only take on a certain 
number of clients.  We work best with…” 
and continue to repeat your Ideal Client 
characteristics.  Help resolve this person’s 
problem, by sending them to someone who 
can give them the kind of time and 
attention they deserve. It’s a win-win-win for 
all parties involved.

Upgrade Your Clientele

Similarly, when you find an existing client 
who no longer meets your new Ideal Client 
Profile, start upgrading. Add an “A-Level” 
client on the top first, and you’ll often find 
you can transfer one or more “B-Level” or 
“C-Level” clients off the bottom of your list, 
while increasing your income and 
decreasing your workload and legal liability. 

Pretty soon you’ll end up with all A-Level 
clients, giving them all A-Level service, and 
collecting all A-Level revenue.  Each time 
you let someone go whom you did not feel 
good about, you’ll feel a lightening of your 
spirit, a surge of energy and even 
exhilaration.  It’s good for your self esteem 
and your business will become fun again!

What kind of clients would YOU love to  
do with?   I

Max Bolka is a 30-year veteran of the 
financial services industry.  Today he  
“Builds First-Class Financial Advisors & 
Enlightened Entrepreneurs” through  
his professional speaking, writing  
and mentoring.

Contact:  800 472 3288
max@maxbolka.com
www.maxbolka.com

Max Bolka

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

iarfcwebsites.com
1-800-593-9228

Powered by Smarsh Financial  
Visions Website Services

n	 Get a professional and 
attractive online  
presence

n		Attract new clients and 
service existing clients 
better

n	 Packaged with consul-
tative Internet market-
ing expertise

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

Create your 
own IARFC 

website 
NOW!

Business��
made�easy.
Staples saves you  
time and money

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

•  Dedicated Account 
Management

•  J.D. Power Certified Customer 
Service

•  Spending and compliance 
programs

•  Access to more than 80,000 
products

•  Easy on-line ordering and 
unprecedented control

•  Fast and Free Delivery
•  Customized program to fit  

your needs

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

Financial Planning positions available at all levels. Mature 
practice with existing marketing systems in place to produce a 
constant flow of new prospects.

Candidate(s) should possess RFC®, CFP®, ChFC or CPA credentials; Life & Health 
Insurance, Securities 7, Real Estate or Mortgage Brokerage Licenses. Opportunities 
available in Long Island, NY and Tucson, AZ.

Contact us today:
acoletti@designcapital.com (631) 979-6161 x 102 www.designcapital.com 

LET OUR STRENGTHS BE YOUR ADVANTAGE.

(Willing to Relocate?)

Would you like to know their secrets and learn how to:

1. ‘Fill’ your seminars every month w/30 to 50 qualified senior 
leads!

2. Create immediate trust and confidence with your audience!

3. Set appointments with ‘9 out of 10’ of your attendees!

4. Collect $1,000,000 of annuity premiums each month!

Are you wondering how the Top 1% of Annuity Producers are still able 
to consistently earn $50,000 or more of annuity commissions every 
month using annuity seminars, when everyone else is saying that 
annuity seminars are being overdone? (Even with all the Bad Publicity 
and the Current Economy) What is it that they know that you don’t? 

Get My Secrets NOW!
FREE E-book…  

‘10 Deadly Mistakes’ That Keep  
You From Collecting 

‘One Million Dollars’ Of Annuity  
Premiums Every Month!

Call Today… 877-297-4608

Annuity Sales Secrets Revealed

www.InsuranceProShop.com

Just for you.
Right now.

Visit an online store with discounts 
just for you and your practice. 
Make the most of special savings 
for you and your family. 
Get on the Now Network. 
sprint.com/iarfc
Online offer just for members  
of the IARFC 

To order by phone IARFC Members  
can speak with an Account Representative 
at: 866.639.8354 



Are you getting ready to retire and want to 
learn a musical instrument?  Go for it!

But don’t select piano as your instrument of 
choice.  Let me be more specific.  Are you 
and your spouse dreaming of Disney cruises, 
extended stays in Florida, long car trips to 
see grandchildren, and tours of the National 
Parks?  Yes?  Then learn to play the piccolo.

Why?  Because it’s real hard to find a piano 
to practice on when you’re on the road.  I 
know, from personal experience.

And don’t think you can just buy a digital 
keyboard and take that with you. I tried  
that.  I ended up buying a full size 88-key 
machine that weighs 40+ pounds and 
requires a carrying case with wheels.  It’s so 
big it doesn’t fit into the trunk of my Chevy 
Malibu.  And my wife won’t let me trade it 
in for an SUV.

Okay, so let’s say you are stubborn like me 
and still decide to learn piano and you are 
compulsive about getting your daily practice 
session in.  You are headed for downtown 
Columbus, Ohio for a wedding. What do 
you do?

Don’t waste your time and inquire at your 
hotel when you check in.  Hotels today 
don’t keep a piano on hand for weddings 
and bar mitzvahs.  Perhaps if you are at a 
five star hotel (i.e. the Ritz Carleton) you 
may find one in the bar (and if you do, are 
you ready to practice in front of all of those 
inebriated swinging singles? Not me).

Googling piano classes got me a lot of 
private teachers and music schools and 

piano distributors.  But nothing downtown, 
and I was not going to drive to the suburbs.  
There was a sheet music store downtown (I 
don’t remember if I ever called to see if 
they had practice rooms with pianos).

Honestly, I had given up my quest. So  
what if I didn’t practice?  It was just a short 
weekend trip.  My wife and I walked around 
downtown, killing time before the wedding. 
We got some exercise but there isn’t much 
happening in Columbus on weekends.

We did find an upscale brownie shoppe, 
Sugardaddy’s Sumptuous Sweeties  
(11 East Gay St).  Our plan was to look,  
but not eat.  My wife was checking out the 
goodies behind the glass display when I 
heard a piano.  There in the back was a 
grand piano playing electronically.  Maybe 
these people knew where I could find a 
piano downtown!

To my surprise they said I could use their 
piano.  The sales clerk said she could turn 
off the player piano mode, and then it 
works like a traditional baby grand.  And it 
was mine any time I wanted it.

I returned with my binders of music.  Was  
I nervous?  Of course, I’d been playing  
for a few years and never expected I’d  
have to play in front of strangers.  People 
were constantly walking in and out of  
the bakery.

I started to play very, very softly. I built up 
some confidence and focused on my music 
(easy piano versions of the great American 
songbook) and ignored the shoppers; and 
they ignored me.

When I finished, the sales clerk offered  
me a bag of brownie pieces (the odds  
and ends that broke off of the fancy stuff).   
It was priced at $9.99.  I had received  
my first payment ever for playing piano.  
Could I now call myself a professional?  
Maybe I should ask for 1099R tax receipt  
so that I can report the in-kind income  
on my tax return.  Would my CPA let me 
substitute musician instead of ‘semi-retired’ 
as my work status?

P.S. If you’re ever in Orlando, FL, I can help 
you find a piano (you’ll need to pick up a six 
pack of Heineken).   

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.”  

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

Business Mirrors Life

Hesh Reinfeld

Practicing Piano On Vacation

Professional Business Writer & Recreational Musician 

To market your product and services to the IARFC membership,  
contact Wendy Kennedy 800.532.9060 x308

Make the best use of your advertising dollar...



IARFC has partnered with International Medical Group® (IMG®) to provide your international clients protection from 
the unforseen risks of global travel. For over 20 years, IMG has been protecting the health and wealth of travelers by 
providing international medical insurance, travel medical insurance and trip cancelation programs. 

By offering specialized products from IMG, you can generate a new stream of revenue while providing your 
clients Global Peace of Mind. To become an IMG producer contact Barbara Whiteside 
at 1.866.368.3724 ext. 1732 or barbarawhiteside@imglobal.com.

to learn more visit 
www.IARFC.org

Do your clients realize that an overseas emergency 
medical evacuation could cost them up to $100,000.00?

PROTECT THEIR ASSETS AND PROVIDE THEM 
GLOBAL PEACE OF MIND®GLOBAL PEACE OF MIND®GLOBAL PEACE OF MIND®

Do your clients realize that an overseas emergency 
medical evacuation could cost them up to !

AMG Insurance Group, LLC
Many Choices - One Solution

NEW  Property and Casualty Affi nity Program 
for the exclusive benefi t of our members.

Diversify Your Practice
 
•  Earn “Turn-Key” Referral income on 

New AND Renewal business
• Build a Valuable “Book of Business”
• Value added Service for clients and prospects
• Great Prospecting Tool!

Contact Us
 for an Informative WebinarPhone:  602-359-0556 

Excellent Business Expansion 

Concept for General Agencies

Email: thomas@amginsurancegroup.com
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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 Planning Process™ course

Take the Next Step!
Acquire the skills and tools for a more profitable 
financial planning practice, developed by veteran 
financial planners, business consultants and 
practice management experts.

Self-study, or  
in the classroom

©2012 Financial Planning Process™ course developed by the IARFC  
www.IARFC.org

Call today for details:
800 532 9060


