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IARFC Cruise Conference
Venice, Italy to the  

Divine Mediterranean

The IARFC CE @ Sea™ conference, the premier event for 
professionals in the Financial Services Industry will be held on 

MSC Luxury Cruise Lines, MSC Divina  
Saturday, May 25 – Saturday,  June 1, 2013.

™

Reserve your 
cabin now! 

423.741.8224
More Information

Click Here

May 25 – June 1, 2013

CE @ SEA™ Conference Attendee Fee - $150 invoiced by IARFC.

Cabin Deposit of $100 is due upon registration.   

Interactive, Real-time, Personal Financial Planning System

�Suite
Software, Training and Support for Financial Advisors

Client Relationship Management Solutions 

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!  

FREE Web Demo call: 800.325.5540
www.FinancialSoftware.com

30%Member DiscountDecember 1 - 31, 2012
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CALENDAR OF EVENTS

Business Owner  
Consulting Workshop 
December 6, 2012 
Tampa, FL

RME Sales & Marketing 
Super Cruise 
January 17-21, 2013  
Tampa, FL to Cozumel, 
Mexico

IARFC Board Meeting 
February 22, 2013  
Middletown, OH

Business Owner  
Consulting Workshop 
March 21, 2013 
Middletown, OH

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

NEW IARFC MEMBERS

Jeffrey S. Altman, RFC®, NV
W. Allan Costellow, RFC®, KY
Andrew G. Kwittken, RFC®, CA
Michael N. Lemaich, RFC®, IL
Pamela Krystal Mah, RFC®, HI
Antoine B. Orr, RFC®, MD
Corey A. Scrupps, RFC®, NH
Burton G. Stewart, RFC®, NC
Roy C. Wagner, RFC®, KY
Jared D. White, RFC®, CT

New International Members

Thailand  10
Philippines    9

Members Who  
Recommended  
New Members 

Tyrone Clark
Jon P. Harrison, RFC®

Jim Moss, RFC®

Thomas Paron, RFC®

Referror of the Month 
Jon P. Harrison, RFC®, CLTC, CFP®

Business Owner Consulting Workshop

Are you interested in CE?  
The Business Owner  
Consulting Workshop now awards 
7 hours of CFP® CE credits.

Attendance is Retroactive!   
If you attended a workshop between 
January 2011 and now, you are eligible.

1. Date of workshop you attended.

2.  Location (city) of workshop  
you attended.

3.  Your CFP membership number  
or the last 4 digits of your  
Social Security number. 

CE Update

Application is Easy!
Send the following information to  
susan@iarfc.org 

Questions?  
Call 513 424 6395 x  306 

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...

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

Sammy J. Grezaffi, RFC® 
New Roads, LA
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1.  Not having the environment to plan ANY financial future.  The 
Congress and the Administration will not act for the benefit of the 
country.  They have ONLY self-interest in their sight. 

2.  A regulatory environment that is forcing every small and medium 
size enterprise to become a Ward of the government ( Sieg Hiel!)

Les Anderson, IARFC President, MBA, RFC® 
Dacula, GA

Working primarily in the middle income family markets, these clients 
are most concerned with income and purchasing power issues.  

There is little confidence about job security, advancement opportunity 
or wage gains.  Add to that the cost increases they are seeing at the 

gas pump, grocery store and education expenses.

There is real concern on Main Street.  As it relates to longer term 
planning, retirement income tops the list of concerns.

Ed Ledford, IARFC Treasurer, CLU, RFC® 
Carmel, IN

My best client articulated to me yesterday.  “The biggest concern is 
the election.  Will we stay the course of a capitalistic country or move 
toward a European Socialism, with taxes on everything to support a 
new welfare state?” JAH, Jr.  

Dr. Bill Moore, Pharm D., CLU, ChFC, FIC, RFC® 
Dallas, TX

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

This month’s Round Up question:
As we head into 2013, what are your clients’ biggest concerns?

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

Donald A. Hansen
The Ark Group

www.ArkGroup.com
DHansen@ArkGroup.com

866 725 0777 x201

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.

Journal of Personal Finance

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

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

Publicity Opportunities:  Naturally, we encourage published 
authors to advise their clients and the media of their published 
articles by sending a 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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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, RFC® 

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

513 424 6395 ext. 311

Mark Terrett, CSA®, 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 6395 ext. 308

Susan Cappa  
Program Coordinator 

susan@iarfc.org 
513 424 6395ext. 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 
myvie@hol.gr

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 

imeahjohn@flowtrinidad.net.

Winston Williams, RFC® 
Director 

winston@myfasl.com

IARFC INTERNATIONAL DIRECTORY

US STAFF DIRECTORY
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Recently I have been presenting the 
Business Owner Consulting Workshops in 
the US and Asia.  The audience size has 
been increasing, and I have been surprised 
that a number of the RFC members in the 
audience are repeaters.  I do not think that 
is based on the presentation, but on the fact 
that to properly prepare for a new and 
challenging market requires focus.  It is all 
too easy to attend a workshop, and then 
return to your office and just keep doing 
what you have been doing before.  The 
current economic turmoil and its impact on 
client attitudes and comfort level may 
contribute to this stagnation.  

The business owner and professional 
practitioner are excellent clients, but there is 
a lot of study and preparation required.  All 
distractions promote a return to the 
comfortable procedures of the past, despite 
the recognition that new markets are 
essential to the health of your practice.  In 
our business workshop the manual is 
approaching 300 pages (for easy note-
taking and avoiding the need to write 
super-fast as the presenter changes slides) 
and the CD-ROM has 110 files, including 
PowerPoint client presentations, case 
studies, letters, articles, proposals and 
certificates — about 400 pages of material 
that is immediately usable, with minimal 
personalization required.  

Systematic Time Devotion.  When  
you attend any workshop or class that  
takes you into a new market, you need  
to schedule time for adding the new  
habits and knowledge.  The best way is  
to allocate one-half of a day every week – 
the same time every week – dedicated 
entirely to the new material and market.  
Many RFCs do not like for this to be 
Monday or Friday, and others have 
community obligations on some mid-week 
days.  But to allocate just one morning or 
afternoon on Tuesday, Wednesday or 
Thursday makes a lot of sense.  

How are Your Introduction Folders?  For 
years we have indicated that the first 
impression will set the stage for (or against) 
a profitable relationship.  The consultant 
must present an image of efficiency — best 

implied by careful preparation.  Therefore 
we suggest the RFC have two folders for the 
initial interview — one for the client and one 
for the consultant.  The client’s folder 
contains the consultant’s CV, an agenda and 
a process flowchart.  In the consultant’s 
folder are an agenda, flowchart, note pages, 
Engagement Agreement, Plan Assurance 
Certificate, Fee Schedule, Fee Invoice, Code 
of Ethics, the planning process flowchart 
checklist, Non-Disclosure Commitment and 
a Fact Finder.  

Key items need to be withdrawn from the 
consultant’s folder at the right time, signed 
in front of the prospect and handed over 
with ceremony, just like the formal, 
two-handed presentation of a business card.

I have been amazed at how many RFC’s 
nod their heads when each of these  
are displayed and reviewed, but how few  
of our members have been making this 
essential preparation.  They know that it 
would increase their new client acquisition, 
but fail to prepare.  Careful preparation  
also boosts the mental attitude of the 
presenter, which will be reflected in a  
more relaxed delivery.

How is Your Sample Plan?  Many years 
ago I was presenting executive planning to a 
company officer and I was reluctant to show 
my sample plan for corporate executives 
because I knew he was shopping.  So I did 
not refer to it, but described our process.  
Toward the end of the interview he said, 
“Did you bring a sample plan?”  Reluctantly I 
replied “Yes” and handed it over.  He asked 
if he could have it and I said, “Sure — for 
our fee of $6,000.”  He glanced at the plan, 
commented on the Table of Contents and 
printed dividers, and handed it back, 
commenting,  “These reports all look alike!”

What About Your Process?  He then said, 
“You seem to have a very well-organized 
process.  I used to be a chemical engineer 
and all chemical manufacturing involves a 
complex process.  Do you have an outline 
or a flow chart?”  I said, “Yes, but I have 
never thought of bringing one to a sales 
presentation.  Would you like to see it?  I 
could drop one by for you tomorrow.”  

The following morning I dropped off our 57 
item process flowchart for corporate officers.  
He studied it for a few minutes, asked some 
insightful questions and concluded our 
meeting:  “Well, let’s get started with five 
executives.  Have a seat here and I’ll get you 
the check for $30,000.”

The process for working with a post-retiree, 
a corporate officer and a business owner 
are different, so you need several versions.  
None of the clients really understand the 
flowchart.  What they understand is that you 
understand it — and that is what really 
matters.

Get Started Now for 2013.  Plan to  
open one new market or initiate a seminar 
or drip marketing series.  Prepare your 
presentations and use the first impression 
tools effectively.   

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

From the

Chairman’s Desk…
Do You Need a Market?

Ed Morrow, CLU, ChFC, RFC®



Dark Blue 1” Gold D Ring Financial Plan binder, with or without RFC debossed Logo $22.00 ___________ $___________

Dark Blue half inch binder, with or without RFC debossed RFC logo (for modular plans) $18.00 ___________ $___________

Matching Dark Blue Notepad Folder, with or without RFC Logo $13.00 ___________ $___________

Avery customizable Translucent tab set, with 12 tab sections $15.00 ___________ $___________

Avery customizable Translucent tab set, with 15 tab sections (recommended) $18.00 ___________ $___________

Flyer with Unibind proposal system that uses a hot glue process to “perfect bind”  No Charge ___________ $___________ 
modular plans or document assembly; special binders required

Quality Assurance Gold Foil Labels (2” diameter) quantities of 250 per roll $40.00 ___________ $___________

Comprehensive Sample Financial Plan, with a Plan Construction Manual  $145.00 ___________ $___________

   Order total: $___________

   Tax: $___________

  
                                                                                                                                                                       U.S. Shipping Only       Shipping: $___________
 

   Total: $___________

Ohio Residents Sales Tax 6.5% must be added

Note:  The 1” plan binder holds from 50 to 150 plan pages

The half inch binder holds 10-50 pages

RFC PL AN BINDERS,  NOTEPADS & TABS

Padded Cover Gold Slanted D Rings

Concealed Rivets

(Optional)  
Debossed RFC logo

Matching 
Notepads

Document Pocket on Inside cover Avery Translucent Tabs

Comprehensive Sample Financial Plan  
with Preparation Documentation

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

    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

513.424.5752

IARFCIARFC
INTERNATIONAL ASSOCIATION OF

REGISTERED FINANCIAL CONSULTANTS

U.S. Only Shipping Rates

$0 to $10.00 $10.00
$10.01 to $50.00 $15.00
$50.01 to $100.00 $20.00
$100.01 and up $25.00

Shipments are sent  
UPS Ground

Quatity Desired Total Cost
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that the work that we do meets standards 
recognized by the financial services industry.  
The accrediting organization will look at 
technical ability, independence, ethics, and 
make sure that the overall workings of the 
organization are done for the benefit of the 
designation holders and other members.  

A quick look at other similar designations in 
the financial services industry will show 
several that have already achieved national 
accreditation.  Some of those include the 
CFP®, the CLU, the CSA, and the ChFC.  We 
know that we are equal to any of these 
designations and by seeking accreditation 
we are cementing that perception in the 
minds of the public and the various 
regulatory agencies with whom our 
members interact.  As you can imagine, we 
are in a very competitive marketplace and 
as a way of differentiating our members and 
ourselves, we feel it is necessary to raise the 
level of our designation.  We know that by 
doing this we are bringing light to our 
association as well as providing added 
benefits to our members.  

The benefits of having an accredited 
designation are such that both members 
and staff of the organization can derive 
something positive.  For our members and 
holders of the RFC® designation, having an 
accredited designation allows the 
opportunity to expand your marketing reach.    
By holding a designation that has received 
third party accreditation; the advisor can 
make use of that fact in marketing and 
prospecting materials.  The accredited 
designation holds a higher level of authority 
in the minds of the public and the smart 
advisor can leverage that appearance of 
strength.  As we move through the 
accreditation process and get closer to final 
approval I will provide more information on 
how you can use the accreditation in your 
marketing efforts.

For our association, the benefits that come 
from third-party accreditation are numerous.  
An immediate benefit to us is the valuable 
internal feedback that we are receiving.  This 
feedback will help us address the quality of 
the processes and procedures that are 
currently being used.  It is also going to 
identify areas where improvement is 

As the Director of Education for the IARFC, it 
is part of my responsibility to ensure the 
continued success of the association.  In 
today’s competitive environment, both in 
the financial services industry and in the 
overall marketplace, it is vital that an 
organization such as ours maintain their 
highly sought and achieved standards.  To 
that end, we have decided to move forward 
in our growth as an organization that 
provides a registry of professional 
practitioners.  We have long been known as 
one of the premier financial services 
membership organizations and as a means 
of maintaining that level of accomplishment, 
we have decided to pursue third party 
accreditation of the IARFC and the RFC® 

designation we currently offer.  

Over the course of the next year, I will be 
providing all of our members with a running 
narrative of the accreditation process and 
the work that is being done to achieve this 
much sought after recognition.  Through a 
series of articles in the Register, you will 
travel the path of accreditation right beside 
the rest of us here at the IARFC.  I will keep 
you posted on the various issues 
surrounding the accreditation process and 
will share with you the triumphs and the 
tragedies along the way.  As you can 
probably imagine, this is a difficult and 
time-consuming process that we are 
undertaking.  While we travel the path to 
accreditation, please feel free to send me 
any questions you might have about the 
process and where we are on the path.   
I will do my best to provide timely and  
clear answers.

Let us begin by looking at accreditation and 
the reason we feel that this is the right path 
to take at this time.  Our RFC® designation is 
a classic example of a certification program.  
Such programs are commonly used as a 
means of evaluating and recognizing 
practitioners who meet certain guidelines 
that show their professional competence.  
Unfortunately, not all certification programs 
are of as high a level of quality as is the 
RFC®.  This is one of the reasons that we 
have chosen to apply for independent 
accreditation from a third party.  The process 
of accreditation allows a third party to 
evaluate our programs and to make sure 

needed, along with identifying those areas 
that are already very high quality.  We are 
learning new and better methods that will 
make the association run more smoothly 
and more efficiently.  

Once the IARFC has successfully attained 
accreditation, we also get the advantage of 
public acknowledgement that our policies 
and procedures, including those related to 
test development and administration, meet 
high standards and stringent requirements.  
This benefit allows the public to know that 
when they engage the services of an RFC 
designee they are doing business with the 
best of the best in the financial services 
industry.  That is no longer our opinion alone.  
It has been confirmed by an independent 
entity that has no stake in the game other 
than to protect the public at large.

In our next step down the pathway to 
accreditation, I will introduce you to some of 
the third-party accreditation providers.  We 
will look at the various requirements of each 
as well as the coverage that each provides.  
As a worldwide association, we are 
interested in accreditation that goes beyond 
our borders and is accepted in multiple 
jurisdictions.  Future reports will cover the 
process of accreditation itself, as well as 
introducing you to some of the changes that 
will come about because of our work — 
changes that will be of a positive nature for 
our members and the public and changes 
that will have an impact going forward for 
our future.  Until our next report, let me 
thank you for your continued support of the 
IARFC.  Without our members, none of what 
we do would mean anything.   

Jim Lifter, MBA, RFC®, the IARFC Education 
Director, has an undergraduate degree from 
Ohio State University in Marketing and an 
MBA from the University of Dayton.  Jim is 
responsible for coordinating the 
development and distribution of the IARFC 
educational courses.

Contact: 800 532 9060 x 312
jim@iarfc.org
www.iarfc.org

Jim Lifter, MBA, RFC®

On The Path to 
Accreditation
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Insurance is by using the following table 
analogy.  So, imagine that you have a  
table in front of you.  We are going to  
call this your client’s “retirement table”.  
Their goal is to have as much food on  
their table at retirement as they can but  
they also can’t let that food/retirement 
touch the floor.  So just like any table,  
we need to add legs for protection and 
stability.  There are four legs on this table:  
Life, Health, Disability and Critical Insurance.  
Each leg is equally as important to the table 
as the other three legs.  

So for the best stability and protection of 
your client’s retirement table, all four legs 
should be balanced when implemented.  
Imagine what your client’s retirement table 
would look like with one leg being twice as 
long as the others?  As a professional 
advisor, you really should be prepared to 
advise your clients on each leg of protection 
for their table.  I admit, this approach can 
make some advisors nervous…especially if 
they don’t know much about the other 
products.  However with the right counsel, 
anyone can be in a position of confidence.  
Great counsel brings you awareness and 
enlightenment, and ultimately empowers 
you to advise your clients on each leg of  
the table.

The first leg of your client’s retirement  
table is Life Insurance.  Whether your  
client purchases term or permanent,  
having the coverage is imperative.  Why  
is the coverage so important?  Obviously 
there are many reasons but really, it boils 
down to the beneficiary.  People purchase 
Life Insurance to protect their beneficiary 
from the costs of dying, such as lost  
income, mortgages, debts, college funding, 
etc.  Even if the Life Insurance policy  
was purchased for equity growth, the 
purpose of that benefit normally has a 

If you had a client ask you about Critical 
Insurance would you feel prepared enough 
to give them an effective answer?  Let’s go 
one step further.  Are you currently in a 
position to educate clients on the 
importance and need of Critical Insurance?  
Most advisors we speak with do not feel 
prepared enough to answer questions, let 
alone educate their clients on the 
importance or need for Critical Insurance 
when we first meet them.  Considering  
how important this product is for certain 
clients, it is a subject that you and your 
clients cannot afford to ignore.  My goal  
with this article is to help you understand 
the importance and need for Critical 
Insurance and ultimately, provide you with  
a foundation for implementing it into 
everyone of your protection portfolios.   

To begin, I believe it is important to 
communicate that Critical Insurance is not a 
product that fits everyone’s needs.  Just like 
any other insurance or financial product 
available to consumers, this is a tool that 
needs to be used properly.  There are 
certainly places where Critical Insurance was 
not designed to fit a need.  Therefore, it is 
imperative that we approach Critical 
Insurance in an objective manner.  It is my 
opinion that an objective approach requires 
us to understand why the product was 
created in the first place.  Once you have 
the right foundation established, your efforts 
in educating clients can become much 
more fruitful.

Critical Insurance was originally designed to 
protect your client’s retirement portfolio 
during the Asset Accumulation stage of life.  
In other words, people who are in the 
process of building toward retirement must 
be made aware of this protection.  The best 
path I have found in educating advisors on  
how to advise their clients on Critical 

designated purpose, such as a supplement 
to retirement benefit, opening  or retaining  
a business, etc.  So, what happens if your 
client doesn’t die, he came close and it’s 
going to be a long recovery but again, he 
didn’t die?  What will his Life Insurance 
policy pay him?  Now are there policies 
available that can accelerate death benefits?  
Sure, but if we accelerate the death 
benefits, what did we just do to the 
beneficiary?  So the question is: does your 
client have a better way of answering their 
need for money if they survive?  

The second leg of your client’s retirement 
table is Health Insurance.  I know, I know…
most people despise selling Health 
Insurance and I honestly can’t blame  
them but that still doesn’t mean that  
you shouldn’t be able to provide clients  
with wise counsel regarding their Health 
Insurance.  Health Insurance was designed 
to reimburse catastrophic medical expenses 
from doctors and hospitals based on  
usual, reasonable and customary charges 
within your client’s local network.   
The real issue consumers have is truly 
understanding what Health Insurance  
does not cover.  Unfortunately, consumers 
have been conditioned to approach Health 
Insurance from a “carrier should pay  
all costs” mentality.   It’s like paying for  
auto insurance and expecting oil changes, 
replacement tires, routine car washes  
and the like to be covered in addition  
to having coverage for the catastrophic  
risks.  Even with the current coverage 
mandates from Obamacare, the exclusions 
and limitations on Health Insurance 
reimbursements are still very significant  
and still lead to bankruptcy.  With a life 
altering diagnosis, these two legs of the 
table do not answer the need for protecting 
the retirement portfolio…their table still 
needs two more legs.

Critical  
      Insurance 101
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The third leg of your client’s retirement  
table is Disability Insurance.  How does 
Disability Insurance work?  It typically 
replaces up to a maximum of 60% of 
income upon diagnosis and continued  
proof of an injury or accident.  How  
many people have a tough time living  
on 100% of their income, let alone 60%.  
In addition, we normally see a 90 day 
elimination period on policies sold to  
clients.  However, what many people  
don’t realize or forget is that Disability 
Insurance pays benefits in arrears.  On  
a 90 day elimination period, the client 
would technically have to wait 120 days 
prior to getting their first benefit.  Most  
of the population would live off friends, 
family or the federal government if they 
went three months without income, let 
alone four months and 60% replaced 
thereafter.  In addition, your client’s spouse 
will certainly be missing work to care for 
them and Disability Insurance obviously 
doesn’t replace the spouse’s income.  The 
bottom line… your clients paycheck is an 
important asset to cover but even with the 
coverage, where will your client’s go to get 
the  
money they need?

For any advisor who also assists their clients 
with investment planning, they know the 
answer to that question all too well.  People 
will first go to their savings when they need 
money.  So what happens when your clients 
have to invade their principal?  What if that 
money is also qualified money?   The issue 
is if they need the money, they have no 
other choice.  So in an attempt to pay for 
surviving a life altering diagnosis, they 
sometimes can dodge bankruptcy but at the 
expense of their future retirement.  Even 
though they might have Life, Health and 
Disability Insurance, without the fourth leg 
to the table, clients are still at major risk of 
losing what they are working so hard to 
build…their retirement.

The fourth leg of your client’s retirement 
table is Critical Insurance.  “Not because you 
are going to die but because you are going 
to survive.”  Dr. Marius Barnard (world 
famous heart surgeon and founder of 
Critical Insurance) recognized that with life 
expectancy nearly doubling over the past 
fifty years due to medical technology, the 
cost of surviving is increasing at an even 
faster rate.  People are living longer but not 
necessarily healthier.  That is why Critical 
Insurance was developed; it pays a tax free, 
lump sum amount for survival.  However, it 
also pays a tax free, lump sum amount 
upon death from a covered condition or a 
complete return of premium if death occurs 
from any other reason.  

Imagine what a client could do with an 
infusion of just $100,000?  They could seek 
care from any doctor, they could afford to 
have their family travel with them, they 
could take a vacation or they could even put 
some of the benefit into their retirement.  
So instead of postponing retirement by 
invading their savings, they can put tax free 
dollars into their savings to accelerate their 
retirement.  The point is the more options 
your client has, the more control they have 
and the less stress they will feel.  

Considering it was likely stress that caused 
the condition to begin with, the less stress 
they have when recuperating the better.  
Your clients are not limited to $100,000 and 
actually can have access to over $1 million 
dollars in benefit.

We have all been touched by someone  
who was diagnosed with a life altering 
condition.  Who do you know that has 
simply been diagnosed with a heart  
attack, cancer or a stroke?  Would  
$100,000 of tax free money have made  
a difference to them?  Would it make a 
difference to any of your other clients?  
Make sure you properly protect your  
client’s retirement table with a balanced 
approach to their insurance needs but 
certainly don’t forget about how important 
Critical Insurance is in protecting your 
client’s retirement..     

Don Hansen is a principal at The Ark 
Group, a National Insurance Brokerage and 
Planning Company based in Omaha, 
Nebraska.  He and his company work with 
financial advisors across the country by 
providing them with powerful financial 
protection strategies uniquely structured to 
fit their client’s specific need through proper 
case development, research and 
implementation.     

Contact:  866 725 0777
dhansen@arkgroup.com
www.arkgroup.com

Donald A. Hansen

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
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1. Create offers:  Last week, I was listening 
to a business mentor give a presentation 
and was really interested in one piece of 
advice he gave:  If you want people to do 
something for you, do something for them 
first.  This advice is the foundational premise 
of email marketing. 

Give your prospects something that is  
of value to them.  Offers come in many 
forms, and in order to create effective  
ones, you have to know a little bit about 
your target audience. What are they 
interested in? What do they want to learn 
about?  What are their goals?  What 
problems do they face? 

Here is what you may consider offering: 

• An e-book download

•	 A whitepaper

•	 A	free	consultation

•	 Access	to	free	calculators

•	 	A	free	newsletter	with	information	of	
value to them

2. Develop calls to action (CTA):  Once 
you’ve created some offers, you must 
somehow entice your audience to access 
them.  This is where the CTA comes in.  A 
CTA creates a sense of urgency and 
direction for your audience.  An example of 
a CTA would be “Download our FREE 
Retirement E-Book!”  Alongside the CTA 
should be a form.  The form is where the 
prospect must (at least) submit their email 
address to access the offer.  It’s up to you if 

Here are a few steps you can follow  
to develop lead nurturing e-marketing 
campaigns that transform prospects  
into clients: 

Have you ever received an email that 
piqued your interest?  Perhaps it spoke to a 
relevant business conundrum you were 
facing, or contained an offer that came just 
in the nick of time.  Despite what you may 
assume, this is no coincidence.  With 
segmented or “trip-wire” email marketing, it 
is possible to deliver targeted messages that 
directly meet the unique interests and 
needs of prospects. 

Here are a few steps you can follow  
to develop lead nurturing emarketing 
campaigns that transform prospects  
into clients: 

5 Things Most Financial 
Advisors Don’t Know About 
E-Marketing
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you want them to provide more information, 
like their name or company.  Here are some 
avenues you may consider for your CTA: 

•	 Download	buttons	

•	 Forms	on	your	website

•	 CTAs	on	social	media

•	 	Landing	pages	that	specifically	prompt	
people to take advantage of the offers

3. Funnels:  Let’s say that Sally, a 45-year 
old widow on the brink of retirement, signs 
up to access a retirement calculator on your 
website.  Once she signs up, her email 
address should be segmented into a drip 
email campaign.  A drip email campaign  
is a sequence of emails that prospects 
receive over a fixed amount of time.  The 
content in the emails should relate to the 
offer they opt into.  For example, if Sally 
opts into access to a retirement calculator, 
she should start receive emails pertaining to 
retirement planning.

4. Automated emails:  We know Sally 
opted to access the free retirement 
calculator, but how many emails should you 
send her?  How should the emails be 
organized?  How often should you send 
them?  My recommendation is to send five 
emails over the course of one to two 
months.  There are various schools of 
thought when it comes to how you should 
schedule the automation, but this is what 
I’ve found to be the most effective. 

Here are some additional pointers for  
the emails: 

•	  Always give direction:  What actions do 
you want the prospect to take?  Do you 
want them to visit your blog?  Do you 
want them to opt into your weekly 
e-newsletter?  Getting your prospects 
more and more involved with your 
company is one of the many goals you 
should have with e-marketing.

•	  Be conversational and keep it concise:  
Would you read an email that was super 
long and boring?  Probably not.  Neither 
will your prospects.

•	  Start soft, end strong:  The first two to 
three emails that your clients receive 
should be somewhat soft from a sales 
perspective.  In other words, don’t ask 
the prospect to come visit you in your 
office for a one-on-one in the very first 
email.  Instead, establish some credibility 
and comfort first.  Direct them to your 
blog or video library so they can learn 

more about your firm.  After they’ve 
already received several emails, you can 
then consider requesting a consultation 
or meeting.

5. When the campaign ends:  When the 
drip email campaign ends, you have several 
options for how you proceed. 

•	 	If	you	haven’t	heard	from	Sally,	you	may	
consider giving her a call to see if she 
has any questions or is interested.

•	 	If	Sally	is	not	currently	interested	in	your	
services, do what you can to stay in front 
of her in the months to come.  Do this 
by sending emails to her once or twice 
every month or prompting her to sign up 
for other offers you have.  According to 
MarketingSherpa, 70 percent of your 
leads will end up buying something 
from you or one of your competitors, 
but they won’t do it right away.

•	 	Evaluate	the	analytics	of	your	 
campaigns.  This is essential to 
e-marketing success.  In essence, see 
what people are engaging with and 
clicking on the most and re-work your 
campaigns according to what gets the 
most traction and conversions.   

Amy McIlwain, President of Financial Social 
Media, entrepreneur, author, speaker, and 
worldwide connector, is recognized 
internationally for radical new ways of 
thinking about Social Media, PR, marketing, 
advertising, and customer service.

A former NCAA Division I Soccer player, 
Amy started building and designing 
Websites back in the late 1990s.  She spent 
the past 6 years in the financial industry 
selling advertising space for the Senior 
Market Advisor and consulting for insurance 
companies on various media vehicles.

As the marketing landscape shifted from 
traditional to Social Media, Amy saw  
the increasing value of social networks in 
their ability to connect with clients and 
prospects.  As a result, she launched 
Financial Social Media in 2010 which 
specifically address compliance issues 
surrounding social media and the  
financial industry.  With her unique 
background in both online marketing and 
financial services Amy advises which  
media vehicles work and the marketing 
language needed to deliver results.

Visit:  www.financialsocialmedia.com
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shift employees in the Airport, Fire Station 
and so on.  This allowed us to serve these 
people at a time when no other financial 
advisors were available.
 
What was your educational background?

My educational background includes a 
Bachelors with honours from Glamorgan 
University in Wales, along with several 
business related diplomas from the  
United Kingdom.  I am always in a 
continuous learning mode, having done 
courses in Paris, and the in the Caribbean  
as well as the significant RFC designation.   
I am currently enrolled to complete  
my MBA.
 
What were your early job duties?

Being an agency manager, I was privileged 
to develop the agency via recruitment 
selection, training and performance 
management of the team. 
 

Were you successful at first?

At first, significant success was limited and 
required determination, fortitude and 
application of oneself.  One of the most 
important aspect of success in this field is 
sticking to the task at hand, no matter what 
the initial results are.  One of the codes that 
continues to take me forward is 4425 = 
What (4) Ever (4) It (2) Takes (5)
 
Who influenced you the most?
 
I had the fortune of having access to many 
great mentors, such as Conrod Shuffler of 
Atlanta and Charles Bouillot of France.  I also 
had the pleasure of interacting with many 
great minds throughout my career.  I recall 
being inspired by a conversation with 
Michael Lee Chin, one of the richest black 
men in the world.  He has many 
entrepreneurial attributes, but the one that 
stood out for me was his immense passion 
for the financial services industry.

The Register is honored to add Inshan 
Meahjohn to the roster of IARFC Member 
Profiles.  

How did you start in financial services?

I first entered the financial services sector as 
one of the youngest insurance agency 
managers in the Caribbean at Life of 
Barbados.  This was a unique opportunity 
provided by a renowned expert, Mr Le Roy 
Shuffler.  The plan was to hire and train 
twelve top-notch qualified industry 
professionals that had no previous training 
and experience in the insurance field.  There 
were over 500 applications, and I was 
honored to be one of the hand-chosen 
twelve.  Our team was also expected to start 
the process of revolutionizing the service 
delivery by utilizing the latest technology 
available.  One of my fondest memories 
was when we enacted the midnight 
initiative, where we would leave the office at 
about midnight and visit with all the night 

Inshan Meahjohn
Profile Interview

Continuous 
Improvement
Technology once utilized properly 
will enable advisors to 
communicate and serve the 
market more effectively and 
efficiently.  Industry professionals 
must also be aware of how the 
new technology is being utilized by 
our clients.
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It is always a challenge to balance the 
ever-changing market needs to cutting edge 
portfolios that are timely and relevant.  The 
Caribbean market also provides some unique 
challenges as the market is a developing one, 
but also provides opportunities.  It has been 
a pleasure to share the resources that the 
IARFC provides with other financial 
professionals in the Caribbean.
 
How do you market now to acquire new 
clients?

The majority of new clients came from 
referrals of clients who have had great 
experiences.  It is important to note 

He told me a story of when he first started 
out in the 1970’s, in his suit, with his 
Jamaican accent, going out to farmers in the 
outskirts of Canada to convince them of the 
benefits of financial planning.  That took 
passion!  Soon after he was able to 
purchase his first Rolls Royce and eventually 
he was added to the Forbes and Fortune 
list.  He has had many challenges, but is still 
passionate and that will continue to play an 
important role in his success. If you feel 
truly passionate about anything that you can 
turn into a product or service, you have one 
of the qualities of success. 
 
What were your major obstacles?

however that recently marketing has 
evolved with the advent of social media.  
Programs such as Facebook, twitter and 
blogs allow, clients to provide immediate 
feedback, start discussions, share 
information and make judgment decisions.

Tell us about your business continuation 
plan?

It is critical for succession planning, company 
expansion and improved customer service to 
continuously mentor, train, support and coach 
new associates.  This fosters sustainable 
development and as the Japanese would say 
Kaizen or continuous improvement. 

A true versatilist, Inshan Meahjohn, BA, MABE, RFC®, 
is qualified, experienced and performance driven 
with many years of success in executive 
management and finance.  

Inshan was one of the youngest insurance agency 
managers in the Caribbean at Life of Barbados, 
serves on the board of directors of the International 
Association of Registered Financial Consultants  
and has been appointed the  
Chair of the IARFC Caribbean Chapter. 
He has consulted with many financial  
institutions throughout the Caribbean  
and internationally in the areas of  
banking,  finance, business development,  
leadership and training.

He has earned success  
working with large automotive  
companies as well as  
many non-profits.  He resides  
in Trinidad with his wife  
of 12 years and children.
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currently stands at TT $2.7B, and look 
forward to continuing to serve my country in 
whatever capacity I can to support national 
building.
 
What do you wish you had done, early in 
your career?

Implemented in a more timely fashion 
some of the wisdom that was shared by my 
mentors.
 
What have you done to create a 
reputation in your professional practice?

By providing consistent, high quality advice 
and loving the clients that I serve.
 
What countries have you worked in?
 
I have been blessed to consult with clients 
throughout the world.  Early in my career, I 
have been able to provide financial 
consultancy to banks, financial institutions 
and individuals throughout the entire 
Caribbean region.  I have also been able to 
provide consultancy in unique markets such 
as West Africa and South America.
 
What was the most interesting trip that 
you made?

Visiting the Amazon rain forest and staying 
on a barge on the Amazon River and later 
hiking to a waterfall deep in the forest.
 
Tell us more about your country.
 
The Republic of Trinidad and Tobago is an 
archipelagic state in the southern Caribbean, 
lying just off the coast of north eastern 
Venezuela and south of Grenada in the 
Lesser Antilles.  It shares maritime 
boundaries with other nations including 
Barbados to the northeast, Guyana to the 
southeast, and Venezuela to the south and 
west.  The country covers an area 5,128 
square kilometres (1,980 sq mi) and 
consists of two main islands, Trinidad and 
Tobago.  Unlike most of the English-
speaking Caribbean, Trinidad and Tobago’s 
economy is primarily industrial, with an 
emphasis on petroleum and 
petrochemicals.

Trinidad and Tobago known for its Carnival 
and is the birthplace of steelpan, calypso, 
soca, chutney and limbo.  The steelpan is 
the national instrument of Trinidad and 
Tobago and is the only new acoustic musical 
instrument to be invented and accepted 
world-wide in the 20th century.   

Contact:  868 384 9825
imeahjohn@flowtrinidad.net

What benefit of the IARFC has been of 
greatest value?

IARFC provides cross-functional exposure, 
information, training, expertise and support 
in order to become a world-class financial 
consultant.
 
What do you see for the Association in 
the future?  

This association will continue to grow in 
numbers and in strength as well as continue 
to influence the world’s financial industry.
 
What should financial advisors be doing 
to give back to the community?

Financial advisors should exercise corporate 
social responsibility and well as 
environmental responsibility in their 
practices.  It is also important to continue to 
work with the different regulators and 
lawmakers to ensure that legislation is 
continued to be updated and relevant.
 
What will be the impact of technology on 
financial advisors?

Technology once utilized properly, will 
enable advisors to communicate and serve 
the market more effectively and efficiently.  
Industry professionals must also be aware of 
how the new technology is being utilized by 
our clients.  It is important to note the 
advent of mobile computing with new 
handheld devices running Apple’s latest iOS 
iPhone platform, RIM’s BlackBerry OS and 
Google’s Android operating system.  Adding 
to the mobile eruption was the advent of 
the tablet computer, led by Apple’s iPad, 
Samsung’s Galaxy Tab and many others.  
Taking a page from the banking industry, 
according to the Aite Group survey in 
October 2010, “bankers described 
themselves as social media ‘novices’ or 
‘beginners’, that will change in 2011.”  Aite 
analysts say 90 percent of banks will have a 
dedicated social media budget by 2012.
 
What do you advise an RFC to 
concentrate on?

Always concentrate on listening to the client.  
Once you get a clear idea of the client’s 
current situation, history and future goals, 
take time to develop and present them with 
the very best plan.
 
What’s looming on the horizon for our 
profession?

I am honored to be serving my country of 
Trinidad and Tobago as the Chairman of the 
Green Fund Advisory Committee, which 
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Ron Pullman’s new book has a long and descriptive title,  
Private Dollar Strategies for Tax-Busting Solutions Strategies 
Using Intentionally Defective Trusts.  It is a deceptively small  
book, 66 pages and only 5 chapters.  Yet the ideas are big ideas  
and the strategies are amazing.  Ron has put together an easy to 
read summary of concepts he has used to become internationally 
well-known among celebrities, sports figures and the corporate super 
performers.  Each chapter will give you a summary of a different case, 
for example Bob Meyer’s 21 million dollar dilemma.  And each 
chapter details another strategy Ron has used.  The book is not for 
every financial advisor and the concepts are most valuable for use 
with the very affluent clients.  It is however an easy read and the 
examples are well laid out and instructive.

I learned about Private Split Dollar and third party Trust Administrators, 
why GRATS have problems and how IDGIT could address these short 
comings.  If like me you don’t know about Intentionally Defective 
Grantor’s Irrevocable Trusts, Ron Pullman’s book will inform and 
educate you.   

For those looking for creative and effective out of the box solutions 
you need to read about Private Split Dollar Strategies.   
 
It is available hard bound or paperback at Amazon or direct at:  

888 795 4274  
orders@xlibris.com
www.xlibris.com

Mark Terrett, RFC®, Operations 
Manager joined Ed Morrow at 
Financial Planning Consultants in 
2000 after a long career in retail 
management.  In 2004 he started 
working more extensively with the 
IARFC and assumed a supervisory role 
in 2006.  Today, as Operations 
Manager for the IARFC, Mark is 
responsible for all the administrative 
tactical efforts to support the strategic 
goals of the organization.

Contact: 800 532 9060 x 310
mark@iarfc.org
www.iarfc.org

Book Review

Mark Terrett, RFC®

Private Split Dollar 
Strategies 

for 
Tax-Busting 

Solutions
Strategies Using Intentionally 

Defective Trusts

author 
Ronald V. Pullman, RFC®
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retention; and (4) risk transfer.  Risk 
avoidance is making a conscious decision 
not to expose oneself or one’s firm to a 
particular risk of loss.  Loss control may 
involve reduction in both the frequency and 
severity of unavoidable losses and the use of 
diversification.  Risk retention, as the term 
implies, involves the assumption of risk 
through such techniques as self-insurance.  
Risk transfer generally involves the use of 
insurance to have another party assume 
one’s risk for a price.  

Who Qualifies as a High Net Worth 
Individual?

Whether a person is considered wealthy is 
very subjective.  For purposes of this article, 
a high net worth individual will have a net 
worth of $2.5 million or more (or a married 
couple with $4 million or more).

Protecting Against Liability Risk

The assets of high net worth individuals, 
whether they were earned or inherited, are 
exposed to considerable risk and prudence 
dictates that they be protected accordingly.  
A principal type of risk for such individuals is 
the risk of liability for potential harm of 
another person or another person’s property 
and which, most significantly, may not be 
subject to a maximum upper limit.  Just the 
costs of defense against a lawsuit can 
amount to a significant portion of a high net 
worth individual’s assets.  Such persons may 
be particularly vulnerable if, for example, (1) 
their profession exposes them to malpractice 
suits; (2) they are investors in or developers 
of problem real estate properties; (3) they 
are parents of a teenage driver whose car is 
titled in their name; (4) they are guarantors 
or cosigners of other’s loans; (5) they are 
subject to disputes with customers, co-
workers, or employees; (6) their business 
requires the use of toxic materials or is 

exposed to other environmental risks; (7) 
they serve on a corporate or non-profit 
organization board; (8) they become 
involved in an auto accident that causes 
injury; (9) someone is injured on their 
property; (10) they slander someone; (11) 
they become involved in a marital dispute; 
(12) they are hit with a large IRS assessment 
as the result of a tax audit; (13) they incur 
large medical bills; or (14) they are sued for 
defamation or assault and battery.

Using the Corporate Shield

One’s corporation is as useful an asset 
protection device as are limited partnerships 
and trusts.  A corporation can be a safe 
harbor for virtually any asset, but it is best for 
business-related assets.  A high net worth 
individual may want to consider establishing 
a family corporation in which his or her 
spouse and/or children own a controlling 
interest while he or she owns only a minority 
interest.  Personal assets that need to be 
protected may be transferred to the 
corporation in exchange for the minority 
interest.  A minority interest will have limited 
value to a creditor.  

One can intelligently and safely loan money 
to one’s corporation by making sure that 
such loans are fully secured by the business 
assets.  This can be accomplished by having 
a bank loan the funds to your business 
accepting a pledge of the business assets as 
collateral.  The business owner would pledge 
as additional collateral, if necessary, personal 
assets.  In the event the business fails, the 
bank would be repaid first from the business 
assets and would then release to the owner 
his or her pledged personal assets.  This 
device gives the owner priority over 
liquidation proceeds of the business.

With respect to the type of corporation to 
select, an “S” corporation offers as much 

Before discussing risk management 
strategies for high net worth individuals, it is 
important to first define what is meant by 
“risk”.  If we were to ask ten individuals to 
define risk, most likely we would obtain ten 
different definitions of the term.  To many, 
risk means only “investment risk”.  But there 
are many types of risk to which any person 
may be exposed, many of which are 
applicable to high net worth individuals.

Risk is defined as uncertainty about the 
outcome of a situation or event which 
arises out of the possibility that the 
outcome will differ from what is 
expected.  In the area of potential financial 
losses, risk is uncertainty about whether the 
financial loss will occur and how large the 
loss will be.  This definition of risk differs 
somewhat from the usual definition as odds, 
chance, or probability.

High net worth individuals, to the extent they 
own securities, are subject to systematic 
types of risks including market risk, interest 
rate risk, reinvestment rate risk, purchasing 
power risk, and, in the case of international 
investments, exchange rate risk.  Also, to the 
extent that such individuals’ investments are 
not well diversified, they may be subject to 
business risk and/or financial risk.

High net worth individuals are or may be 
exposed to risk of premature death, risk of 
poor health, risk of loss of control, risk of tax 
return audit, risk of future unfavorable tax 
law changes, risk of direct physical loss of 
property, risk of substantial loss of value of 
property, indirect (consequential) loss, 
liability risk, and losses due to the failure of 
others.

Risk Management Techniques

The four basic methods of managing risk are 
(1) risk avoidance; (2) loss control; (3) risk 

#1Risk Management 
Strategies for the 

High Net Worth Individual  
part 
one
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liability protection as a regular “C” 
corporation so the selection of a form of 
incorporation should be based on taxes, not 
liability concerns.  In the case of a 
professional who operates through a 
professional corporation, there is little liability 
protection to the owner inasmuch as he or 
she can be sued personally for malpractice.  
However, where a subordinate or another 
associate causes injury without negligence 
on the part of the professional, the 
professional corporation can provide 
meaningful protection.  Where large law, 
accounting, or medical practices operate as 
partnerships, or loose-knit associations, 
incorporation can be beneficial.  Rather than 
becoming partners, a safer arrangement is 
for each professional to set up a professional 
corporation each of which would, in turn, 
form a partnership.  Creditors of the 
partnership could only reach the assets of 
the respective partner’s corporations, rather 

than the assets of their principals.  
Sometimes it is better to incorporate as a 
regular corporation, rather than a 
professional corporation, so that the shares 
can be owned by the professional’s spouse 
or another entity, such as a trust or limited 
partnership.

Other Preventative Measures and 
Considerations

Once one has incorporated his business and 
obtained liability insurance to achieve partial 
protection, there are other simple, common 
sense preventative measures that should be 
considered to further reduce liability risk.  
Some of these include (1) communicating 
clearly with others; (2) giving instructions 
that are informative and complete; (3) 
disclaiming all implied warranties; (4) 
purchasing the maximum affordable amount 
of liability insurance including a personal 

Jeffrey H. Rattiner, CPA, CFP®, MBA, RFC®

HAVE YOU GOT ANY

The Cost Is… No Cents!

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

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

Just go to 

www.SenseOnCents.com
and subscribe by clicking on  

the e-mail subscription request.

SENSE?
SENSE ON CENTS

liability umbrella policy on top of 
homeowner’s and auto coverage (these 
policies usually cover the costs of legal 
defense representation); (5) clearly 
separating bequests and gifts made to one 
spouse from becoming future “marital 
property”, divisible by divorce; and (6) 
avoiding, to the extent possible, an 
ostentatious lifestyle and maintaining 
confidentiality of one’s wealth by moving 
funds into banks of selected foreign 
countries and other methods.

Wages, in most states, are partially exempt 
from levy.  IRAs and Keogh plans are 
generally not safe from creditors, however, 
ERISA plans generally are.  Insurance and 
annuities are ordinarily exempt assets.

Summary: 
As you can see, high net worth clients pose 
some serious risks that planners need to 
address.  Part II of this series continues the 
discussion by addressing these risks as they 
pertain to titling property, acting as a director, 
creating an asset protection plan, using 
limited partnerships and trusts.    

Jeffrey H. Rattiner, CPA, CFP®, MBA, RFC® 
has been a fixture in the personal financial 
planning profession for more than 25 years.   
As a leading educator, author, practitioner, 
and industry organization executive, he  
has experienced financial planning from  
a perspective most of us have never seen 
up close.  He worked at three of the major 
membership and licensing organizations  
for our profession and runs a small tax  
and financial planning practice.  Jeff keeps 
himself very busy.  He has written many 
books, edited industry trade journals and 
newsletters, been featured as a columnist in 
various trade publications, and has been a 
featured speaker for many years on a host 
of very important topics in our profession.  

Contact: 720 529 1888
jeff@jrfinancialgroup.com
www.jrfinancialgroup.com



Page 18 The Register  | November 2012

2.  The next person you will need to hire is a paraplanner to help with the “backroom” 
planning.  

3.  As you grow you will want to add additional financial planners to your firm.  Growth in a 
financial planning firm is usually growing assets under management and it takes planners to 
do this.

The Recruiting Diamond

We use the Recruiting Diamond as a tool to remind us of the steps necessary to hire the best 
people.  You first must determine the ideal profile of the position for which you are hiring.  Then 
you locate people from your best sources and begin the structured interviewing process to 
compare the candidates to your ideal profile.  Once you identify your top choices you sell them 
into the organization.  

As I have the opportunity to speak and train 
in many of the better economic regions of 
the world, I see a gradual change in the 
type of financial service practice an 
individual is building.  Many are moving 
away from the captive “insurance-based” 
practice into a Financial Planning practice.  
It’s happening in three stages: 

STAGE 1
A single personal practice that has very 
little support.  The planner does all the 
work from opening the door in the morning 
to taking out the trash in the evening.  Many 
of the day-to-day functions of the office are 
clerical by nature.

STAGE 2
A single planner with some support staff.  
These planners have part-time clerical help 
and may have some part-time paraplanners 
helping them with the practice.

STAGE 3
A firm with several planners, 
paraplanners and support staff.  The 
organization becomes a true financial 
planning firm with lots of expertise. 

How To Know The Best People To Hire

As planners develop their practice they will 
need to add personnel to their organization.  
With enough money, you can hire almost 
anyone.  First you must know what you are 
looking for.  When you don’t, you wind up 
making many wrong choices before you find 
the individual who fits your organization.  
But to really hire the best you will need to 
recruit the best.  Yes, recruit the best. 

How can you know the best people to  
hire?  We will consider three types of people 
to add to your financial planning firm and 
give you a powerful tool to use in making 
hiring choices.

1.  An Administrative staff person to take 
care of the clerical responsibilities of the 
firm.  Remember your job as the owner 
and planner of this firm is to be working 
with clients, not answering the phone 
and making copies on the copy machine.

Grow Your Practice 
Grow Your Value
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The first step is to develop a picture of the 
type person you are looking for.  The 
following is a checklist of the ideal 
candidate.

•	  Work Experience:  Have they worked in 
the Financial Services arena and do they 
have the vocabulary?

•	 	Education Level:  Do they have a good 
background?

•	  Interest in Financial Planning:  May 
not have knowledge in planning.

•	 	Personality Trait:  Do they have what it 
takes?

•	 	Career Objectives:  What is their 
desired career path?

•	 	People Skills:  Do they possess 
interpersonal skills that help with client 
development?

•	 Financial Stability:  Very critical.
•	 	Attitude about Financial Planning:  Do 

they believe in the financial planning 
process and the products and services 
we recommend?

•	 	Social Mobility:   Working with different 
types of clients from the CEO of a 
company to the owner of a large farm.

•	 	Other Value Added skills or qualities 
they may possess.

We strongly suggest that you look at the  
vital core characteristics that must be 
present in anyone you want to bring into 
your firm.

•	 Character/Integrity
•	 Common	Sense	–	Mental	Alertness
•	 Achievement	Drive
•	 High	Energy	Level
•	 Career	Motivated

Locating the correct individual is critical.  So 
where do you find good people?  

•	 People	you	know	
•	 RFC/CFP	Students
•	 Your	Financial	Planning	Association
•	 Job	websites
•	 Placement	Office	Local	University
•	 Industry	Associates
•	 Newspaper	Advertisements
•	 Recommended	by	clients
•	 Others

The next step it to compare the  
candidates by interviewing.  When 
interviewing, use the Law of Three:   
Three different occasions, three structured 
interviews.  You must ask each candidate 
the same questions.

In the initial Interview you ask a  
lot of questions about the individual  

who is considering working for your 
planning firm.  

From the initial interview you move to the 
selling interview, which allows you to sell 
the firm and the industry.  

Then you conduct the hiring interview 
where you induct the individual into your 
business.

Some employers like to use career  
and personality testing, which is very 
appropriate.

Now, let’s get practical.  Here are some questions to help you identify  
ideal candidates in the interviewing process.

Administrative / Staff

Have you worked in the Financial Services industry?

Why would you be interested in the financial planning industry?

Do you like detail work? (Examples)

Do you like working with people? (Examples)

How do you feel about telephone work — making calls and handling incoming calls?

Describe yourself using three adjectives.

What type of compensation are you looking for?

Paraplanners

What is your background and experience?

What are your business goals?

Current company and reason for change.

Software and systems used?

Describe yourself in three adjectives.

What type of compensation are you looking for?

Other Relevant Information

Planners

What are your Business Goals?

What are your prospecting methods and results?

What is your total current compensation?

What is your market focus?

Reason for change — reason to join us?

Planning software used in the past

Number of clients

Assets under management

Other relevant information



Remember in hiring people to the firm, 
there are two basic types of personnel:

•	 	those	who	help	increase	revenue	
(Planners)

•	 	those	who	are	costs	of	doing	business	
(Administrative staff / Paraplanners)  

Be reminded that change is inevitable but 
growth is optional.   

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

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

Lu Ann Butler, Director of Curriculum 
Development, KBI.  Since 1980, she has 
worked in many areas at KBI.  In her current 
role, she oversees the overall development 
and customization of KBI’s training 
programs.  She has been key in designing 
training solutions for KBI clients worldwide.

Contact:  927 380 0747
wmoore@kbigroup.com
www.KBIGroup.com
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Remember the vitals!  To evaluate 
candidates on the core vitals, you simply ask 
the right questions in the interview process.

We must also ask one other question about 
this individual.  “DO I LIKE THIS 
INDIVIDUAL?”  When it’s all said and done, 
if you do not like the person, he or she will 
never succeed under your leadership!

Character/Integrity

When, in your opinion, is a person 
successful?

What is the major strength you have 
that would help you succeed in 
prospecting?

What adjectives would your closest 
associates use to describe you?

What is the major weakness you 
picked up from your parents?

Common Sense / Mental 
Alertness

What is it about this position that 
might be attractive to you?

What would you say is your major 
weakness?

Achievement Drive

Are you getting along in your job as 
well as you would like?

What do you enjoy most about your 
present job?

How much difficulty would you 
experience learning to work alone?

What is your greatest success?

High Energy Level
What type of hobbies do you enjoy 
the most?

Career Motivated

Based upon today’s values, five 
years from now, how much money 
would you expect to be earning?

When, in your opinion, is a person 
successful?  

DIL

Do I like this individual?

Now that you have pictured, located and 
compared the individual, we need to “close 
the sale” by selling the individual into the 
organization.  You visit the firm’s Mission 
and Vision statement and cover all of the 
firm’s planning activities.  Share, in detail, 
the following:

•	 Business	structure	of	the	organization
•	 Business	plan
•	 	Your	background	and	education	

credentials
•	 Information	technology	used	by	the	firm
•	 Marketing	plan
•	 Standardized	sales	procedure
•	 	Compliance	and	legal	issues	associated	

with financial planning
•	 	How	you	monitor	and	measure	the	

effectiveness of the staff and planners

Grow the Value of the Business

“Assets under management” is the market 
value of assets that a financial planning firm 
manages on behalf of investors.  “Assets 
under management” is looked at as a 
measure of success against the competition 
and consists of growth/decline due to both 
capital appreciation/losses and new money 
inflow/outflow.

The only way a firm can grow the assets 
under management is to hire, train and 
develop additional staff, paraplanners and 
financial planners.  

There are many reasons to grow the value 
of the business.  One of the primary 
reasons is developing an asset that can be 
sold (succession plan) when the principal 
makes the decision to retire.

Return on Investment

You need to factor your return on 
investment, including the costs associated 
with recruiting, hiring, and training as well as 
compensation and benefits.  Figure your 
revenue growth forecasts projected to 
determine how many staff you can afford. 
Dividing that figure by the costs to hire, train, 
and compensate will provide you with the 
ratio of return. Do this for both revenue-
generating employees and non-revenue 
generating employees.  However, retained 
and well-managed staff will keep labor costs 
lower due to efficiency. Essentially, this 
means looking at personnel as human 
capital.  This should reduce costs over time 
and increase ROI.  

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

Lu Ann Butler
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and their participant’s best interest.  Why? 
Because, today more than ever, it is crucial 
for plan sponsors to utilize true third party 
relationships throughout every aspect of its 
retirement plan. I define true third party 
relationships as those companies which do 
not have any financial interest in each other 
but which have a common interest toward 
working together for the betterment of the 
plan sponsor and its participants.  When 
there is coopetition (portmanteau of 
cooperation and competition) then there is 
a win-win-win for everyone involved.

If we begin with this end question in mind:  
Who is to benefit most from having a 
retirement plan?  The final answer must be: 
the plan participant and then the plan 
sponsor.  Cannot a plan participant sue their 
plan sponsor for an inferior plan with poor 
performing investments and high fees?  Yes, 
they can and yes, they have.  We all agree 
that an employer’s retirement plan is not set 
up for the profits of the company managing 
the plan or its assets.  Though we also 
agree, these companies deserve to earn a 
reasonable and justifiable fee for service.  

The gestalt of the plan, that is the whole of 
it, must better serve the needs of the plan 
sponsor and their participants, than better 
serving the individual needs of the separate 
parties to the plan; plan administration, 
education and advice, recordkeeping and 
the investments.   If one company is 
providing all of these services, then 
competition is ignored for the convenience 
of the plan and not for the betterment of it 
and to its participants. 

Enter technology.  Today, financial systems 
are able to streamline most aspects to the 
internal working parts of the plan. Be it:  
recordkeeping, plan administration, 
reconciling plan and participant balances 
and contributions, statements, fees and 
fund performance.  The more important 
part of the plan, education and advice, is still 
done by a financial advisor.  Introducing 
third party relationships is not a new idea 
and, in fact, this was how retirement plans 
were originally created in the 60s and 70s, 
and it had a name, unbundled.  However, 
because the individual parts, plan 
administration, advice and education, 

A Case for Unbundled Retirement Plan my 
title is taken from a Beach Boys song in 
which they sing about a young couple who 
are in love and dream of a better day by 
spending all their days together as a married 
couple.  They sing to how they want to 
change their current world into a better one 
by speaking about how together they can 
be happier.

I would like to speak about how to change 
the design of our retirement plans and 
hopefully, by writing about it, create a better 
world for plan sponsors and their 
participants.  Today we have mutual funds, 
banks or insurance companies, who 
manage other companies’ retirement plans 
and who have also created name brand 
recognition in the process.  There is nothing 
wrong with name brand recognition 
especially when an individual makes that 
choice.  However, when plan sponsors 
consider the design of their retirement plans 
around name brand recognition are they 
offering their employees a better plan by 
having one company perform all of their 
plan administration, recordkeeping, the 
selection of the investments and advising 
and educating their employees?  I say 
they’re not, and it is my intention in the 
following paragraphs to convince plan 
sponsors they’re not. 

Currently, plan sponsors select their 
retirement plan provider through the 
Request for Proposal (RFP, the most 
common) process or through an association 
endorsement. They may cite a number of 
reasons why one company is managing 
their plan; some believe it to be most cost 
effective, or more convenient, or because 
they can hold one company accountable.  
Today, because of the fiduciary 
responsibilities placed upon plan sponsors 
these reasons alone are no longer 
justifiable.  Having one company supply the 
investments and make the 
recommendations for those investments, 
provide the recordkeeping, plan 
administration and employee education and 
advice is no longer in the plan sponsor’s 

A Case for Unbundled 
Retirement Plan Services
Wouldn’t It Be Nice? 
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not the best investment manager across all 
asset classes (international, small, mid, large 
cap etc. this is not new).  Decades ago it was 
called selecting the “Best (mutual funds) from 
the Best”.  But again the company doing the 
plan administration (remember for free) 
chose the funds.  And typically their own 
funds made up a greater proportion of the 
funds offered than any other firm’s funds 
within that portfolio.  Today, a plan sponsor 
can select a low cost, independent record 
keeper (not owned by a mutual fund or 
insurance company) who will also supply a 
statement and will be fully transparent and 
fully disclose all fees.  The plan sponsor 
through their investment advisor can select, 
through a qualitative and quantitative analysis 
(a lot easier to do than it is to say, again 
thanks to technology) for the plan sponsor.  
Gone are the days of kowtowing to the 
contractual demands of the mutual fund or 
insurance company.  Today, plan sponsors 
can provide their participants no matter the 
asset size of their plan a surrender free 
account, with low expense funds and a fully 
serviced retirement plan for their participants.  
They can have a plan which stands on its 
own merits because it is designed with the 
plan sponsor and its participants in mind.  
Wouldn’t it be nice?  It would.

Additionally, to aid plan sponsors, there 
needs to be a major revision to simplify the 
IRS and DOL rules and regulations of all 
qualified retirement plans.  Here’s how:  

First, we only need one qualified plan type 
incorporating the same eligibility rules: let all 
employees (seasonal and part-time) 
contribute from their salaries, when 
employer money is involved keep the 
current vesting rules, provide tax savings 
incentives to for profit companies who 
contribute either in a matching or profit 
sharing way toward their employees 
retirement plans, non-profits should be able 
to apply for grants for their employer 
contributions on behalf of their participants, 
no more Maximum Contribution Allowances 
calculations by allowing any employee to 
contribute as much income as they want 
pre-tax, or ROTH up to $50,000 (Americans 
need the ability to save more toward their 
retirement, this maximum is for IRAs too), 
no more loans, no more hardships 
withdrawals, when plan participants 
separate from service they may no longer 
keep their assets in the plan, regardless of 
their balance, but it must transfer into their 
IRA (again, no withdrawals until age 59.5). 

Second, get rid of the complex rules  
and regulations and by doing so these 
changes will dramatically reduce the plan 
administration costs to the plan sponsor and 

ultimately these savings will be passed onto 
the participants.  In short, simplify, simplify, 
simplify.  

Want to create an unbundled plan?  Here’s 
how:

1.  Select a low cost, highly technologically 
advanced, independent record keeper. 
One who is not owned or affiliated or 
associated or a subsidiary of any mutual 
fund company, investment bank or 
insurance company.  One who offers all 
mutual funds, ETFs and third party 
money managers.  In short, they are 
agnostic as to funds and investments.  
All fees and other potential conflict-of- 
interest relationships are fully disclosed 
and transparent.

2.  Select an independent third party plan 
administrator — not owned or aligned or 
in partnership with any other financial 
firms and certainly one who does not 
own a broker dealer or sell any 
insurance products to the plan sponsors 
they service (fixed or indexed annuities).  
All fees and other potential conflict-of-
interest relationships are fully disclosed 
and transparent.

3.  Select an independent financial advisor.  
Free of conflicts-of-interest and who 
provides objective advice to plan 
participants. Ideally, this would be an 
independent investment advisor 
representative registered under their own 
RIA firm or an IAR with an independent 
broker dealer (BD) utilizing their RIA. If 
with a BD, keep a Chinese wall between 
the BD and their RIA. All fees and other 
potential conflict-of-interest relationships 
are fully disclosed and transparent.

4.  Select an independent employee 
education company who will work in 
cooperation with the financial advisor 
and the plan sponsor.  Again, not owned 
or affiliated with any other investment or 
financial firms.  All fees and other 
potential conflict-of-interest  or close 
relationships are fully disclosed and 
transparent.

These four separate and independent parts 
are available today to plan sponsors at a low 
cost, are more efficient and provide a higher 
level of participant and plan sponsor service 
freeing up these cost savings partially to be 
spent at the participate and advisor level 
which is where the cost of service and plan 
oversight deservedly belongs.  It is well 
documented plan participants save more 
and invest their money better when they 
have a financial advisor advising them.

investments and recordkeeping, were more 
expensive separately than when one 
company provided all of these services, 
including the selection of the investments, it 
was recommended to plan sponsors to 
change to a bundle approach. This is where 
it stands today and it is so last century and 
so old world.  In our new century, the 
unbundled vision is back and it is stronger 
and better than ever, thanks to technology.  

Let me be clear, regardless of the number 
of participants or the amount of assets in 
the plan, today plan sponsors can offer their 
employees a better designed plan through 
the unbundled method.  Period.  The 
unbundled approach is the better choice 
because it aligns all of the interest of the 
plan participants to the plan sponsor to their 
plan design.  

Here’s how:  True third party relationships 
are sacrosanct when other parties are 
working with other people’s money.  Plan 
sponsors want third parties who have no 
financial interest to each other and who are 
joined in servicing their plan but not joined 
at the hip, especially if there is revenue to 
share.  Today, plan sponsors are demanding 
relationships which clearly disclose all of 
their fees, are fully transparent and free of 
conflicts-of-interest and they deserve it.  

Companies providing these plan services, if 
they are being responsible corporate 
citizens, ought to be fully transparent and 
disclose all of their fees as a matter of 
course and not because they are regulated 
to do so.  Some do, many don’t.  Yet, in 
truth what’s to hide?  Except exorbitant fees!  
If the shoe were on the other corporate 
foot, these very same corporations would 
what to know:  What am I paying for and 
how much am I paying for it?  Plan sponsors 
are no different and to tell them:  “Your plan 
administration is being provided to you at 
no cost”, is a lie.  Bring back the unbundle 
plan through third party relations because 
today it is less cumbersome, more efficient 
and less expensive than decades ago and 
most importantly, it is in the best interests to 
the plan participants.  

Today, a plan sponsor can select the 
investment options without choosing one 
company (mutual fund or insurance 
company) or leaving the selection of their 
investments up to that same company.  They 
will have a better diversified portfolio of funds 
by being able to switch out the poor 
performing funds or higher fee ones to 
replace them with better performing ones or 
lower fee ones.  Today, a plan sponsor should 
be agnostic as to which investments they 
choose because one mutual fund company is 
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Combine
CE & SCUBA

More info: www.IARFC.org/CESCUBA

Do you want to obtain Professional CE 
in the next 12 months?

Are you interested in CE that would  
help you expand to a MORE profitable 
target market?

Would you like to increase and diversify 
your fee revenue?

DO YOU SCUBA DIVE!
The IARFC is considering a CE & SCUBA 
event February 15-19, 2013.  Location 
would be Cozumel. The CE component 
includes Business Owner presentations, 
manual, spreadsheets and the CD-ROM 
with all documentation.  

Accommodations: Hotel Fiesta Americana  
4 nights, meals and bar service       
$715pp  (single occupancy)
$395pp (double occupancy

CE Option $150

6 tank dive package $225, gear rental extra
Optional night dive

Lastly, I recognize not all of the best 
companies, for example, those who supply 
employee education and third party 
administration (TPA) may be separate 
companies.  There are sound reasons for 
shared services among mutual companies 
when these relationships are fully 
disclosed.  However, if there are blatant 
hidden conflicts-of-interest, such as the TPA 
which  also has a separate BD and doesn’t 
honor the Chinese wall by leaking plan 
participant information to their advisors so 
they can sell their products to those plan 
participants, then these companies will be 
subjected to mediation, and if guilty, 
assessed fines and face possible 
suspensions.  Appeals may be made but 
only to another higher panel of mediators, 
not to the courts.  My aim is to bring trust, 
honesty and ethical behavior back to our 
financial profession and to simultaneously 
increase the individual level of service the 
plan participants receive because it is they 
who deserve it. It will  
be nice.   

Evan F. Cole, RFC®

Evan F. Cole, RFC®, has been working with 
people to keep their investments simple, 
easy to understand and successful since 
1985.  He is an investment advisor 
representative and registered principle of 
Cambridge Investment Research, Inc.  Evan 
has been a board member of People 
Reaching Out, a substance abuse 
prevention organization, since 2004 and 
was the Board Chair from 2005-2010.  He 
resides in Sacramento, California, and has 
four thriving young adult children.

Contact:  916 961 5553
evan@gfainvestments.com
www.gfainvestments.com

Securities offered through Cambridge Investment Research, Inc., 
Member FINRA/SIPC.  Advisory services offered through Cambridge 
Investment Research Advisors, Inc., a Registered Investment Advisor.  
Gateway Financial Advisors, Inc., and Cambridge Investment 
Research, Inc.  are not affiliated.  The opinions expressed here are 
those of the author and not those of his broker dealer, Cambridge 
Investment Research, and are based upon information from 
sources deemed reliable.  However, these opinions may change as 
information becomes outdated or irrelevant. 
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After auditing financial seminars for several 
years, my wife Pam and I decided that we’d 
endured enough pain.  Why were so many 
seminars so terrible?  Why did so many 
advisors continue to deliver awkward 
programs that failed to connect with their 
audiences?  How could all those well-
meaning advisors not know how to conduct 
a simple program that engaged their 
audiences?

Pam and I had been speaking and training 
for many years at that point.  We’d already 
bumped into the typical problems, made 
the mistakes and figured out how to either 
avoid them or turn them to our advantage.  
The advice in this article comes from our 
personal experience (and a lot of training in 
communication psychology).

Let’s look at ten things you can do to make 
every seminar rewarding for everyone in 
your audience.  Let’s look at how your 
seminars can be the most fun you have in 
your career. 

1. Greet people as they enter.  We have a 
client who was reluctant to greet people as 
they showed up for his seminar.  He’d stand 
off to the side, as stoic as a Marine on guard 
duty.  He created an up-hill battle for 
himself and he generally lost.  At least once, 
the audience was so cold to him, that he 
actually got heckled!  How can you avoid 
that?  Simply greet people as they enter the 
room.  To make this pay off for you, it 
requires you to quickly read something 
about each person.

2. Read people as quickly as you can.  
Do NOT say the same thing to every person!   
Read their faces, their body language and 
their words.  Make your brief conversation 
relevant to each person.  This gives you 
inside information for making your 
presentation specifically relevant with them.  
The better you are at connecting with each 
person, the easier it will be to set 
appointments. 

3. Connect with the Big Fish in the 
audience.  There is typically one person in 
the audience with whom you need to bond.  
That is the Big Fish, or major influencer.  If 
you’re doing an on-site seminar, it might be 
the manager.  If you’re doing a public 
program, chances are, it’s a corporate 
executive, someone accustomed to wielding 
a big influence.  

Your job is to build rapport and gain his 
support as quickly as possible.  First, look 
him in the eye and ask him a question.  Let 
the audience know that you’re not 
intimidated.  Second, ask him to stand up 
and do some kind of interview or 
interactivity.  Carefully, touch him on the 
shoulder or elbow.  Treat him with respect, 
but deal with him as an equal.

4. Expose yourself.  It’s not what you 
might think!  Simply reveal something of 
yourself.  It might be sharing a personal 
experience, an insight about yourself,  
or humor at your own expense.   
When you do that, your audience will  
be able to relate it to their own lives.   

And that will be a bonding or connecting 
event.  

For example, I once delivered most of a 
self-development program with my fly down!  
I was embarrassed until I realized that the 
audience was even more embarrassed.  
Turns out, we were all embarrassed for each 
other.  And that bonded us together.  

5. Listen carefully.  This is vital when you 
talk with individuals in the audience or take 
questions from them.  Go stand in front of 
the person and repeat the question for the 
entire audience.  It gives you a chance to 
demonstrate to her that you’re focusing all 
your attention on her.  It also gives everyone 
else the distinct impression that you care 
about what they have to say.  (Another 
bonding opportunity.)

6. Check the room!  I once delivered a 
program in Chicago to a national 
organization of marketing executives.  My 
program required a slide presentation, but 
as I was new at seminars, I failed to make 
sure the slide projector and screen were set 
up.  They weren’t.  As a result, I had to stop 
my program and looked like an idiot to my 
audience.  It took forever to get their trust.  
Boy!  Did I ever learn a good lesson.  

Now, I always arrive early enough to make 
sure everything is set up properly.  The table 
configuration, the number of chairs at each 
table, the direction they’re facing, the 
lighting, the access to electricity, location of 
the rest rooms, and on and on.  

Mental Marketing 
Financial Seminars — 

Why They Fail, and 10 Things  
You Can Do About It!
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chance to control when the program starts 
again.  That teaches people that you’re in 
charge.  2) During the break, you can 
schmooze with people in the audience, 
giving them opportunities to get comfortable 
with you.  The more comfortable they are 
with you, the more they will respond to you.  
And, of course, the more they respond, the 
closer they get to setting an appointment. 

In Closing.

Think of seminars as facilitated conversations 
with individuals in a group.  Your objective is 
to give them ample opportunities to get 
comfortable with you.  Remember, the more 
comfortable they are with you, the greater 
the likelihood of receptivity and the wider 
the window of opportunity.  Ignoring these 
tips mutates the opportunities for 
connection, and turns them into 
opportunities for disconnection. 

Your IAFC Reward.  

If you like this type of information, copy this 
paragraph into an email and send it to me 
at: michael@aboutpeople.com.  I will send 
you one of the best tools we have for 
getting your audience to engage with you.  
My gift to you.   

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.  

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

7. Reward people for volunteering.  Long 
ago, I learned to reward people early in a 
program for volunteering.  That teaches the 
others to participate.  I used to give them 
one of our books.  But, eventually I decided 
it was a better opportunity to build a 
connection, than to promote a book.  So, I 
began to give away funny things.  Any 
discount book store will have goofy craft 
books.  My two favorites to give away were 
a book titled 1001 Things to Do with 
Invisible Tape, and another one titled World 
of Worms.  Every time I gave those books 
away, the people who received them acted 
like it was their most prized possession, and 
the audiences loved the absurdity.  (Another 
bonding event.)

8. Create a unison response.  “Raise your 
hand if your investments have been flat.  
Stand up if your property value has gone 
down.  Raise your hand if you lost money last 
year.  Write the word “Yes” on your handout if 
you feel it’s time to get a second opinion.”  

The point is, the more times you can get 
your audience to do something in unison, 
the higher the level of rapport you’ll 
develop.  The better the rapport, the more 
likely it is you’ll set an appointment.  Ask 
questions that inspire emotional responses, 
as well as physical ones.

9. Force agreement.  This always comes 
up.  You ask a question, and people 
obviously agree with you, but they don’t 
express it.  What do you do?  Teach them.  

A few years ago, I was teaching 200 golf 
coaches about using hypnosis to improve 
the mental game.  The entire room was 
interested, but most of the people were not 
expressive.  So, I did this.  I nodded my head 
yes, and said, “This is Yes.”  Then, shook my 
head no.  “This is No.”  Which one is it?  No 
one responded.  I repeated the instructions 
and only then did they do it in unison with 
me.  Do not go on without getting them to 
respond.  The entire program will go much 
better, but if you quit before you get the 
response, you damage your credibility. 

10. Schedule breaks.  There are two big 
reasons for scheduling breaks:  1) People 
just gotta go to the bathroom.  If you don’t 
give them the opportunity, they’ll just get up 
and walk out of the room.  2) Many people 
have business to conduct.  They have 
customers to deal with or family members to 
check in with.  When people walk out of your 
room, it damages your credibility because it 
looks like you’ve lost control of the room.  

But, there are two bigger reasons you want 
people to go on a break:  1) It gives you a 

Michael Lovas

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
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4.  DASH Plans (Double Advantage Safe 
Harbor Plans) — more exciting.  These 
plans use unique plan designs to 
minimize contributions for employees 
and maximize them for business owners.

5.  Defined Benefit (DB) Plans — overrated.  
Using a standalone DB plan is boring and 
not the most effective use of such plans 
for business owners.  

6.  412(e)3 DB 
Plans — way 
overrated.  Stay 
far away from 
using cash value 
life insurance in 
these plans.  
Doing so is NOT in 
the client’s best 
interest no matter what 
some IMO or insurance 
company tells you.

7.   Cash Balance (CB) Plans — this is a 
unique type of DB plan that is more 
flexible than regular DB or 412 plans and 
can help you really discriminate in favor 
of business owners. 

8.  Super 401(k) — this is a plan that 
combines in the most legally 
discriminatory way 401(k)s/PSPs/ 
DB plans.  To view/listen to a webinar on 
the Super 401(k) plan, please visit the 
following link: http://www.strategicmp.
net/page/life/401hplans. 

Section 79 Plans — this is one of the most 
OVERRATED plans in the industry today.  The 
math does NOT support offering these plans 
to your clients.  Also, most of the time, these 
are sold improperly when it comes to 
covering employees.  To read my two 
newsletters on what’s wrong with Section 79 
plans, please visit the following links: http://
www.thewpi.org/?a=PG:1381; http://www.

It’s that time of year; and if you are not 
talking about year-end income tax reduction 
to your business clients, you are making  
a mistake. 

If you are not talking with all potential 
business clients about year-end tax reduction 
strategies, you are missing out on an 
opportunity.  Let’s get right into it. 

Captive Insurance Companies (CIC)

This is hands down the most powerful 
wealth-building tool a client has at  
his/her disposal.  The business can take  
a deduction from between $100,000– 
$1.2 million where the vast majority of the 
premium insures to a CIC they and/or their 
heirs own.  CICs have nothing to do with 
employees and can not only eliminate 
income taxes but also estate taxes.  To learn 
more about CICs including viewing/listening 
to a recorded webinar, please visit the 
following link: http://www.strategicmp.net/
page/life/affordablecics. 

Qualified Retirement Plan Options

1.  401(h) plans — I’m starting with this 
unknown plan because it is the most 
powerful qualified plan available, and 
most advisors have never even heard of 
it.  This plan is funded with deductible 
dollars where the money is allowed to 
grow tax free AND can be removed tax 
free.  If you are or ever want to help 
clients with tax-deferred plans, you have 
to learn this plan (and can do so by 
visiting the following link): http://www.
strategicmp.net/page/life/401hplans. 

2.  401(k)/profit sharing plans — boring.  
Everyone is talking about these. 

3.  Roth 401(k) plans — mathematically 
superior to tax-deferred qualified plans 
but limiting in application.  

thewpi.org/?a=PG:1378.

419 Plans/VEBAs — these plans were so 
abused the IRS basically killed them.  There 
is a narrow use for these plans, but most 
administrators DO NOT set them up 
correctly.  Your best bet is to AVOID these 
plans. 

NQDC Plans — NQDC plans 
are NOT deductible plans for 
business owners.  They are 
a non-deductible purchase 
of life insurance (which if 
you want to learn the math 

behind building wealth after 
tax with cash value life, 
please go to www.

retiringwithoutrisk.com). 

It’s go time when it comes to 
helping clients reduce their 
income taxes prior to year end.  
Knowing and helping your clients 

reduce their taxes and grow their 
wealth will help you provide better advice 
and grow your own wealth.   

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

Year-End Income 

Tax Reduction Strategies 
The Good, Bad, and Ugly Roccy DeFrancesco, Jr.,  

JD, CWPP™, CAPP™, CMP™
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Could your communication skills save your 
life?  According to my colleague in the 
Speakers Roundtable, Capt. Charlie Plumb, 
the answer is YES!

He survived 6 ½ years in a Vietnamese 
prisoner of war camp — the Hanoi Hilton.  
The same luxury accommodations as John 
McCain, only Charlie was there longer.  
Here’s what he has to say about 
communication, “I had been through the 
survival schools in the military and been told 
repeatedly, that if I were a prisoner of war 
to, ‘maintain contact with my fellow POW’s!’  
I thought this was very logical.  How else 
could we pass along the escape plans?  
Much to my surprise, the ‘life saving’ value 
of communication in the camps wasn’t the 
information we were passing around, but 
the simple VALIDATION of another human 
being!  After months of solitary confinement 
in a very dark cell a person loses track of 
one’s very existence.  There is no sounding 
board … no feed back … nothing to prove 
that you are real.  The simple tapping on a 
wall (shave-and-a-haircut?) and the 
response (six-bits) proves your existence.   
Someone is responding to you!  The point 
for a Financial Advisor:  It’s not the ‘data’ 
that’s the most important part of the 
communication process.  It’s the simple 
validation of an individual and their pain.”

Do not underestimate the power of human 
connection.  Communication is how human 
beings connect.  Check out the rest of 
Charlie Plumb’s inspiring story at  
www.charlieplumb.com.  And be prepared 
to stop whining.  If he can survive 6½ years 
as a POW you can certainly survive a 
recession.  The quality of your 
communication skills will help.

You may never rely on your communication 
skills to save your life, but they are the key 
to whether or not prospects and clients trust 
you, whether or not they move all of their 

money and financial affairs to you, whether 
or not they follow your advice, whether or 
not they stick with you during challenging 
times, and whether or not they refer you 
and introduce you to others. 

Yes, communication skills are vital for 
financial advisors.  What you say, how you 
say it, and when you say it can make all the 
difference in the world to your success, 
failure, or mediocrity.

In this article I will share some immediately 
implementable and results-producing ideas.  
And I will go beyond that and also introduce 
you to some of the best and brightest 
communicators I know and their relevant 
ideas.  You’ll get some of their “nuggets” 
and I’ll refer you to their books and websites 
so you can explore further those things 
which resonate with you.

Bert Decker, author of the excellent book 
You’ve Got to be Believed to be Heard and 
the creator of the Decker Communications 
class, www.decker.com, says, “the quality of 
your communication determines the quality 
of your life.”

Patricia Fripp, one of the most precise and 
effective communicators in the world, 
quotes one of her mentors, David Palmer, 
as saying, “specificity leads to credibility.”  I 
admire Patricia for her relentless pursuit of 
accurate, articulate, and specific 
communication.  How specific is your 
communication?  How often do you use 
substitute words like “stuff” for the actual 
word that accurately describes what you 
meant to say?  How often to you say things 
like “kinda” or “sorta” or other ambiguous 
words that make you sound like you really 
don’t know what you are talking about?  
How much more compelling could you 
make your communications by being more 
precise with your words?  Go to  
www.fripp.com to download excellent 

articles about being a better, more precise 
communicator.

The fundamentals of excellent 
communication are to know the right 
questions to ask and when to ask them, to 
listen with empathy, and when it’s your turn 
to talk, to articulate your ideas and your 
advice with conviction, in a way that’s all 
about them, so your clients and your 
prospective clients respond positively and 
take appropriate action.  Review your notes, 
script, and processes for your initial client 
interview with prospects and all client 
meetings and consider how well you do 
these 3 things.  What questions do you ask?  
In what sequence do you ask your 
questions?  Are you truly listening with 
empathy or are you formulating in your 
head what you are going to say when it’s 
your turn to talk again?  How do you 
respond to prospect or client questions or 
comments and then come back to ask your 
next planned question?  What is the 
objective for them?  How can you make the 
experience valuable whether they hire you 
or not?  Do you know what to say when the 
appropriate thing to do is to “politely 
disengage” and not offer to be hired?

Having a script or talking points is not so 
much about memorizing the words and 
sounding like a robot.  You have a script 
and/or talking points so you show 
prepared to create a good experience for 
them and a positive result for you and 
them.  This is not a sales technique.  
Sometimes a positive result is deciding not 
to work together.  The objective of good 
communication is to determine fit, not close 
the sale.

If you have been in one of my speaking 
engagements or attended our academy you 
have heard me say, “You build trust by 
listening to their story, not by telling yours.”  
Patricia Fripp says, “Salespeople often talk too 

The Key to Getting More Clients  
and Better Clients in  
Any Economic Environment

Communication Skills: 
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much about themselves and their service or 
product.  They make a speech rather than 
having an exchange or interaction, otherwise 
known as conversation.”  What makes it a 
better conversation for them is when you ask 
questions and they do most of the talking.  
And not superficial chit-chat about how long 
they’ve lived in the neighborhood, the 
weather, or their favorite sports team.  Your 
questions should evoke a meaningful 
emotional response. Giovanni Livera puts it 
this way, ““When you connect people to their 
heart, you connect them to you.”  
www.giovannieexperiences.com 

Great communicators are truth-tellers.  This 
doesn’t mean that you are mean and 
completely tactless saying things like, “Wow! 
That’s an ugly baby.”  As Dianna Booher, the 
author of Voices of Authority and 
Communicate with Confidence puts it, “the 
truth, the whole truth, and nothing but the 
truth should not be 3 separate things.”  
www.booher.com  In other words, the truth 
should be plenty compelling to inspire your 
prospects and clients to action without 
having to resort to spin, hype, exaggeration, 
or embellishment to make your point about 
why a prospect should hire you or a client 
should take action based on your advice.

The most successful communicators record 
their meetings with their prospects and 
clients and listen to them so they discover 
the truth about their communication 
effectiveness and make improvements based 
on this truth. Recording allows you to 
accomplish two great results. 1. You hear 
things on the recordings that help you do a 
better job for your clients. 2. Listening to 
yourself makes you a better communicator in 
future conversations.  Prospects and clients 
love it when financial advisors record the 
meetings.  Why?  Because your actions 
demonstrate that you truly care enough to 
get it right.  Here’s how you introduce the 
recorder in a way that enhances your 
credibility and makes it all about them, “I 
appreciate the investment of time and effort 
you made to be here today.  You’ll notice that 
I’ll ask many relevant questions, take copious 
notes, and I also record the meeting.  The 
reason for that is because I’m very thorough.  
If we choose to work together, I’ll listen to 
this recording at least one more time.  Do 
you know how you can watch a movie a 
second or third time and see things you 
missed the first time?” (Nice long pause for 
them to respond.)  “Well giving you advice 
about your money so you can achieve your 
goals is obviously much more important than 
a movie, so we want to make sure our advice 
is right for you.”  And then you ask your first 
question. Olympus and Sony both make 
excellent hand-held digital recorders.

Don’t be surprised when they nod and 
smile because they are impressed with your 
thoroughness and professionalism.  Only 
the most obnoxious and/or paranoid people 
would refuse to let you record.  And when 
would you like to know you are meeting 
with obnoxious and/or paranoid people?  
The sooner the better, right?

Having taught the idea of recording prospect 
and client meetings for more than two 
decades, I have heard about a couple of 
firms who forbid recording client meetings.  
If you work for a company with a policy 
against recording your conversations and 
meetings with your prospects and clients, 
you should quit and find a new firm.   
These companies clearly do not truly care 
about supporting you to serve your clients 
at the highest level and are not dedicated to 
your success, nor are they client-centered.  
Could you imagine a professional sports 
franchise forbidding the players from video 
recording their games and viewing them to 
improve to serve their clients (the fans) 
better? Absurd.

Great communication skills may not save 
your life, but they can certainly make you 
much more successful and happier.   

Bill Bachrach, CSP, CPAE is considered the 
financial services industry’s leading authority 
on building high-trust client relationships.  
He is a popular keynote speaker and 
successful financial professionals from 
around the world subscribe to the Values-
Based Financial Planning™ turnkey business 
model to establish themselves as top 1% 
advisors in terms of value for their clients, 
financial success, and quality of life.  Bill is 
the author of several books, including the 
best-selling Values-Based Financial Planning. 

Contact:  858 558 3200
www.billbachrach.com

©Bill Bachrach, Bachrach & Associates, Inc.   
All rights reserved.

Bill Bachrach, CSP, CPAE
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efforts in new directions, approaching larger 
clients than you currently serve.

But for those marketing efforts to be 
effective and sustainable, you cannot simply 
mask poor self esteem with your newly 
acquired skills.  You must genuinely embody 
this new knowledge, owning it and using it 
as a way to better serve clients.  It involves 
taking on greater levels of responsibility for 
your client’s financial well being, and 
establishing specific, well defined standards 
for activity and accountability.

Self Esteem & FA Success

Do You Deserve More Success?

Increasing your self confidence is relatively 
easy compared with increasing your  
feelings of self worth, your feelings of 
“deservingness”.  There are many reasons 
why advisors might not feel they deserve 
more success. 

One common reason is that the Advisor’s 
own financial house is not yet in order.  
Perhaps you are in debt.  This may be 
associated with feelings of guilt, shame or 
inadequacy, making it difficult to approach a 
higher level of clientele to whom you can 
offer your services.  There can be a feeling 
of uneasiness at a very subtle, even 
subconscious level that your prospective 
client picks up on, even if they can’t put 
words to it. But you can bet that if you’re 
not totally comfortable, your client won’t  
be either.

Integrity & Self Worth

Integrity is the consistency among your 
beliefs, values, standards and actions.  Each 
time we act in a way that violates our 
beliefs, values or standards we have set for 
ourselves, we lose a little self respect.  Do it 
enough times and you begin to doubt 
yourself and your ability to make good 
decisions.  Your self-confidence decreases 
and self-esteem goes out the window.

Conversely, each time we act according to 
our beliefs, values and standards, our 
self-esteem remains intact.  We know we 
acted from a place of integrity even if the 
results are not what we had hoped for.  In 
other words, while success can breed 
success, failure does not have to define us 
or destroy us, as long as we act with 
integrity. 

In fact, advisors with good self esteem view 
failure as just one more way not to succeed.  
They learn from errors, grow and carry on, 
adjusting their business and marketing plans 
the same way they adjust their clients’ 
financial and investment plans.  They view 
results as part of an ongoing process as 
opposed to a static event.

Self Esteem:  A Key Component Of 
Getting Referrals 

Everyone knows the number one way top 
advisors obtain new clients is through 
referrals. It is generally the fastest, easiest 
and least expensive way to build your 
business.  Advisors with good self esteem 
tend to ask for and receive referrals  
more than Advisors with poor self esteem. 
It’s not that they have some magical 
phrasing that generates referrals, but again, 
it’s a combination of self confidence and 
self worth.

For example, when you act as a Fiduciary, 
placing your client’s interest above all other 
considerations, it shows.  Both you and your 
client know it.  Clients tend to find out 
sooner or later whether or not you have 
their best interest in mind. And they usually 
find out at what can potentially be the most 
inopportune time, if you have not advised 
them with the highest degree of 
professionalism possible.  

Just as important, when you put their 
interests first, you know it. You can honestly 
look your client in the eye, knowing you’ve 
provided the best solution and service at a 
fair price, setting the stage for successfully 

You won’t get any further in this industry 
than you believe you deserve to go.  The 
inner work of success starts with unpacking 
how much self esteem you really have.  
Once you build a genuine sense of self 
worth, projecting the confidence that draws 
in clients will come naturally.

Have you ever noticed that one of the 
qualities of successful financial advisors is 
that they seem completely comfortable with 
their success?  This comfort is due to a high 
level of healthy self esteem.

Self Esteem Defined

Self esteem is the combination of self 
confidence and self worth.  First, you must 
generally feel confident enough with whom 
you are as a person.  You must know that 
you belong in the world and are up to the 
challenges of everyday life.  Second, and 
more specifically, you must feel confident 
enough as an advisor to solve your client’s 
greatest financial challenges.  After all, that’s 
the primary reason they hire you.  And third, 
while you never want to confuse net worth 
with self worth, increasing your self esteem 
requires that you feel worthy, that you 
deserve a greater level of financial and 
business success than you currently enjoy.

So how can you, as an advisor, gain more 
confidence and a greater sense of self worth, 
leading to greater success and income?

Competence Leads To Confidence

Certainly, success breeds success, and 
simply accomplishing a certain monetary 
goal or bringing on a significant client who 
now entrusts you with their financial future 
can give you the confidence necessary to 
take your business to the next level.

Increasing your technical skills or areas of 
expertise can also increase confidence and 
self esteem.  Obtaining a new designation, 
license or other certification can empower 
and motivate you to expand your marketing 

Self Esteem:   
A Key Component of Success
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requesting and gaining referrals.  You know 
in both your head and your heart that you 
have done right by your client.  You feel the 
satisfaction of a job well done.  Your self 
esteem increases as you feel a higher sense 
of self worth and deservingness.

Often your client will reinforce this feeling by 
saying something to the effect of, “Thank 
you so much, we couldn’t have done this 
without you.”  Obviously, your client feels 
confident in your abilities and can see the 
value you bring to the table.  It’s time to ask 
for that referral.

Success Is A State Of Mind

Once you get the connection between  
self esteem and success, it becomes easier 
to make a plan to attract higher net worth 
clients who more closely fit your ideal  
client profile.  Your increased self confidence 
will allow you to approach these clients 
without straining.  And your increased sense 
of self worth and deservingness will enable 
you to charge them accordingly, enabling 
you to build your business more effortlessly.  
Raise your self esteem and you’ll raise  
your income.

Pretty soon you’ll be asking yourself  
the question, “How much success can  
I stand?”    

Max Bolka is a 28-year veteran of the 
financial services industry.  Today he  
“Builds First-Class Financial Advisors & 
Enlightened Entrepreneurs” through his  
professional speaking, writing and practice 
management coaching program.  To  
sign up for his free monthly practice 
management e-tips, or find out more  
about his services visit his website  
listed below.
 
Contact:  800 472 3288
max@maxbolka.com
www.maxbolka.com

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

Call today  
for details:

800 532 9060 x 307

Max Bolka



Charge non-investment fees

Sell giant insurance policies

Diversify practice revenue

Acquire new affluent clients

Develop  

a New Market

Business Owner Consulting Workshop

 

Instructor
Ed Morrow, CLU, ChFC, 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®



Register Today:  800.532.9060 International Association of Registered Financial Consultants 
www.IARFC.org  ▪  800.532.9060  ▪  info@IARFC.org

7    RFC® and CFP® approved CE credits for workshop attendance; 15 additional RFC® CE with post workshop study & 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  

□  Tampa, FL (at Response Mail Express) – Dec. 6

□  Cozumel, Mexico – Feb. 15-19, 2013

□  Middletown, OH (at IARFC Offices) – Mar. 21, 2013

• PowerPoint Presentations
• Presentation Scripts
• Meeting Agendas
• Marketing Letters
• Business Fact Finder
• Calculation Spreadsheet
• Sample Reports
• All the Engagement Tools
• Case Studies

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 

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

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 800.532.9060

Sign Up Today or Call Us   
Find out why you cannot miss this opportunity! 

CFP ID#__________________ SS# ________________________ ____  
CFP member number or last four digits of your Social Security number 
must be provided to receive CE credit.



WWW.COPYTALK.COM/IARFC

Dictate Life . . .
In Y our Terms! 

Copytalk has served tens of thousands of clients 
within the �nancial services and insurance industries,  
and is trusted by many of the industry’s most 
prominent institutions.

Copytalk's Mobile Scribe service  makes documenting  
client meetings faster and easier than ever before.
Pick up your phone, dial Copytalk, and dictate the 
details of your meeting. Within a few hours we deliver 
your transcribed text via email, secure download, or 
through automatic integration into many popular CRMs.

866.267.9825ext 425

Copytalk has provided industry-leading, secure transcription
to �nancial services professionals since 2001. 

Copytalk has developed a comprehensive security 
program based on established industry standards to
help ensure that your data is protected and that your 
use of the service complies with legal and regulatory 
requirements. Copytalk is the compliance solution that 
pays for itself. In addition to other rigorous technical
and operational safeguards, Copytalk helps ensure
that your data is protected by using exclusively U.S.
facility based transcriptionists.

Simply put: you talk, we type.

Katherine Cobb
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