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Become a 2016 Sponsor

Be Part of the future

The IARFC has extended its invitation to students  
to participate in the 2016 National Financial Plan 
Competition. The finalists and their faculty 
advisor will present their comprehensive financial 
plans to a live audience. We invite the IARFC 
members to join the competition and become 
part of the judging process.  

International Association of Registered Financial Consultants

Fax:  513.424.5752
Phone:  800.532.9060
Email: info@iarfc.org

PLEASE MAIL OR FAX THIS COMPLETED FORM TO IARFC

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 

   Credit Card                            Check made payable to IARFC

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

________________________________________________________  
Signature

Payment Information:

Professionals who love what they do for a 
living feel fortunate and look for a way to pay it 
forward — especially to the next generation.

For that reason, the IARFC Board yearly donates 
to the National Plan Competition

As a Diamond Sponsor, Lloyd 
Lowe Sr., MBA, RFC®, founder 
of LD Lowe Wealth Advisory 
and former IARFC Board 
of Directors member, feels 
sponsoring this competition is 
an important investment in the 

future of our profession.

“Participating in the IARFC National Financial 
Plan Competition helps prepare the next 
generation of financial planners by instilling a 
foundation of integrity in the holistic planning 
of a client’s future. All participants, not just the 
winners, benefit from learning the right way to 
safely help individuals bridge the gap between 
today and a more secure tomorrow.”

Unable to sponsor but interested in mentoring. 

Send more information on Corporate Sponsorship.

Sponsorship levels Silver Gold Platinum Diamond

Individual $50 $100 $250 $500

Corporate $1,000 $5,000 $7,500 $10,000

Expenses incurred by participating in the judging of the  
Financial Plan Competition are not the responsibility of the IARFC.   

Interested in judging the Financial Plan Competition.

P.O. Box 42506
Middletown, OH 45042-0506

National Financial Plan Competition

IARFCIARFC
INTERNATIONAL ASSOCIATION OF

REGISTERED FINANCIAL CONSULTANTS

Sponsorship

April  20-21, 2016

2015 Champion Team from Bryant University, RI:  L-R  Team Member  
Staci Rezendes, IARFC CEO Ed Morrow, Team Member David Ferraro 
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2015
December 

Loren Dunton Memorial Award  
presentation to Jon Rogers 
December 10, 2015 

Greenville, SC (invitation only)

2016
March 

Semi Finals  
National Financial Plan Competition 
March 3, 2016 
Middletown, OH 

IARFC Annual Board Meeting 
March 4, 2016 
Middletown, OH

April

Finals  
National Financial Plan Competition 
April 21, 2016 
Charlotte, NC
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CE @ SEA™ Rhine Getaway 
July 16-23, 2016
Viking River Cruises

IARFC Calendar
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R e f e r re r  o f  t h e  M o n t h  R e c o g n i t i o n 
Wi l l i a m  E .  Wa t s o n ,  I I I ,  R F C ®

Start Your Engines 
2016 National Financial Plan 

Competition Sponsorship 
Begins

In reverence we would like to remember our passing member(s): 

Joel M. Diskin, RFC®, Saint Clair Shores, MI

Theodore A. Schuman, RFC®, Billings, MT

In Memoriam

Join the IARFC on LinkedIn 

Contact editor@IARFC.org for assistance with 
IARFC LinkedIn

Like us at facebook.com 

Contact editor@IARFC.org for assistance with 
IARFC Facebook

IARFC Blog:  http://iarfc.org/iarfc-blog

Contact susan@IARFC.org for assistance with IARFC Blog
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www.KerryJohnson.com
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Paid advertisement, contact wendy@IARFC.org for details

It is important to listen to other people who have different 
experiences, knowledge and skills than your own.  They think 
differently often because of their own personal successes and 
failures along the way.  Often times they were mentored or 
coached in their career path (and life in general).  

In this issue of the Register we asked our contributing authors to 
send us articles on coaching/mentoring and boy did they!  We had 
an enthusiastic response, so much so that articles will spill over to 
the November/December issue.  The range of advice is quite 
broad and informative.  Nicely done contributors!

Let’s start with the article by William L. Moore and Lu Ann Butler of 
Kinder Brothers International, Are You a Coach or a Counselor?  
(p.8)  The article relates how the “Sole Proprietor” has turned into 
a “Financial Planning Manager” with new responsibilities of leading 
other planners, para-planners and administrative staff, while 
managing their client base.  This is where coaching and counseling 
become a new paradigm.  A must read for those who find 
themselves overwhelmed with multiple roles.  

Nick Royer’s article, Seek Out a True Financial Coach to Help You 
Avoid Major Financial Landmines relates how to find a 
professional coach and shorten the learning curve, while helping 
you avoid common pitfalls. (p. 35)  

Looking ahead at the November/December Register and its 
editorial theme of “Transformations”, our profile section features 
IARFC member Craig A. Sutherland, RFC®.  As a company 
employee turned franchise business owner, Craig passionately 
helps individuals, businesses and families obtain a financially 
secure future.  He understands the transformational journey 
needed to reach personal financial goals and provides his clients 
with the “roadmap” to get there.  

Wendy M. Kennedy, Editor
the Register

F r o m  t h e  E D I T O R

Register Statement of Circulation

Page 4 The Register  |  September-October  2015



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

Note: Responses are printed in no particular order. 

Q: When to ask for help?  Finding the right mentor: 
what makes a good coach?

A: The right time to ask for help is when you need it, and most 
top advisors always have coaches, whether it’s group coaching or 
individual.  The right mentor is someone who has experience in 
the area where you need coaching.  A quality sales coach who 
has been in our business can be invaluable.  Their past 
experience and process to increase your appointments or get 
more referrals can greatly increase your business and save you 
years in training and learning valuable lessons.  A good coach 
has great ideas, a real process to learn and most importantly 
knows how to implement the ideas.  Implementation is 
everything. You don’t have to like your coach, they are there to 
grow your business, not be your friend or therapist. 

Bryan Slovon, RFC®

Greenbelt, MD

?
Our next issue will ask this question

Do you have a specific brand 
awareness technique?

What we are looking for are several 
sentences, although more are welcome.  
This may entice you to submit a short 
article on the current proposed Register 
Round Up question.  These questions 
are sent out via email, contact us to join 
the list: editor@iarfc.org

R o u n d  U p

I n  t h e  N e w s
Members In the News.  Keep us informed on your recent accomplishments.  Have you added staff, certifications, seminars, celebrated an 
anniversary in the business?  Send a brief description and a print-quality photo when available to editor@iarfc.org. 

J u s t i n  M a r t i n ,  R F C ®,Salt Lake City,  UT

The IARFC announces the election of Justin Martin of Paradigm Life, Salt Lake City, UT to the Master Register Financial 
Consultant (MRFC) Certification Board.  This Board of Directors, separate from the IARFC Association Board, was 
established to operate and oversee the MRFC Certification program as it seeks third party accreditation.

As a Registered Financial Consultant (RFC®), Justin brings a wide range of financial knowledge to the table.  As a 
Millennial, he understand the challenges that the financial industry faces — not only bringing in new financial consultants, 
but also creating ways to help bring trust back into this profession.  As an aging industry, thousands of financial consultants 
and agents will be retiring each year.  Justin believes it is the millennial generation that needs to look at the financial 
industry as a noble and great place to build a career.  Visit IARFC.org for up-to-date Media Releases.
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Election News – Both Boards!

I try to keep most things simple but 
sometimes I need a score card readily 
within reach to be reminded of the players 
and on whose team they are playing.  As 
you know, the IARFC has two Boards — the 
IARFC Board of Directors and the recently 
created MRFC Certification Board.  Here are 
updates for both of them.

In July, members voted for a replacement 
on the MRFC Board.  Congratulations to 
newly elected Justin Martin who brings a 
wide range of financial knowledge with him.  
The MRFC Certification Board is an 
important overseer of the process toward 
the accreditation of the MRFC designation.  

This month, we are looking for those  
who wish to be considered for the IARFC 
Board.  We have one position to fill.  If  
you are interested, please answer the  
call for nominations and put your name 
forward.  This Board guides the Association 
as a whole.

Plan Competition Ramping Up

Our 2016 invites to educators to enroll  
their students in the National Financial  
Plan Competition will be going out soon.  
After participating in the past competition 
and hosting it at the Speedway Club,  
I have a better understanding what this 
competition means to the students who 
invest time and effort into creating a 
financial plan.  I saw the enthusiasm in the 
faces of the presenters and felt the impact 
that the competition had on their career 
path.  And I was proud to be part of it.

We also have sent out the request for 
sponsorship.  If you are looking for a way to 
give back to the Association and promote 
the future professionals of our industry, the 
plan competition is a worthy cause.  You 
make it possible to give them a real world 

experience of what we do for our clients on 
a daily basis.  Please continue to support us 
as we start the process again for 2016 – 
same venue, Charlotte Motor Speedway.

Contributions can be sent to the IARFC – 
c/o National Financial Plan Competition or 
call the IARFC office in Middletown, OH for 
more information.  Our Sponsorship packet 
can be easily be downloaded from  
www.iarfc.org/FinancialPlanCompetition

Our Accreditation Commitment

You have probably heard that there is a 
delay in rolling out the MRFC Exam.  We 
had to regroup somewhat and make sure 
that our exam is more than qualified to give 
the Association and individuals taking the 
exam the credibility they deserve.  I am 
asking members to stay excited and 
committed to this path.  Everyone on the 
accreditation team is working diligently 
towards this end goal – so when the time is 
right, we hope you flood us with calls to 
sign up as part of the “Pioneer Group”.

I recently discussed with a colleague Barry 
Ferguson about the MRFC designation and 
our accreditation process.  In his opinion, 
now is a great time for the IARFC to seek 
this accredited status.  The next three or 
four years will be a difficult time for financial 
consultants and having a sound credible 
designation will be helpful to set us apart.

Connect with Me!

I encourage personal communication  
with members.  Your feedback helps me  
to know what members are thinking and 
what they need from the Association.  
Expressing your views and comments  
helps you feel part of the Association and 
allows us to thrive.  Call me.  Email me.   
I would love to hear your suggestions for 
the IARFC.  I am available at 704.563.6844 
or steve@hbfinancial.com   

From the

Chairman’s Desk…

Member Enthusiasm Promising

H. Stephen Bailey, “Steve” Bailey, CEBA, 

LUTCF, CEP, RFC®

Steve started HB Financial almost 30 years 

ago after already having a life insurance 

career.  Many got to hear and “know” Steve 

through a radio show he had co-hosted 

weekly on a local station for over 4 years.  

He has written a regular column entitled 

“Money Matters in Senior Directions” for 

several years and is the author of 

“Dollar$ense, A Book for Matured Adults”. 

Steve is an elected  member of the IARFC 

Board.  He is the Committee Chair for the 

Loren Dunton Memorial Award and holds 

the office of IARFC Chairman. 

He is also the 2010 recipient of the 

prestigious Loren Dunton Memorial Award 

presented to people who have made 

significant contributions to the financial 

services profession and to the public.  The 

award is presented annually in honor of 

Loren Dunton, the founder of the financial 

planning profession, who organized 

financial professionals in the late sixties. 

When not working with his clients you will 

find Steve on a golf course, spending time 

with his grandson or traveling with his 

wife, Bobbi. 

Contact:  704.563.6844
steve@hbfinancial.com
www.hbfinancial.com 
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Our Board of Directors election process begins this month.   In 2016, there is one current 
Director up for reelection — Nick Royer.  However, additional names can be brought forth 
for consideration.  That is the only position that needs to be filled.

Our Election procedure is as follows:

•	 	Starting	October	1,	suggestions	can	be	sent	by	any	IARFC	member	(via	email)	to	the	
nominating committee staff liaison from those who wish to serve personally or 
endorsing a candidate for consideration.  These nominations are welcomed from the 
general membership.

•	 	On	November	1,	Nominations	from	membership	are	closed	and	announcement	of	
the initial candidate selection by the Nominating Committee is released.  Those who 
did not make the initial selection by the Nominating Committee are notified and have 
an opportunity to collect 10 member supporters to keep their name on the ballot.  
Nominations are officially closed on November 20.

•	 	On	December	1	an	election	is	conducted	by	the	Board	of	Directors	with	the	 
results being announced by December 15.

•	 	During	January	and	February,	current	and	newly	elected	or	reelected	Director	make	
their travel plans to attend the Annual Board Meeting in Middletown on March 4.

•	 	Annual	Board	Meeting	convened	and	attended	by	voting	Directors	and	 
Retiring Directors.

Serving as a Director for the IARFC is an opportunity for you to influence Association 
policy.  Be part of an Association that continues to grow and fill the needs of  
financial professionals!   

Membership News:  
Call for IARFC Directors Nominations

If you wish to put forth your own name 
or nominate someone to fill a Director’s 
position, please contact the nominating 
committee staff liaison:   

Susan Cappa  
susan@iarfc.org 
800.532.9060 x 307

IARFC Nominating Committee

H. Stephen Bailey, CEBA, LUTCF, RFC®

Edwin Morrow, CLU, ChFC, RFC®

John Rogers, Ph.D., ChFC, CLU, RFC®

Nicholas A. Royer, RFC®

Visit the IARFC “Find a Member” area 
on the website to learn more about 
these and other members. 

www.iarfc.org/membersearch.asp

IARFCIARFC
INTERNATIONAL ASSOCIATION OF

REGISTERED FINANCIAL CONSULTANTS
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Exceptional Performance:  If a person is 
doing well, you want to recognize and 
acknowledge his/her performance.  During 
this conversation, you may also want to 
probe for reasons behind their fine 
performance.  What is the secret to their 
success?  At the same time, you want to ask 
the individual if there is anything you or the 
organization can do to assist them in 
continuing their success.

Here is an example of an opening you can 
use for a discussion about exceptional 
performance:  “You are doing extremely 
well.  Share with me what you think you’re 
doing that’s helping you so much?”  (Most 
people will tell you that they are doing the 
things they’ve been taught to do.  They are 
working.)

Declining Performance:  Based on your 
observations of an individual’s declining 
trend, prepare to open a discussion about 
the performance with the individual.

Here is an example of an opening you  
can use for a discussion about declining 
performance:  “I have reviewed your 
numbers from the past few months and  
the performance has been declining.   

Are You A Coach Or Counselor?

In the past, our financial planning 
organizations were sole proprietorships.  
Today we see more financial planning  
teams and organizations.  The “sole 
proprietor” has turned into a financial 
planning manager with new responsibilities 
of leading other planners, para-planners and 
administrative staff, and managing their 
client base.  This is where coaching and 
counseling becomes a new paradigm.

Coaching and counseling entails building on 
an individual’s personal skills, setting and 
attaining goals, decision-making, and 
problem-solving.

The objective of coaching and counseling is 
to direct vision, urge excellence, and 
empower the one being coached.  

Coaching and counseling is the key to 
improving individual performance.  You will 
keep your top performers at peak 
effectiveness and move more people into 
your top 10% performance tier.  Overall, the 
better you become at coaching and 
counseling, the easier it is to identify and 
support the development needs of the 
entire team.

Being coached or counseled is easy — you 
just show up.  The hard job is to be the 
coach and counselor.  

How Do You Coach And Counsel?

Here are six steps that will help you become 
a better coach and counselor.

Step 1 — Observe
As a coach, you need to watch tasks being 
performed in your presence.  Pay attention 
to attitudes, skills, and confidence.  When 
getting reports or feedback observe body 
language and emotional responses.  You’ll 
notice developing trends, whether 
downward or upward, sooner by observing.

Step 2 — Open
Based on your observations, you decide to 
open a discussion about the performance of 
the individual.

Objectives are to: 
•	 Push	deeper	into	a	performance	issue	to	
find the root cause of the trend you have 
observed that is affecting and/or might 
affect this individual’s performance.
•	 Find	out	if	the	person	has	a	similar	
concern about his/her performance, and 
wants to diagnose the root cause.
•	 Demonstrate	that	you	want	to	play	an	
active role in the individual’s success. 

Your Responsibility:  A person isn’t likely to 
walk up to you and say, “My performance 
has been outstanding as of late, do you 
think a promotion is in my near future?” 

It’s even less likely that he/she will say:  “My 
performance is slipping.  Please help me 
identify the problem.  Let’s talk about it.”

You have to do something proactive 
regarding your observations.  It’s your 
responsibility to open this discussion, to 
isolate a problem, and/or to recognize and 
enhance good performance.

We say, “Yes, you are both coach and counselor to your team and clients.”

Webster’s dictionary defines coaching as “to instruct, direct, or to prompt”.  

Webster’s dictionary defines counseling as “to advise, recommend or give 

professional guidance”.



The strategy consists of:
•	 The	Specific Steps that will be taken to 
address the problem, including what you, as 
the coach, are going to provide in the way 
of support.
•	 The	Results consequent to taking  
these steps.
•	 The	Timeframe for achieving  
these results.

The strategy is like any action plan that you 
might develop; it places you in the position 
of working more closely and strategically as 
a coach and counselor.

Valued Advisor:  It puts you in a  
position where you can become a valued 
source of support, whether it is in coaching 
or counseling.

It also places you in a proactive vs. a 
reactive position in guiding the individual in 
being successful.

Exceptional Performance:  In the case of 
exceptional performance, as part of your 
opening you have asked the individual if he 
or she needs any additional support or 
assistance from you or the organization.
If the individual expressed this need, now is 
the time to talk about implementing this 
support.  What actions need to be taken by:
•	 The	individual?
•	 You?
•	 The	organization?

Declining Performance:  Now that the 
obstacle has been isolated, how will it be 
addressed?  The problem will not be 
resolved unless the individual is willing to 
take the necessary steps to do something 
about it.  If the individual agrees to take 
action, there must be a strategy in place to 
address the problem.

Step 5 — Get Commitment
By building a strategy together with an 
individual, you have strengthened his or her 
commitment to the organization.  Working 
together will heighten a sense of 
involvement and responsibility for the 
success of the strategy.

Exceptional Performance:  Even though 
this individual has experienced success, 
there is no guarantee of future 
development.  In order to assure this 
progress, the individual must commit to 
maintain the results and strategies that have 
worked in the past, as well as to developing 
new growth opportunities for the future.

Declining Performance:  Building the 
strategy is the first indicator of the Individual’s 
commitment to becoming better.  However, 

I know you have been putting in many 
hours and it appears the solution may 
require more specific actions than just 
working longer hours.  I think we need  
to see if we can isolate where your 
performance is breaking down and 
determine what steps we can take to 
change this trend.  Do you agree?”

When coaching and counseling, address 
the root cause before it becomes a 
termination.

Coaching:  When there is a downward 
trend in numbers, coach to find out 
specifically where the results are breaking 
down and see what these results indicate 
about the root cause of the problem.

Counseling:  Even if the results are at the 
desired levels, if an attitudinal change has 
become obvious for the last two or three 
months, it warrants your attention to find 
out what is causing this change.

Step 3— Isolate
The objective of this step is to identify the 
root cause of the performance trend.  This 
step will isolate the significant events (both 
positive and negative) that affected the 
performance observed by you.

Exceptional Performance:  In the case  
of exceptional performance, the objective  
of this step is to identify the areas of 
strengths — where the individual is having 
the greatest success.

By identifying areas of success, the individual 
will be able to pinpoint the areas of 
strengths that have led to accomplishment.  
This identification will help the individual 
maintain this level of achievement.

Declining Performance:  In the case of a 
declining trend, it is even more imperative 
to isolate the root cause of the performance 
breakdown.  It goes beyond recognizing that 
general results were poor.  You need to 
pinpoint exactly where the results seem to 
be breaking down.

Drill Down:  Isolating requires that you drill 
down until you and the individual can 
identify exactly where the problem lies, and 
what action needs to be taken to improve 
the results.

This process requires effort and a 
willingness to take a hard look at the results 
and measurement criteria.

Step 4 — Strategize
Now that you’ve identified the issues, what 
is your strategy?
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once the individual leaves your office, it could 
be another story.  Therefore, before the 
individual leaves your office, you want to test 
the level of commitment to the strategy.  You 
can do this by asking for a commitment.  For 
example:  “John, on a scale of 1 to 5, from 
low to high commitment with 5 being the 
highest, what commitment level can I expect 
from you when it comes to implementing 
this strategy we just built?”

You should expect the answer to be “5 — 
high commitment”.

Step 6 — Give Feedback
Feedback demonstrates that you are 
committed to helping the individual improve 
his/her performance once he/she has left 
your office.  Feedback consists of:
•	 Regularly	asking	the	individual	about	
how the implementation strategy is going.
•	 Upholding	your	end	of	the	strategy;	this	
includes having one-on-one sessions, team 
meetings, etc. 
•	 Making	yourself	available	if	the	individual	
needs to speak with you.

Feedback lets people know that you are not 
only watching them, but supporting them.

How To Use Questions Effectively In 
Coaching And Counseling
Knowing how to use questions effectively is 
as important in coaching and counseling as 
it is in selling and advising clients.  Asking 
the right questions is a critical skill. 
•	 By	asking	questions,	if	you	listen,	you	
will receive a substantial amount of 
information that will impact the success of 
your work with the individual.
•	 By	asking	the	right	type	of	questions,	
you can pinpoint the individual’s areas of 
concern, stress and/or misunderstanding. 
This is valuable to know if you are seeking 
to retain and develop this person.
•	 By	asking	effective	questions,	you	will	be	
given the answers you need to address 
concerns as opposed to answers that 
merely justify any unilateral actions. 

Use this opportunity to become familiar with 
the different types of questions and add them 
to your portfolio of skills to make you a more 
effective coach and developer of people.  

Three types of Effective Questions:
•	 Open	
•	 Reflective
•	 Closed

The Open Question
Since you are working to develop coaching 
relationships with your team members, 
you’ll find it very powerful to develop the art 
of asking an open-ended question.



Implement the six-step strategy to improve 
your effectiveness as a coach and counselor 
with your team and your clients.  Make 
observations and look for an opportunity to 
open a discussion.  Isolate the key issues 
and build a strategy to improve performance 
or continue an upward trend.  Get a 
commitment to the strategy from the 
individual, then regularly get feedback  
on how the strategy is being implemented 
and working.   

Kinder Brothers International teaches sales 
and management professionals how to 
experience lasting success.  Garry Kinder and 
Bill Moore are members of the IARFC and 
authors of books and courses on Sales and 
Management in financial services industry.

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@kinderbrothers.com
labutler@kinderbrothers.com
www.KinderBrothers.com
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Use open questions to uncover feelings and 
attitudes and to encourage team members 
to freely express their opinions, ideas, 
concerns and feelings.  In coaching sessions 
and client interactions, make sure at least 
half of your questions are open-ended.

Open Question Examples

What do you think about this?

How do you feel about what I just described  
to you?

What do you think went well?

What would you do differently in the future?

Open Questions / Encouraging Probes
Open questions can also be encouraging 
probes to help keep the conversation on 
track.  Once an individual starts talking, 
encourage him or her to continue talking.  
This is when you learn the most about 
individual.

One way to do this is through “Encouraging 
Probes”.  These are short, open-ended 
questions that keep the conversation on 
track.  They elicit more information.

Open Question /Encouraging Probes

Describe for me…

Share with me what you mean by…

Help me understand what…

Explore with me for a minute…

Suppose you could…

The key to asking an open question is this 
— your question should NOT allow a 
simple “Yes” or “No” answer.  Instead, it 
should invite the other person to share his/
her perspective and elaborate on a topic.

One of the more difficult aspects about 
asking open questions is having the 
patience and comfort level to handle the 
immediate silence that may follow.  It’s 
natural for the person on the receiving end 
of an open question to pause and reflect 
before answering.  He/she may even 
hesitate if the question seems too personal.  
You need to be comfortable with silence.

The Reflective Question
Use reflective statements to clarify issues 
and confirm your understanding.  Using a 
reflective question means that you use a 
statement that “reflects,” or in a sense 
repeats, what the speaker has just said to 
you.  A word of caution:  Don’t just repeat 
what the individual said verbatim.  Instead, 
use a phrase that demonstrates you were 
listening and that you’re simply trying to 
clarify what was said. 

Reflective Question Example (to confirm)

Individual:  I realize that I don’t have all  
the knowledge on the compliance issues 
concerning this situation.  I need help fully 
understanding this.

Coach:  So you would like to get more  
knowledge around compliance issues for this 
particular situation?

Reflective Question Example (to clarify)

Individual:  I think this project can have a huge 
impact on our bottom line results.  If I implement 
it correctly, we could gain a niche market.  
Therefore, I think I should spend more of my time 
on this project.  

Coach:  So, you think we could gain a new 
market and improve our bottom line.  Can you 
give me more details?

Closed Questions
Closed questions do exactly what their 
name suggests, they close the conversation.  
They’re very effective in collecting facts and 
confirming information.  They typically invite 
a Yes/No or one-word response.

Contrary to the open question, the response 
elicited from a closed question is generally 
“Yes,” “No,” “This one,” or “That one.”  
Throughout a coaching session, you will use 
closed questions effectively to:
•	 Obtain	specific	facts	and	feelings.
•	 Gain	a	specific	commitment	from	the	
individual you are coaching.
•	 Guide	the	conversation	in	a	specific	
direction.

Closed Questions

Does this make sense to you?

Are you ready to move on?

Have I covered everything?

Have I missed anything?

A word of caution about closed questions:  
Remember that asking a closed question 
will most likely result in a definitive  
response that moves the conversation to  
a different point.  You should use these 
questions when you are either trying to  
gain commitment to move forward, or  
when you need very specific information

Remember however, that this process also 
calls for open questions to uncover facts 
and feelings. 

Develop Coaching And Counseling Skills
Coaching and counseling are skills that 
every financial consultant needs to develop.  
You are better equipped to lead your team 
to perform at its highest level.

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

Lu Ann Butler
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•	 Your Assistant — You work with a bright, 
motivated sales assistant who you feel 
could eventually be a great advisor.  In time 
they might be your partner. 
•	 Your Student — A newer advisor is 
tasked with building their own book.  You 
are identified as the person who can teach 
them and answer day-to-day questions.

Newer advisors often have a hard life.  The 
turnover rate can be very high.  When I was 
an advisor in a large New York City branch 
office, we had an established advisor who 
didn’t bother to remember a new advisor’s 
name until they worked there for about a 
year!  Clearly he was not mentor material.

Here are some ways the mentor should 
help the newer advisor:
•	 What Constitutes Success — As an 
established advisor you know the metrics.  
How many accounts with what level of assets 
does your mentee need to be considered 
successful?  Set aside the metrics for staying 
employed, those are too low.  Your mentored 
advisor didn’t join the industry to be ordinary.  
They want to make it big.
The Message:   If you know the level you 
ultimately want to reach, it’s easier to get 

there because it’s a defined target.  How do 
they plan to get there?
•	 So What’s Your Plan? — You want 100 
clients with $ 1MM in invested assets on 
average or 200 clients with $500,000 on 
average.  Where will they come from?  Are 
you waiting for them to arrive as walk-ins or 
call ins?  Your mentored advisor may choose 
to cold walk industrial parks or family 
medical practices.  As a former engineer 
they may choose to raise their visibility 
through the local society for professional 
engineers along with getting involved in 
their alumni association.
The Message:  If you tell them what to do, 
you own the result.  It might not be their 
strength.  If they develop the plan, they 
have ownership.  You critique the plan along 
the way and keep their spirits up.  You can 
find ways to help support their plan. 
•	 Teach Them to Sell the Firm — Most 
firms have a “We’re the best” culture.  
Unfortunately prospects don’t get that script 
in advance.  Prospects often see the advisor 
as one of many performing a similar service.  
When the role is commoditized they shop 
on the basis of price.  TV ads tell them they 
can trade online almost for free.  So why do 
I need you?

Mentoring can be rewarding.  As a successful 
advisor you have defied the odds and 
proved hard work and persistence can lead 
to success.  Here’s your next challenge:  
using your experience as a starting point, can 
you replicate the same process for another 
advisor in your care?

Teams Are Good, But…

The financial services industry loves the 
concept of teams.  Everyone seems to 
benefit.
•	 Clients Feel Valued – Mr. Smith, your 
relationship is so important to us, we have 
assigned three advisors to look after you;
•	 Advisors Do What They Do Best – By 
segmenting client relationships into specific 
functions and assigning the client base 
according to opportunity rankings, advisors 
are able to more efficiently service a book  
of clients;
•	 Firms Retain Advisors – If an advisor 
chooses to change firms, the likelihood of 
the former firm retaining the relationships is 
very good unless the entire team was 
recruited away.

Major firms have struggled with training for 
years.  It’s tough to build your own practice 
from the ground up.  When an advisor joins 
a team, they often enter into an apprentice-
journeyman-master craftsman hierarchy.  
This on-the-job training should increase their 
chances of success.

Problems develop when mentoring takes a 
back seat to servitude.  If a new advisor is 
assigned new business development, they 
are learning how to cold call and prospect, 
not the wider scope of how investments are 
selected and presented along with 
managing the ongoing client relationship.  
They might be brought in to do the part of 
the job the senior advisor dreads – finding 
new clients.  That isn’t mentoring.

How to Be the Mentor
As a successful advisor you might find 
yourself in one of three situations:
•	 Your New Resource — Your manager 
has assigned another advisor to help you 
build your practice with the understanding 
they will eventually be freestanding with 
their own book.

Marketing Unplugged
The Established Advisor’s Guide to Mentoring



Once you stop you aren’t making more 
progress.  Focus on the mission. 

How to Be the Mentored Advisor
The mentor you have been assigned is an 
experienced advisor who is willing to invest 
their time to help you be successful.  They 
are not your parent who is available 24/7 
and is willing to hear you complain.
•	 Be Respectful of Their Time — 
Successful advisors have established 
routines.  You can’t walk in whenever you 
have a question.  Determine the frequency 
of review meetings you will have with your 
established advisor.  Likely they will be 
weekly.  You will have questions in the 
meantime.  Do you need to make an 
appointment?  Identify the procedure.
The Message:  When you have a problem 
or challenge, think it through.  Write up the 
details and your thoughts on the solution.  
Get this to them in advance.  They will be 
better prepared to ask for advice.
•	 Be Confident — Years ago, Gentleman’s 
Quarterly (GQ) magazine observed:  “It’s a 
lot easier getting where you want to be if 
you dress like you are already there.”  Your 
mentor is treating you as a peer.  Use this 
confidence when meeting with prospects.  
When possible, meet with them at your 
office.  That’s why your firm has conference 
rooms.  Bringing a prospect into the bricks 
and mortar building gives a level of 
confidence websites cannot.  
The Message:  Confidence wins business.  
Experienced advisors don’t have a 

The Message:  How big is your parent firm?  
How many advisors?  How many analysts?  
What awards have they won for research or 
customer service?  Why is this important to 
the prospect?  Why am I taking a step up 
doing business with your firm?  You are the 
person who will bring the resources of the 
firm into their living room.
•	 What Is Their Role?  Newer advisors 
face strong headwinds when meeting 
prospects.  Although youth is favored in the 
fashion and entertainment industries, 
investors want an advisor with experience.  
They fear newer advisors will practice with 
the new client’s money, learning the 
business by trial and error.
The Message:  Years ago, stockbrokers  
sold stocks and bonds.  Stock picking  
was considered the desirable skill investors 
sought in an advisor.  Today financial 
advisors are relationship managers.   
Their job is to learn all about the client, 
complete a financial plan, establish goals, 
chart a course to get there, recommend 
mutual funds and money managers  
(run by grey haired people) and sit  
beside the client periodically reviewing the 
performance of those managers.  Clients 
can rationalize a new advisor in the 
relationship manager role.
•	 Treat Them as Colleagues — Large 
brokerage offices often have a three tier 
hierarchy of support people, advisors and 
the management team.  Each have their 
own meetings for people performing the 
same role.  Historically transitioning from 
one tier to another was difficult.  People in 
the industry often increased their salary by 
changing firms, not roles.  Newer advisors 
are often assigned clerical or paperwork 
roles on a team, positioning them below 
advisors and above sales assistants.
The Message — Treat your mentored 
advisor as an equal.  If they are serving on 
your team, invite them into client meetings.  
This will communicate continuity and 
succession planning if clients see your grey 
hair and wonder when you will retire.  Bring 
them to lunch with your established advisor 
friends.  Ask their opinions.  They need 
confidence to approach wealthy prospects.  
This helps build it.
•	 It’s All About Client Acquisition — For 
their first 2-3 years the advisor’s primary job 
is keeping the pipeline filled and closing 
business.  It’s easy to get distracted once 
you have a few clients and shift the focus to 
client service. Bad move.
The Message — You are swimming 
underwater in an Olympic sized pool.  The 
object is to reach the other side.  As long as 
you stay below the surface and swim, you 
are making progress.  Once you break to 
the surface and breathe, forward motion 
has stopped.  Prospecting is the swimming.  

reputation that precedes them when 
meeting with a new prospect. (Unless they 
are on the Barrons 1,000 List)  Your 
experienced advisor is nearby if you run 
into any questions you can’t answer. 
•	 Continuously Refine Your Plan — “You 
can chop down a tree with a hammer.”  
Persistence pays off.  However, it’s good to 
work a plan, step back, evaluate the results 
and make some alterations.  Your mentor 
will see you are taking ownership of your 
destiny.
The Message:  Many newer advisors fail 
because they implement a strategy, get to 
the point it’s about to generate serious 
results and abandon it because it’s not 
working.  They end up having implanted a 
series of failed strategies.  By developing a 
sensible plan with a rationale why it will 
work, then fine tuning it with your mentor’s 
help, you should get results.  Focus is 
everything.

Mentoring can be very satisfying.  Newer 
advisors can do well if they learn from 
someone who has successfully completed 
the journey they are about to start.   

Bryce M. Sanders is president of Perceptive 
Business Solutions Inc. in New Hope, PA.  
His book “Captivating the Wealthy Investor” 
can be found on Amazon.com.  

Contact:  215.862.3607
brycesanders@msn.com
www.perceptivebusiness.com

 
Why Won’t My Friends Do Business?  
See page 124

a) Confidentiality

b) Risk to Friendship

c) Don’t know your minimum

d) They already have an advisor

e) They don’t like you

Four of the above reasons can be addressed.

“Captivating the Wealthy Investor” shows how to:

Identify   Meet   Cultivate    Convert

Prospects within the wealthiest  
2-5% of your market.

Available on Amazon.com   
(Scan: Bryce Sanders Captivating the Wealthy Investor)  

for $ 24.95 + shipping, etc.
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clothes should be age appropriate.  A 
daytime professional office image should be 
present.  I have been to offices where their 
manner of dress appears to be super casual 
Friday every day, but greeting clients and 
prospects wearing “business professional” 
clothing makes a difference.

Behavior
While being courteous and professional is a 
must, offering assistance when needed is 
also imperative.  A manager or trainer must 
show the rest of the staff how to be part of 
a team.  The supervisor can hold meetings 
for each level of support staff to encourage 
them to be a team player.  When the staff 
realizes that everyone is on the same page, 
their attitudes and professionalism grows.  
Most members of the team will react to a 
situation the way that they are trained to 
behave and it is always important to guide 
and direct them in the way that you want 
your office to be handled.

Office maintenance 
This is critical to everyone walking in your 
door.  It is what the eye sees first and can 
make or break a start to a meeting.  Dead 
plants, dust, crooked pictures, empty candy 
dishes and other small things, mean more 
than the staff may realize.  The office needs 
to be fresh and smell fresh.  Periodically 
change air fresheners and hide them behind 
planters, photos, racks of magazines etc.  
This will make people feel that you are 
concerned about how your office feels to 
them.  Small gestures go a long way.

Your time is valuable and so is the person 
waiting to see you.  Each staff member 
needs to be addressing how much a client’s 
time is respected and try to keep the office 
on a schedule.  

People Skills

How to be a  
Purple Cow in a Blue Ocean
The Staff, The Office and The Attitude

As I addressed in the last issue of the 
Register, to be successful you and your 
office staff need to be different and provide 
a special experience.  The service that  
YOU give your clients is only part of their 
overall experience.  The balance comes 
from your staff, the office environment and 
everyone’s attitude.

To paraphrase a concept from the book 
“Purple Cow, Transform your Business by 
Being Remarkable” by Seth Godin… 
Cows, after you’ve seen one or two or 
ten, are boring.  A Purple Cow though…
now THAT would be something…
Something phenomenal, something 
counterintuitive, exciting and flat out 
unbelievable.  Every day consumers 
come face to face with a lot of boring 

stuff — a lot of brown cows — but you can 
bet that they won’t forget a Purple Cow!! 

While there are many financial professionals 
that are looking to explore the same target 
market as you are, it is how you stand out 
as being different that will give you the 
upper hand in gaining that client.  It could 
be your knowledge, your staff, your 
presentation skills, or many other factors, 
but you must be different or purple to get 
and keep that possible client.  

Dress for empowerment.
The way you and your office staff present 
yourselves not only speaks volumes about 
each individual, but about the company as a 
whole.  Everyone should be neat, have 
wrinkled free attire.  Hair, makeup and 

part two
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but now you bring others into your world.  
They will appreciate it and find that the 
setting gives way to a relaxed conversation 
and a more personal relationship.  You  
may even consider bringing along other 
members of the same niche market to 
show everyone how working together  
can be beneficial. Inviting your client to  
bring a friend along opens the door for  
you to impress another person with your 
purple ways.

Having an encouraging attitude and 
professional demeanor will quickly put your 
audience in the same frame of mind.  
Others will follow your lead and develop a 
more positive manner and approach.

Work environment
An environment that is conducive to 
promoting leadership, individuality, and 
projects an upbeat work atmosphere can 
only make you purple in the eyes of your 
staff, as well as your clients and prospects.

While being purple can be defined by many 
factors, Appearance and Attitude are 
extremely important.  In the next issue, I will 
focus on “Staff Training”, “Networking” and 
“Business Etiquette”.  I will continue to 
explore the topics that add to the concept of  
BEING PURPLE and SWIMMING IN A 
BLUE OCEAN.   

Michelle Blair, RFC®

Michelle K. Blair, RFC® is an office 
administrator specializing in management 
and relationship building.  She is  
a Board member of the IARFC as well as 
the Secretary of the Financial Planning 
Association, Long Island Chapter.  As an 
active member of several women’s  
groups, including POWER and TWFG, 
Michelle devotes quite a bit of time to 
promoting professional and personal  
growth in the industry. 

Contact:  516.639.5078 
michelleblairrfc@gmail.com

Refreshments
Many offices are equipped to offer coffee, 
tea, or water.  A common practice is to keep 
a list in your CRM of what each person 
prefers—coffee with cream only, cold 
water-no ice etc.  When the client’s 
appointment appears in the calendar, they 
will be happy and surprised when a staff 
member “remembers” their usual beverage 
of choice.  Providing a beverage isn’t 
required, but the offer and the special 
consideration to detail, will go a long way to 
making you stand out as purple.

Decorate for the holidays
Don’t go crazy, but just changing the candy 
in the dish to reflect red for Valentine’s Day, 
fall colors for Halloween and Thanksgiving 
and pastels during the spring season will be 
noticed by others.  Clients will glance at 
these small changes and feel like someone 
on your staff went out of their way to make 
them feel special.  Put up attractive 
decorations to make the waiting area 
festive—but not overpowering.  Sometimes 
a conversation will have a quick start based 
on a small fine point they noticed in your 
office waiting room.  This can relax a client 
or prospect.

Make your office an Experience for 
everyone — wow them with professionalism, 
courtesy and efficiency.  The impression that 
your office and staff will make on each 
person that comes in could be the start of 
the relationship.  This is the first taste of 
your organization so the image that is 
presented is what will set the tone and 
begin the bonding process.  

Attitude shows
The concept of being purple is to stand  
out in a crowd.  While some are doing  
it one way, you and your staff do it a 
different way — the way that makes you 
special.  This in turn makes your client  
feel special.  Through the coaching  
classes that I have attended, I found  
that watching professionals do role  
playing showed me many factors that  
can give a client a purple experience.   
When everyone else in the industry is 
competing for the same high net worth 
clients, there is a different and more 
effective way to behave.  Rivals fighting  
each other for the most desirable clients, 
cause a bloody red ocean to be in a blue 
ocean, swimming alone with no blood new 
and creative ideas need to be determined 
that make you purple. 

Think outside the box.  Take clients on a 
fishing trip, a wine tasting adventure, a  
bike ride for charity, something that you 
would like to do yourself and WOULD do, 

Software to 
calculate.
Experts to 
uncomplicate.

Unlock Social Security 
benefits of $100,000 or 

more for your clients with 
Social Security Timing’s 
patented software and 
expert support team. 

IARFC Members
Save 40% off the normal 
fee and 20 extra free trial 
days. Use coupon code 

IARFC
Yearly and month-to-month 

subscriptions available 

SocialSecurityTiming.com
1.877.844.7213

© Social Security Timing®, All Rights 
Reserved. Not endorsed or affiliated 
by the Social Security Administration 

or any other Government Agency. For 
Licensed Insurance Agent / Advisor Use 

Only. Not for General Public.
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Perspectives

With what seems like an avalanche of bad 
news related to hacking and data breaches 
being reported over the past several 
months, it is easy to feel overwhelmed and 
powerless in the face of it all.  In many 
ways, it seems we are always managing to 
the last attack, by virtue of the fact that 
those who wish to do harm are constantly 
redefining the threat landscape.  How can a 
single individual, or a small firm, protect 
against such a rapidly evolving enemy?

It is difficult to defend against the unknown, 
but following conventional wisdom used in 
the IT industry, all defense really boils down 
to people, processes and technology.  
Notice what comes first?  People.  The 
biggest threat to data security is human 
error.  And often that doesn’t come from 
ignorance or general disengagement 
(though it can).  Sometimes it’s just a 
matter of letting one’s guard down, and 
other times it may be falling prey to hackers 
who are becoming increasingly sophisticated 
in duping both advisors and clients. 

For example, a recent study by the 
Securities and Exchange Commission noted 
that more than half of cyber risks come 
from email, such as phishing emails from 

Data Safety is  
Everyone’s Responsibility

hacked client accounts that request the 
transfer money to fraudulent accounts.  
Where proper controls are lacking, such 
scams can result in unauthorized transfers 
of money to the thieves, with the 
embarrassment of the firm being one 
concern but the possible irreparable harm to 
the client being a significant worry.

Once the horse has fled the barn, it is easy 
to see how it could have been prevented.  
But that doesn’t change the fact the 
neighbor’s garden was trampled in the 
process and the horse sprained an ankle in 
the escape.  Repair can be done, but the 
relationship is never the same.  
Fundamentally, the greatest loss is trust — 
and it is gone in a flash. 

So, how can we normalize the human 
element of the risk?  To err is human, so 
there is no 100 percent solution.  Data 
safety in the financial planning profession is 
a two-way street – clients themselves can 
make data vulnerable while financial 
planning firms are working hard to protect it.  

So, as part of the foundation of trust, we 
must mutually agree to protect data 
together. 

There are basic things we can all do to 
better protect data — with both staff and 
clients participating.

•	 Password Protect — A simple rule that 
has been in place for a long time is to 
change passwords every 30 days as a rule, 
and immediately when the account is 
hacked. Passwords should be phrases rather 
than a complicated series of digits you must 
write down to remember.

•	 Two-step Verification — In the example 
above regarding phishing emails that appear 
to be legitimate client requests, a firm can 
protect itself and its clients by having a 
two-step verification policy in place that 
requires a phone confirmation in addition to 
any email request received.  In addition, 
clients should be required to sign and return 
newly-dated transfer authorization forms 
prior to executing any transaction.  From the 
client’s perspective, it is a good rule of 
thumb to call about a transaction request, 
then follow up with an email.

•	 Use Caution in Printing — The 
protection of sensitive data begins where it 
has been for the majority of my career — 
offline.  Any time information is printed, 



to attack, I would argue the opportunity for 
attack is reduced in firms making 
cybersecurity a high priority, with processes 
in place to remain vigilant. 

It may be tempting to think that the 
responsibility for data safety lies with 
someone other than you.  But the reality is, 
it is your data – and you are ultimately 
accountable to protect it.  And those in 
whom you put your trust to use your data 
share the burden of responsibility in order 
to win — and maintain — your trust.   

Spanning over 20+ successful years in 
financial planning, Lloyd Lowe Sr., MBA, 
RFC® partners with his clients to fulfill their 
dreams.  He has a strong foundation in 
business that provides him a practical 
understanding of the balance that must be 
maintained to achieve investment results 
and long-term financial wealth for his clients.    
Lloyd is the co-author of Life’s Bridges: 
Building Your Bridge to Financial Wealth.

Contact:  972.335.2523
lloyd@ldloweplan.com
www.ldloweplan.com

Investment Advisory Services offered through  
LD Lowe Wealth Advisory, a Registered  
Investment Advisor.

faxed, written down or spoken of, it is open 
to being viewed by the wrong person, 
mislaid, or thrown away instead of being 
shredded.  Going paperless as much as 
possible is a logical step to preventing loss, 
misplacement or unauthorized viewing.  But 
it should be used judiciously, as using 
technology to store information does 
require processes to secure the technology.

•	 Write it Down — All firms should have 
processes related to security formalized in a 
cybersecurity policy that is part of the 
employee handbook.  This information 
should also be available for clients to review.

•	 Debit or Credit — If you are drawing 
down your retirement and using it for living 
expenses, there are important distinctions to 
consider when using a debit or credit card.  
If you are on a budget and do not want to 
risk incurring debt, debit is a good option.  
However, it is important to tie the debit card 
to an account separate from your larger 
retirement cash accounts.  Debit cards do 
not carry the same protections as credit 
cards.

In addition to basic process improvements 
like these, for advisors who are broker-
dealers registered with the Securities and 
Exchange Commission, there are very 
specific standards required of the firm to 
ensure data safety, and both the SEC and 
FINRA are increasing their diligence and 
oversight in this area.  For advisors, I believe 
this is great for our profession.  Without a 
federal standard of care for data protection, 
we have a regulatory authority holding us to 
a higher standard of care voluntarily.  When 
federal standards are agreed upon, we will 
have a firm foundation in place from which 
to comply with the new law.  For clients, 
there is greater assurance in the quality of 
data safety when working with a registered 
broker-dealer.   While no one is invulnerable 

Lloyd Lowe Sr., MBA, RFC®
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www.MessageontheGo.com 
info@MessageontheGo.com 

™ 

Where conversation  
IS documentation 

Message on the Go™ 
We’ve developed a way  

to properly utilize conversations  
AS documentation. 

Our suite of products are the tools 
of choice for professionals  

looking to implement effective, 
innovative solutions. 

The low-cost method to protect 
yourself against ever increasing 

chances of litigation.  

Document your conversations  
and client meetings with  
Message on the Go™. 
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I am sure, over the years, you have heard it 
a hundred times, “Everyone Needs A 
Coach.”  It is one of the most common 
pieces of advice that you will hear today 
from self-help gurus. And I’m sure that you 
have also heard… “Having a coach is the 
fastest and easiest way to grow your 
business.”  Almost every one of the self-help 
gurus, including our past industry legends 
such as Earl Nightingale, W. Clement Stone 
and Charles ‘Tremendous’ Jones, along with 
today’s top gurus like Brian Tracy offer the 
same advice. (Note: Each of the fore 
mentioned individuals was extremely 
successful in insurance sales, prior to 
becoming a motivational speaker.)

Let’s face it, the insurance and financial 
services world is changing rapidly.  It is 
getting more complicated and it is getting 
much more competitive.  It is almost 
impossible to learn everything you need to 
know, plus keep up with all the changes in 
our industry. 

Note:  While just about any professional 
coach can provide you with some help, 
because of our unique, complicated industry 
you will want an experienced, full-time 
coach who has actually done what you are 
trying to do… and was very successful 
doing it!

Having an experienced personal business 
coach today is not a luxury, it is a necessity.
Yet, most agents, advisors and planners do 
not have a coach, because they think that 
they can “do it on their own” and/or they 
are “unwilling to invest in themselves.” Not 
having an experienced personal business 
coach is a trap that most agents, advisors 

and planners have fallen into, and it is 
holding them back from having the massive 
success they desire.  Why, because people 
just don’t know, what they don’t know! 

Over the past 30 plus years my family and I 
have been extremely fortunate to have had 
several personal coaches, mentors and role 
models in our lives.  We would not have 
had near the exceptional success that we 
have enjoyed without them.

One of the greatest benefits of having an 
experienced personal business coach is they 
will always tell you the truth, even if you do 
not want to hear it.  Their years of successful 
experience in this industry will provide 
valuable insight.  They will help you develop 
long-term and short-term goals and 
strategies.  Plus, help you recognize areas in 
your business that can be improved, that 
you might have overlooked.

Yes, you may be able to survive in this 
business without the help of a coach, but 
it’s almost impossible to really thrive.

How can a coach help you?

1. A Coach Makes You More Accountable.

2. A Coach Tells You Like It Is.

3. A Coach Saves You Stress And 
Frustration.

4. A Coach Saves You Time And Gets You 
Faster Results.

5. A Coach Saves You Money, By Avoiding 
Costly Mistakes.

6. A Coach Gives You Ideas You Never 
Thought Of.

7. A Coach Gives You Insights Into Yourself.

8. A Coach Gives You A Stronger Sense Of 
Belief And Self-Confidence.

A Coach will be your partner, your confidant, 
your business mentor, your best friend… 
and a COACH will help you make your 
dreams come true.   

Lew Nason, LUTCF, RFC®, and his family are 
the creators of the Insurance Pro Shop and 
the Found Money Management™ Advanced 
Life Insurance Sales System.  Lew is known 
as ‘The Nine Out of Ten Guy’ for his 
legendary sales skills. Lew and his family 
have been helping financial advisors and 
planners to achieve long-term success in 
financial services industry for over three 
decades.  

Contact:  877.297.4608
coach@insuranceproshop.com
www.insuranceproshop.com

Why You Need a Coach
You May Be Able To Survive In This Business Without The Help Of A Coach, 

But It Is Almost Impossible To Really Thrive…

“Everyone needs a coach!  It doesn’t matter whether 

you’re a basketball player, a tennis player, a gymnast or 

a bridge player” — Bill Gates

Lew Nason, RFC®, RTIA, LUTCF



Why hire a coach?
You actually don’t need to hire a coach.  You 
will eventually figure out how to be 
successful at anything if learn from your 
mistakes and you don’t give up.  The main 
reason to hire a coach is to speed up the 
process.  A skilled coach can cut years off of 
the trial and error learning curve.  A skilled 
coach knows how you need to think and act 
and feel to get to the next level. 

Another major benefit of hiring a coach is 
objectivity.  Having another set of eyes  
and ears to look at what you are doing and 
how you are doing it can make all the 
difference in getting to the next level in the 
shortest amount of time.  Plus working with 
a coach is a lot more fun than doing 
everything on your own.  Your coach should 
be a highly-skilled silent partner totally 
dedicated to your success.  The studies 
show that if you like your coach and he or 
she is any good, you are likely in for a thirty 
percent increase in production which easily 
pays for the coaching.

What is your selling style?
There are two basic styles of selling that are 
fairly distinct.  One style is the Client 
Controllers.  This style represents the 
traditional approach to selling which is 
based on dominance and control of the 
client.  The goal is to use any and all 
available means to make a sale.  
Corporations and home offices tend to 
promote a traditional selling style because 
they manage to numbers.  They want sales 
and don’t really care how you make them 
as long as you are not breaking any laws.  
Client Controllers tend to be more product-
focused or transaction-oriented.  The focus 
is to create a need or desire in the client’s 
mind for the product and then try to talk 
them into buying the product. 

The second basic selling style is the 
Relationship Builder.  As the name implies, 

high closing ratio (90%) and lots of 
unsolicited referrals and repeat business.  
Client Controllers on the other hand close 
an average of 30% and have to resort to 
their pushy tactics with a dash of charm to 
get referrals and repeat sales.

Your selling style needs to match your core 
values.  Most advisors have work to do here.  
If your selling style does not fit your core 
values, this will cause a variety of internal 
conflicts and performance problems.  It will 
make your job ten times harder than it 
needs to be and will keep you operating way 
below your potential!  I have spent most of 
my coaching career helping the Relationship 
Builders learn to build on their strengths and 
to be at their best. I spend much of my time 
giving Relationship Builders alternatives to 
the pushy and controlling style most of us 
have been taught.  This kind of “low-key” 
style fits my values the best both as a coach 
and as someone who sells a professional 
service (coaching).
 
What is the coach’s experience working 
with financial advisors?
There are a lot of coaches to choose from.  
The vast majority of coaches fall under the 
headings of success coach, business coach, 
life coach, and accountability coach to name 
a few.  There are many skilled coaches who 
can add great value to your life.  However, 
the most important criteria for most financial 
advisors is the sales experience of the coach.  

this style is more concerned about the 
relationship with the potential client and is 
typically not comfortable using dominance 
and control to close the sale.  The goal of 
the Relationship Builder is still to make sales, 
but the approach is very different.  To 
underscore the difference in the approaches, 
your average Relationship Builder cares 
more about how the client feels about them 
than they care about making a sale.  The 
assumption is that if there is a good 
relationship, the sales will be forthcoming.

A Relationship Builder wants to feel good 
about his or her relationship with the client.  
They want to connect with the client.  They 
want to be liked.  They want the client to 
see them as a trusted advisor that is on 
their side. They want to help the client get 
what they really want rather than just try to 
sell them something. 

The most effective way for a Relationship 
Builder to make more sales is a 
combination of taking away any sales 
pressure, demonstrating to the client that 
you are on their side, and being dedicated 
to helping your client get what they really 
want.  You could say that the key to being a 
successful Relationship Builder is to be a 
good interviewer rather than to be good at 
sales technique. 

Relationship Builders who take this 
approach will typically have an abnormally 

Tips on 
Picking 
the Right 
Coach
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If the coach does not have a successful 
background in selling intangible products 
and services, they are not really going to 
understand what you are up against.  They 
may have some good ideas, but they will be 
guessing a lot about how to best help you.  
Ideally, you don’t want to be paying to train 
your coach on how to be effective selling 
intangible products and services.

What is the Coach’s “coaching style?” 
There are two basic approaches to coaching.  
One is telling people what they need to do 
(some would call this consulting), the other 
is to help the advisor determine what feels 
right to them (usually referred to as client-
centered coaching).  Both approaches work.  
You have to decide if you want someone to 
tell you what to do or help you discover what 
feels right for you.  Ideally, if your coach has a 
lot of experience with financial advisors, they 
can share what has worked for others, and at 
the same time, help you determine what 
approach feels the most right for you. 

Some coaches teach a particular style that 
requires you to do things a certain way.  
This approach can work for some advisors 
but the likelihood of a mismatch is high if 
you don’t relate to the values and style of 
the coach.  The approach that always works 
is to help the advisor develop their own 
style and strengths.  This is a process of 
giving the advisor options to choose from 
and then let them pick what feels right for 
them.  When you are helping the advisor 
develop confidence in their own ability to 
know and do what feels intuitively right, 
there is always great progress.   

Sidney C. Walker, Champion of the Low-Key 
Approach; author, speaker, sales performance 
coach to over 2,000 financial advisors 
including many industry leaders, thirty years 
of experience.  For a SPECIAL 30-day FREE 
MEMBERSHIP to SellingWithoutWrestling.
com, call or email us with your contact info. 

Contact:  858.999.3099 
sid@sidwalker.com
www.sellingwithoutwrestling.com

Sidney C. Walker

Ed Morrow,  
CLU, ChFC, RFC®

CE @ SEA™ 
Refreshed  
and Inspired

You Missed CE @ SEA™, visiting five cities 
of the British Isles, making forty new 
friends — and absorbing great suggestions 
on how to increase your income and 
enhance your professional image.

Don’t let this happen again!  Register NOW 
for the CE @ SEA™ 2016 on a magnificent 
Rhine River cruise.  Enjoy major cities.  
With Viking River Cruise lines you will have 
all features of great events.

Most of our 2015 cruisers were  
repeaters.  They were quick to express 
their appreciation for the outstanding 
benefits of the Ocean Princess.  The crew 
was very professional and the food was 
fantastic.  Every evening we were paired 
up with two different couples – to expand 
our friendships and knowledge.  The 
Continuing Education Sessions were very 
highly rated.  And everyone received digital 
manuscripts of outstanding PowerPoint 
delivery and also written material.  

Where is the Proo?  Most of our 2015 
cruisers have already registered for the 
2016 CE @ SEA™!

European and domestic river cruises have 
always been VERY expensive, but the new 
format of Viking River Cruises includes the 
guided tours in most marvelous cities and 
historical venues – at no extra cost.  Also 
included are free refreshments:  water, 
soda, beer and wine.

Customize your trip!  You will leave  
home on July 13 and fly into Basel or 
Lucerne Switzerland to explore quaint, 
beautiful cities and experience powerful 
business sessions.  After embarking in 
Amsterdam you could privately visit one  
or two classic cities — like Brussels, Paris, 
Frankfurt or Luxembourg.

Every IARFC member I know works very 
diligently to benefit their clients.  You need 
both high quality CE and time away from 
your practice to absorb ideas — to come 
home refreshed and inspired.

For details, call our two Cruise Directors 
— Starr Morrow (423.741.8224 or Heather 
Tucker (850.698.6065).  Do Not Delay.  
This vessel will quickly fill all available 
berths.  One of our attendees, the highly 
respected Jon Rogers, Ph.D., CLU, ChFC, 
RFC® of Greenville, SC summarized it 
nicely, “Nothing is as important as 
knowledge, business relationships and 
personal friendships.  You cannot afford to 
not attend!”   

Ed Morrow is the Chief Executive Officer of 
the IARFC and has been a practicing financial 
consultant for forty years.  His advice and 
systems are used by thousands of financial 
consultant in the U.S. and across the world. 

Contact:  800.532.9060
edm@iarfc.org
www.iarfc.org
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2016 Rhine Getaway
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Rüdesheim 

Cruise 
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Strasbourg
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Lake Geneva 

Basel
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Breisach
N
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Basel to Amsterdam X 8-day cruise of 4 countries with 6 guided tours

Sail aboard one of our 
state-of-the-art Viking Longships®

ALL THIS IS INCLUDED:

• 8-day cruise with river-view stateroom

• 6 guided tours with audio headset

• All meals: 7 breakfasts, 6 lunches, 
7 dinners, featuring regional specialties  
and including Welcome Cocktail Reception  
& Dinner

• Complimentary wine, beer and soft drinks 
with onboard dinner and lunch service

• Visit 5 UNESCO World Heritage Sites

• Culture Curriculum: Enjoy a classical music 
performance; learn how to create your 
own Alsatian Flammkuchen; 

• All port charges

•  Free Wi-Fi (connection speed may vary)

DAY DESTINATION ACTIVITIES

1 Basel Embark your Viking ship; free time
2 Breisach  Black Forest scenery tour with clock-making 

demonstration; optional Colmar excursion
3 Strasbourg  Walking tour featuring Strasbourg Cathedral; 

afternoon at leisure
4 Heidelberg  Half-day city tour featuring Heidelberg Castle; 

free time
Rüdesheim  Evening at leisure to stroll the Drosselgasse, 

perhaps sample local wines

DAY DESTINATION ACTIVITIES

5 Rhine River  Cruising the Middle Rhine, a UNESCO Site
 Koblenz Marksburg Castle excursion; evening at leisure 
6 Cologne Walking tour & Gothic Cathedral visit; free time
7 Kinderdijk Tour Kinderdijk windmills, a UNESCO Site
8 Amsterdam Disembark your ship

CE @ SEA will be an additional 
2-day package TBA  

IARFC presents - CE @ SEA 
Viking River Cruises - Rhine Getaway July 16-23, 2016

Enjoy all the highlights of the legendary Rhine River in just 8 days aboard this 
wonderful and scenic voyage.  See the many charming castles along the 

riverbanks of Germany, tour Marksburg Castle and the ruins of Heidelberg 
Castle.  You will have an opportunity to explore Holland's famous windmills, 

multicultural Strasbourg in France and the beautiful Dom in Cologne.  This is a 
truly magical itinerary that offers a diverse and exciting variety along famous 

Rhine River.  
Space is limited and will go quickly! 

       
Veranda      French Balcony         Standard          
 $3,531pp            $3,031pp             $2,431pp                 

  
NOTE: $500pp deposit due at time of booking ($100pp non-refundable) 

/ Insurance available and highly recommended / Airfare additional

Reservation Information: Leonard Passmore 434.374.2398 or 423.676.2069, LPassmore@TravelleadersRDU.com 
CE@SEA Conference Details: Starr Morrow 423.741.8224, starr@iarfc.org 

Heather Tucker 850.698.6065, heather@iarfc.org

IARFCIARFC
INTERNATIONAL ASSOCIATION OF

REGISTERED FINANCIAL CONSULTANTS
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for 10-12 years.  Their goal was to 
accumulate all the money they could, and 
then return to their small town to open up 
their own plumbing business to convert the 
homes to indoor plumbing.  So their 
mission began.

Dad went to Canada to work on the  
building of the Canadian railway with his 
uncle.  Out in the wilderness there were 
only two places to spend their money, 
saloon tents or gambling.  Dad had no part 
in either.  So every month he would send 
his wages home to his mother who would 
place it in the bank for safe keeping and  
his eventual return.

In 1925 with the railway work winding 
down, dad read where Miami, Florida was 
entering into a boom era.  So off he went 
leaving Canada behind, and he moved to 
Miami.  This was during the time of 
prohibition in the United States.  Once 
there, he went to work doing maintenance 
on boats for a company that outfitted rum 
boats that hauled illegal rum from Cuba to 

the U.S.  He continued working hard and 
sending home his earnings for Mom to 
place into the bank.

In 1927, his two buddies back in Ohio had 
married and started their families.  Dad 
realized that at 27 he also wanted to find 
someone special to share his life with.  So 
one day on his lunch break, he went to 
church and asked God to help him with his 
dilemma.  Upon leaving the church that day, 
he ran into a young lady also on lunch 
break on her way back to the Cortez Hotel 
where she worked in a luxury boutique.  In 
later years, I would find a letter that Mom 
wrote to her sister back in Philadelphia 
about how she met this guy writing, “He’s 
not much to look at, but he seemed like a 
nice chap.”

They dated for a couple of years, and on 
September 4th 1929, they tied the knot  
and started their plan to return to Ohio  
and open their plumbing business.  Just  
six short weeks later on October 29, 1929, 
the Market crashed.  Now Dad wasn’t 

A few years back I was thinking about  
what had gotten me into this great business 
of being a wealth and financial coach  
to hundreds of client families.  I was brought 
back to my relationship with my father.  The 
more I thought about how he influenced 
my life, the more I discovered that he taught 
me the path I didn’t want  
to take.  Much like the book from Robert 
Kiyosaki, “Rich Dad, Poor Dad”, I too  
had a Poor Dad (my own father) and a  
few Rich Dads who taught me some 
invaluable lessons.

“Poor Dad”— My dad was born in 1899 in a 
small town in Ohio.  While in high school, 
he read that Philadelphia, New York, and 
Chicago all had the convenience of indoor 
plumbing.  This was an exciting concept 
because in my dad’s small town, the house 
of necessity was twenty-five yards out the 
back door.

My dad and two of his high school buddies 
decided that after graduating high school 
they would strike out on their own and work 

What I Learned  
From My Very Own Poor Dad 

That Became My  
Defining Moment 



involved with the market.  However, all  
of his money was in the bank, and when 
the market crashed, the banks closed.  
Instantly, everything he had saved over  
the past twelve years was gone, and with  
it, his dreams.

So my parents returned to Ohio, broke.   
He went to work for a local auto dealership 
where he worked for 55 years as a parts 
and service manager.  In all those years,  
he only missed two and a half hours  
of work, but he never could bring himself  
to saving another dollar.  The crash of  
1929 had destroyed his outlook on life 
forever.  I remember growing up during 
World War II, we had to struggle to keep 
milk on the table and had no money to  
pay the bills because dad never put 
anything aside for a rainy day.  At such a 
young age I was being raised to be afraid  
of money and to think poor because that’s 
how my dad was thinking.

When I was thirteen I shined shoes, 
delivered newspapers, worked at the  
local theater, mowed grass in the summer, 
and shoveled snow in the winters; however, 
my favorite job, the one that helped decide 
my destiny, was caddying at the local 
country club.

This is where I met my Rich Dads.  While 
waiting on tee boxes and walking the  
course in between shots, I would hear 
successful businessman (doctors, lawyers, 
insurance agents, etc.) discussing where 
and how they were saving money for a rainy 
day and for their retirement.  I thought, 
“Wow, there is a light at the end of this 
tunnel.”  Their way of thinking was 
dramatically different than that of my Poor 
Dads and I had to decide who would mold 
me and what path I would take. 

So after graduating high school, and  
with no money from home for college,  
I met with the local Navy Recruiter who  
told me that if I joined up for six years,  
the Navy would pay for my education.   
So, off I went.  During those six years, I 
made up my mind that the lessons learned 
from my Poor Dad would not and could  
not be repeated.  During those years, I 
continued my research into investing  
and saving, and I dreamed about being  
able to truly help others feel more secure 
about their finances. 
 
After leaving the Navy I entered into the 
insurance business with Metropolitan Life  
as a debit agent.  I would visit the houses  
of our clients to collect premiums for the 
plans they had through Met.  During that 
phase I doubled the size of the book of 

business I had.  I was finally able share  
with others the lessons I had learned from 
my Rich Dads who had become my 
mentors.  It was difficult to realize that my 
dad’s financial decisions led down a path to 
poverty.  This is a path I didn’t want to take.  
The Rich Dads that influenced me led down 
a path to prosperity.  Today I continue my 
mission of helping others through live 
educational events, on the radio, and 
throughout the media.  We all have paths to 
choose and by choosing to follow my Rich 
Dads, instead of my biological dad, I was 
able to help thousands of families over my 
nearly 50 year career to be on a better 
financial path.

I can’t begin to imagine the path my life 
would have taken if I had followed the  
path my dad had taken after the crash of 
1929.  If I had simply given up, there may 
have been a number of families that 
wouldn’t have benefited from the lessons  
I learned over the years.  Our clients are 
family, and nothing makes me happier than 
seeing a good business relationship turn 
into a true friendship.  I am grateful for the 
lessons learned from my Poor Dad and  
my Rich Dads.   

Jerry Royer, RFC® is the CEO of Group 10 
Financial, LLC, with offices in Orlando, 
Cincinnati, and Peoria.  Jerry and his son  
Nick co-host their weekly radio show on 
numerous radio stations.  Jerry is the author 
of It’s Your Money and is a regular financial 
commentator on NBC news networks.   
Jerry has spent decades not only educating 
people on how to get to and through 
retirement, but he has also trained 
numerous financial advisors to do the same.

Contact:  844.GROUP10
info@Group10Financial.com
www.Group10Financial.com 

Investment Advisory Services offered by Brookstone 
Capital Management, LLC, an SEC Registered 
Investment Advisor

Jerry Royer, RFC®

IARFC’s  
CAREER CENTER at
careers.iarfc.org
JOB SEEKERS,
YOUR NEXT
Financial Planning
CAREER OPPORTUNITY
COULD BE CLOSER
THAN YOU THINK.

Job Seeker Benefits
•	 Access to high quality, relevant job postings.  

No more wading through postings that aren’t  
applicable to your expertise.

•	 Personalized	job	alerts notify you of 
relevant job opportunities.

•	 Career	management – you have complete  
control over your passive or active job 
search. Upload multiple resumes and cover 
letters, add notes on employers and 
communicate anonymously with employers.

•	 Anonymous	resume	bank protects your 
confidential information. Your resume will be 
displayed for employers to view EXCEPT 
your identity and contact information which 
will remain confidential until you are ready to 
reveal it.

•	 Value-added	benefits of career coaching, 
resume services, education/training, articles 
and advice, resume critique, resume writing 
and career assessment test services.

POWERED BY
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Profile Interview

Paul Mallett, RFA®®

Dennis M. Postema, RFC®®

It starts with integrity.  We tell our consultants to always keep their 

promises, even the little ones.  Do what you say you’re going to do.  
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Part of forging ahead and becoming an 
independent consultant is to look at 
successful people who have blazed the trail 
before you and adopt some of their 
philosophies and strategies.  What are their 
secrets?  What do they do that makes them 
both happy and wealthy?  Part of this 
process is to engage such people as 
mentors or coaches.  In this issue of the 
Register, we look at a team that provides 
marketing, coaching, mentoring and product 
support for the independent consultant... 
and they’re good at it.  

Dennis M. Postema is a successful 
entrepreneur, International best-selling 
author, speaker, certified life coach, and 
RFC® who has dedicated his career to 
solving the insurance and retirement issues 
faced by his clients.  After working as a 
captive agent for a large insurance carrier, 
he realized he could offer his clients more 
options, better products and a more secure 

future if he went independent—so at age 
23, he did.  

Today, Postema Insurance & Investments 
(PI&I) works with over 90 carriers to  
ensure that all clients are served by the 
most highly rated, competitive insurers and 
given access to the best products in the 
industry.  In 2009, Dennis launched 
Postema Marketing Group, LLC (PMG).  His 
objective was to help independent 
consultants across the country achieve their 
goals and see their agencies thrive while 
expanding their focus on client needs and 
product offerings. Combining the same 
“help rather than sell” approach with one of 
the broadest product lines in the business 
has PMG on a growth trajectory that has 
exceeded Dennis’ expectations.

Part of the resounding success of PMG is 
due to Paul Mallett, Postema Marketing 
Group’s Senior Vice President and Chief 

Operating Officer.  Paul and his team work 
closely with advisors across the country, 
helping them to achieve their business goals 
through sound business strategy and 
focused action.  In addition to his leadership 
duties with PMG, Paul is an RFA® and serves 
his own growing circle of clients.  He is a 
regular blogger, speaker, and contributes to 
a variety of industry publications (including 
the Register) and social media platforms.  

Why do PI&I and PMG both exist and 
how did they get started?  

Dennis:  Years ago, we had an IMO come 
to our office.  They gave a great product 
pitch and really sold the sizzle.  A year later 
we found out that many of the things they 
said weren’t quite true and could potentially 
hurt our clients if not explained properly.  
When I confronted them they brushed it off 
as no big deal.  That very moment I decided 
to make sure that every product my career 
agents offered was thoroughly researched 
and investigated by me and that my agents 
were properly trained so our clients would 
never have to suffer due to an advisor’s lack 
of knowledge.  

But this discovery went even deeper than 
that. I knew that if I was working with IMOs 
and marketers who truly didn’t care about my 
clients, or have a sophisticated understanding 
of their own products, then that meant that 

A Successful Business 
Model Shapes the 
Independent Consultant 
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of our closest PMG advisors, and then roll it 
out to everyone else. 

We also spend a lot of time reviewing 
unique and advanced cases between both 
organizations.  Without the collective 
knowledge and experience of Joe, Dennis, 
and our core group of agents and product 
specialists, we wouldn’t be where we are 
today. Formal group case reviews are part of 
the DNA of both organizations. Not 
theoretical cases, real cases with real clients. 
These reviews make us all smarter, but the 
big winners are the clients. 

What is your main philosophy on 
coaching/mentoring consultants?

Dennis:  We can help with any area they 
need or all areas such as prospecting, sales 
training, motivation, and even complete 
agency building.  My main philosophy is 
simple yet comprehensive: teach from A-Z.

Paul:  My big three coaching elements are: 
strategy, accountability, and a bias for action.  

many of my fellow independent advisors 
across the nation were in the same situation.  
It was at that point that I started looking for 
other agents who held the same beliefs as 
me about the importance of advisor 
education and who had a client-first mentality.  
I began bringing them on board within my 
company.  This included bringing on annuity 
expert Joe Santore, and Paul, one of the best, 
integrity-filled business associates I had ever 
met.  Now not only do we train our career 
advisors every week, but we also offer 
extensive training to all our advisors across 
the nation through PMG.

We now explore how this PI&I and PMG 
relationship is mutually beneficial… 

Paul:  The relationship between PI&I and 
PMG is absolutely critical to our success. 
Almost every product, program, or strategy 
we recommend is field tested by our own 
PI&I career agents before we even think 
about suggesting it to others.  That’s a huge 
strength.  Our typical process is to test with 
our own PI&I agents first, then a small circle 

Let’s figure out what you want and why.  
You can’t win without focus and a clear 
target. We’ll then set a few smart objectives 
and a process for measuring progress 
against them. Finally, the plan doesn’t have 
to be perfect.  We can improve it later.   
Get something good in place and then  
start taking action. One of my favorite 
quotes is, “Version 1.0 is infinitely better 
than Version 0.0.” 

What is the standout challenge when 
helping consultants better themselves?

Dennis:  Many advisors say the biggest 
challenge is prospecting, but what we see 
more and more is that many actually need 
sales training.  Until we train them to track 
their numbers, they don’t even realize 
where their problem areas are.

Paul:  For me, it’s the consultant’s level of 
commitment to change.  Individuals who 
are committed to improvement are willing 
to try new things.  They’re willing to listen 
and learn from the experience of others. 

Dennis M. Postema, RFC® 

When branding, you have to become the 

celebrity expert in your niche.  People 

have to know you as the go-to person 

because of the positive reputation you 

have for client service.
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few minutes, note what you might do 
differently next time, and move forward.

Another suggestion I often make is to have 
two objectives for every appointment.  The 
primary objective is to move to the next 
step of your process, but the secondary 
objective might be to end on a positive note 
or to teach the prospect something new.  
That way, you leave the door open for a 
future opportunity and you always end on a 
positive note for your own sake. 

When building a marketing strategy for 
multiple locations, what is the secret to 
your business model?  How do you 
brand yourself?  

Dennis:  We follow a complete agency 
model, so for our other career locations we 
build an agency within an agency, focused 
around a manager.  It works perfectly when 
we help independent agents start their own 
shop because we just have them follow our 
system from start to finish. 

When branding, you have to become  
the celebrity expert in your niche.  People 

the clients know you’re always there for 
them.  Finally, develop great active listening 
skills.  Listening is more than waiting for the 
other person to stop talking.  Listen and offer 
solutions to the concerns that keep your 
clients and prospects up at night. 

How do you teach consultants to handle 
failure and rejection? 

Dennis:  Advisors need to first understand 
some statistics before they feel defeated.  
Second, they need to be completely prepared 
for every situation.  This can involve anything 
from knowing the products to the strategies 
behind them.  That way, in the end, it’s not a 
sale— it’s a no brainer, which keeps the 
rejection down to almost non-existent.  But 
again it all goes back to being properly trained 
for the process to be this smooth.

Paul:  Failure and rejection are tough, 
especially for new consultants.  You have to 
learn to move on quickly, but not before 
you take a few minutes to reflect on why 
you weren’t able to connect.  Sometimes 
there’s not much you could have done 
differently, but quite often there is.  Give it a 

Don’t get me wrong, we’re all on our own 
unique journey.  I always encourage 
advisors to create their own vision and 
leverage their own gifts.  However, let’s not 
reinvent the wheel if we don’t need to.

Another challenge is patience.  I see a lot of 
advisors who have been doing the same 
thing for years with lackluster results.  When 
we come in and help them make a change, 
if the results aren’t immediate they’re quick 
to give up on the new plan.  Those who are 
able to take their practice to the next level 
are usually more patient and persistent. 

When coaching consultants, how do you 
teach them to build trust with their 
clients and consumers?

Dennis:  We train the advisor on exactly 
how each step of a retirement plan and 
financial analysis should go which includes 
building rapport, likability and relationships. 
That way, when it comes down to decision-
making, the clients know they aren’t being 
sold they’re just being assisted to reach their 
goals that have been discussed through the 
entire process.

Paul:  It starts with integrity.  We tell our 
advisors to always keep their promises, even 
the little ones.  Do what you say you’re going 
to do.  I also encourage them to develop a 
process for staying in touch with their clients. 
Make it as automatic as possible.  We have 
several ways to do that, but the key is to let 

Paul Mallett, RFA® 

Listening is more than 

waiting for the other 

person to stop talking.
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marketplace will build it for you.  A lot goes 
into successfully building a brand. We could 
do an entire article on that alone! I’ll sum it 
up with just a few key points:
•	 Your	brand	should	be	based	on	the	
target clients you are trying to serve 
•	 It	must	be	consistent	across	all	
consumer touch points 
•	 It	should	differentiate	you	from	your	
competition and help potential clients see 
and appreciate your value over those 
competitors 
•	 The	best	brand	strategies	give	folks	a	
glimpse of your unique personality  

Your objective is to help independent 
agents across the country achieve their 
goals and see their agencies thrive while 
expanding their focus on client needs 
and product offerings.  How can the 
IARFC help you meet your objectives?  

Dennis:  The first way the IARFC helps is 
through all the recognition that this great 
designation brings to us.  Second, the 
constant knowledge and sales training that 
the organization and the Register strive to 
deliver each and every month, provided by 
colleagues who are truly out in the trenches 
doing the same thing we’re doing.

Paul:  Much of our success to date is due to 
the commitment of our team and Dennis’ 

have to know you as the go-to person 
because of the positive reputation you have 
for client service.

Paul:  As you have already pointed out, we 
actually have two brands to manage.  Our 
goal with the PMG brand is to communicate 
that we are the place to go for education 
and assistance with four primary areas of 
your business: strategy, marketing, sales, 
and operational efficiency.  I use the word 
business intentionally, because that’s a key 
part of our message:  You’re more than an 
advisor; you’re a business owner. 

How can a consultant “brand” themselves?  

Dennis:  We teach them to be a celebrity 
expert once they are properly trained.  We 
teach them to write and speak about it 
through blogging media channels and other 
social media outlets. We have so many 
things that we help advisors do:  offer free 
reports, hold educational workshops, get 
radio and television time.  Then we help 
them to promote things properly, so people 
know about them by building a complete 
marketing program that fits their needs/
goals specifically for their practice.

Paul:  Brand building is critical to the 
development of any business.  If you don’t 
build your brand with intention, the 

unbelievable level of energy and 
enthusiasm, but we’ve also benefitted 
greatly by a few key relationships we have 
established.  We’ve made some really good 
decisions regarding with whom to align, and 
aligning ourselves with IARFC is certainly 
one of those good decisions.  Obviously the 
designation brings a level of credibility, but 
what’s really important to me is what’s 
behind the curtain:  the collective 
knowledge and experience, the learning 
opportunities, and the commitment to 
continuous improvement. 

We are heading toward a third party 
accredited designation (Master 
Registered Financial Advisor).  How do 
you see that helping the IARFC as an 
Association and as individual members? 

Paul:  The key words there are “third party”.  
Anyone who has benefitted from a referral 
knows how powerful a third-party 
endorsement can be.  Even if your prospect 
doesn’t know the person who endorsed 
you, they’re far more likely to give you a 
shot.  Some consumers won’t know the 
difference between designations, but some 
certainly will.  You can bet your competitors 
will.  I think it’s terrific. 

Gving you an opportunity to become 
philosophical, when does a consultant 
stop being the mentee and become  
the mentor? 

Paul:  Any consultant worth his or her  
salt never stops being the mentee.  Some 
of the most successful people I know still 
have coaches and mentors they look to  
for guidance. When you stop learning you 
stop growing, and that’s not good for you  
or your clients. 

Dennis:  I believe you can be a mentor 
from day one.  Over the years I’ve learned 
that the best way to mentor anyone is  
by educating them.  So even in the first 
week of your career you can begin to 
educate your clients, which in a way is a 
form of mentoring. You can also provide 
them with articles, books and other 
materials written by you or other industry 
leaders to help them in the decision-making 
process.  For co-workers, trainees, or  
other advisors, you can begin in the very 
early stages of your career by doing 
hands-on case studies and sharing 
experiences and solutions to help others 
improve in the field.   

Contact:  877.512.9287
Paul: pmallett@pmg1.com 
Dennis: postemainsurance@netscape.net
www.pmg1.com

Advisors need to first understand some statistics 
before they feel defeated. 
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I have a lot of listeners to my weekly radio 
show who are over 50.  They’ve done a 
reasonably good job of saving in either 
401ks, on their own, or other places.  In 
other words, they’ve got money for 
retirement.  They’re just not really sure if the 
money is in the right place.  The quest for 
financial guidance is very strong these days.

There are two big issues that people face as 
they are approaching and entering 
retirement. These two issues are fear and 
confidence.  People have fear, and 
sometimes, depending on the type of 
person, they don’t want to admit that it is 
fear. Behind the scenes, there is an 
underlying fear in their minds of the change 
that is going to happen when they retire. 

My main goal in working with clients is 
removing that fear.  The proper financial 
guidance involves laying out a road map for 
people so they clearly see where they are 
going, the obstacles or detours that are 
along the way, and figure out how they are 
going to get there with the most certainty. 

Another important goal of financial guidance 
is showing how to create streams of income 
that continue to flow, no matter what 
happens in the economy.  Income planning 
is often talked about but, many times 
misunderstood.  Income planning isn’t just 
about what is coming in; it also addresses 
how we remove obstacles that often 
torpedo a good stream of income.  I call 
these “financial roadblocks”.  Identifying 
those possible roadblocks, the emergencies 

and family issues that can come up, are vital 
parts of a retirement and income plan. 

Everyone has heard about Charles 
Lindbergh and his famous flight.  However, 
people forget that he learned many lessons 
from those who failed to put together a 
perfect flight plan before him.  To be 
remembered as he is, Lindbergh had to 
make sure of both flying safely and going to 
land safely in order to make it a good trip.  A 
good planner in the financial world is one 
who studies the mistakes that people have 
made in the past and helps educate their 
clients on ways to prevent potential 
problems and pitfalls, so they don’t make 
the same mistakes others have.  

On my radio show, I interviewed Chesley 
“Sully” Sullenberger (listen to interview here 
https://soundcloud.com/financial-safari/06-
16-2012-sully-sullenberger).  Who can 
forget the miraculous landing of US Air 
Flight 1549 in the Hudson River in New 
York on that clear day January 15, 2009?  In 
the interview, Sully told me it was years and 
years of planning for the “what ifs” that kept 
him calm and collected after losing power in 
both engines.  How many clients would feel 
just as calm in a market crash?

Let’s talk about a few of the planning 
mistakes I often see in the average plans 
these days.  Taking too much risk with your 
portfolio, listening to advice from biased 
sources like big Wall Street firms and media 
people that might not have our best interest 
at heart, and sacrificing our own retirement 

security because we are trying to pay for 
kids’ and/or grandkids’ college education 
are the top mistakes I see.

Many times, clients come in after the 
mistake has been made, when they were 
working with other financial planners.  We 
meet with the client after they’ve fired that 
planner, and our company is left to fix the 
financial planners’ mistakes.  It is important 
to discuss these issues publicly so that 
others can learn from the mistakes of 
others, because really, that’s where wisdom 
comes from.   

In my opinion, there are many people out 
there who aren’t on the correct path, but 
either don’t know who to ask, or are afraid 
to ask somebody for a second opinion.  
There are two big decisions everyone has to 
make.  Number one is, “Am I going to get 
outside help and outside financial advice to 
manage my retirement?”  Some people 
choose to manage their retirement on their 
own.  Others say, “I want help.”  If the 
decision is, “I want help”, then the next 
decision to make is, “Who will help me?  
Who is the right person for my situation?”

Many times, people have chosen the wrong 
person once, maybe two or three times 
throughout their lives, and they would rather 
not go down that road again.  They are 
afraid to talk to somebody because 
unfortunately, in the financial world, many 
stockbrokers talk a good game, have fancy 
offices, and quickly gain your trust.  At the 
beginning of the relationship, it all looks 
fine.  After a period of time, you end up 
going down the wrong road, and by the 
time you find out, it’s too late.

I have talked to many people who have 
been disappointed in their relationships with 
stockbrokers, and so they are scared to 
enter a new relationship because they feel it 
will turn out the same way.  On the positive 
side, most of us deep down believe that the 
right match is out there, whether it’s the 
right doctor, the right attorney or the right 
financial advisor. 

Let’s look at the four major sports — 
baseball, basketball, football and hockey.  
When you’re watching these events on TV 
or in person, you witness momentum shifts.  
You see one team that responds better 
under pressure or playing a high speed 
game, and the other team likes to slow it 
down.  When we’re talking about financial 
planning, I think the proper tempo for folks 
out there who are in their late 50s and the 
60s is what needs to be addressed.  Not 
getting overwhelmed by the market cycles 
and keeping the main goal of lifetime 

Consumer Focus   
Financial Guidance
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income and security in one’s mind at all 
times is vitally important.  Think about how 
an athlete and a coach work together.  The 
coach is there to build upon the strengths of 
the athlete to the point where the 
weaknesses are either minimized, 
eliminated, or meaningless because their 
strengths overpower their weaknesses. 

Think about major league baseball.  As a 
major league baseball player, he was 
probably in a little league at one point in his 
life.  In little league he had to hit, he had to 
pitch, and he had to field.  Then, as he got 
older, he had to hit, he had to pitch, and he 
had to field.  Then, sooner or later in his 
career, if he became a really good pitcher, he 
was told, “Don’t worry about your hitting.  
We don’t care if you can hit a ball for the rest 
of your life.  You just focus on your pitching.” 

That’s an example of how a reputable 
financial planner should work with a 
potential client when helping them through 
retirement.  Identify the strengths and build 
momentum where the strengths are.  In my 
opinion, the momentum should be a little 
bit faster than the client feels comfortable 
going, but not too fast. 

An advisor shouldn’t try to move the  
client along too quickly because once  
the client finds themselves quickly out  
of their comfort zone, they doubt the 
advisor’s decisions.  It should be slightly 
uncomfortable because just like exercise, 
unless we’re slightly uncomfortable, we’re 
not making any progress. 

A long time ago, Babe Ruth, the Home-Run 
King, was with the Boston Red Sox, mainly 
as a pitcher.  He also hit in the American 
League back then too.  He hit and pitched.  
He hit a lot of home runs, but he was 
mainly a pitcher.  The Red Sox sold him to 
the Yankees.  The Yankees found his true 
strength was swinging the bat, and the rest 
is history.  The Curse of the Bambino went 
on for about 100 years for the Red Sox.  
When we look at Babe Ruth in the 
perspective of financial plan, Babe Ruth was 
both a good hitter and a good pitcher.  So 
too does a true financial plan have a 
balance of risk and safety, and changes 
strengths to reflect it’s timing and needs.  
This has to be especially true when that 
income element is needed as well. 

Quite simply, the most important step in the 
quest for financial guidance is to identify 
one’s core nest egg.  What is the amount of 
money that one will need where the sole 
job of that money is to produce income for 
the rest of that person’s life and their family.  
Just as one likes a raise at their job, it is also 

important to build raises into an income plan 
to combat inflation and other life events.  
Once we identify that amount, that core nest 
egg we like to call it, then what’s the proper 
blend of risk and safety for the client? 

Do we want 100% of it safe because the 
client just can’t stomach seeing financial 
turbulence on an account statement?  Is 
aggressive growth needed?  The secret is to 
find the right blend where one is not taking 
too much risk where they get scared out of 
the market, or tempted to do the wrong 
thing at the wrong time, but have just 
enough risk to catch the growth in the good 
years, but have enough safety where the 
bad years won’t matter, or at least they 
won’t hurt as bad. 

Wealthy families across America use 
guaranteed accounts where they know they 
can’t lose, blended with quality holdings that 
have some exposure to the market so that 
even in their golden years, they’re going to 
catch some of that extra upside to hedge 
against inflation, blended with protection 
against market losses.  The trick is what is 
the right blend for the client?  That is why 
financial guidance is so vitally important 
these days.   

Peter J. “Coach Pete” D’Arruda, RFC®, CTC, 
is a Financial and Tax Coach.  He is host of 
the nationally syndicated weekly radio show, 
The Financial Safari, as well as the author 
of four books, including Fine Print Fiasco, 
Financial Safari, 7 Financial Baby Steps 
and Have you been talking to Financial 
Aliens?  Themes of these easy readers 
include helping others avoid being taken 
advantage of and translating financial jargon 
for any layperson.

Contact:  919.657.4201
pete@capitalfinancialusa.com
www.capitalfinancialusa.com

Consumer Focus Articles are available to IARFC members.  
You may view and reprint Consumer Focus articles at: 
 iarfc.org/consumer_articles.asp

RECRUIT A NEW MEMBER

IARFC  
Member-Refer-A-Member 

Credit 

The value of your RFC® designation 
continues to grow by increasing  
members of highly qualified consultants 
using and displaying the designation.   
You can leverage this growth. Referring 
colleagues is a win-win with the  
Member-Refer-A-Member program.  

When you nominate professionals and 
they join the association, the IARFC will 
credit you $50!  That’s it.  You do the 
easy part — provide us with all the contact 
information.  We follow through with 
them to show the benefits and 
advantages provided by the IARFC 
association.  There is no limit to the 
number of individuals you may nominate.  
You could easily be credited far beyond 
your membership dues.   

Please nominate professionals who may 
be interested in the honor and benefit of 
acquiring the RFC® or RFA® designation.  
By providing prospective member names, 
you are granting your permission to 
mention your name as our source, and 
you will be eligible for the reward.

Details go to:  
www.IARFC.org/ReferMember 

IARFC
Attn:  Membership Services
P.O. Box 506
Middletown, OH  45042 USA
P:  800.532.9060 — Ask for Amy
E:  info@IARFC.org
W:  www.IARFC.org

Fax to:  513.424.5752
Email to: info@IARFC.org

IARFCIARFC
INTERNATIONAL ASSOCIATION OF

REGISTERED FINANCIAL CONSULTANTS

Peter J. “Coach Pete” D’Arruda, CTC, RFC®
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Get In The Game

makes a specific commitment to your 
future, taking you under their wing and 
teaching you everything they know, 
grooming you for success in as many areas 
of business and life as they can.  The 
mentoring/protégé relationship stems from 
the old apprenticeship system of training 
craftsman and tradesman started in the 
Middle Ages.  The future of coaching may 
very well be a more formal mentoring 
relationship similar to this system.

Elements of Coaching & Mentoring
While there are as many different types of 
coaching techniques as there are coaches, 
they usually contain at least some of the 
following elements, loosely based on Bob 
Aubrey and Paul Cohen’s study and book, 
Working Wisdom: Timeless Skills and 
Vanguard Strategies for Learning 
Organizations (Jossey-Bass).

Commitment:  The coach makes a 
demonstrable commitment to your success, 
taking part in the learning process side-by-
side with you.

Validation:  The coach makes theory come 
alive and understandable by demonstrating 

The President of the United States has 
many of them, and they’re all indispensable.  
Athletes use them to help win titles or break 
out of a slump.  Celebrities employ them to 
help keep both their personal lives and 
professional careers on track.  They’re vital 
to many Fortune 500 executives across 
almost every industry.  Successful 
entrepreneurs depend on them for their 
expertise.  Kids youth football teams, may 
be greatly influenced by one.  Do you think 
you might benefit from one?  Of course, 
we’re talking about a coach.  

Despite the trend towards maturing into 
mid-size and larger ensembles, much of the 
financial services industry still operates as 
sole practitioners or in smaller teams.  This 
is particularly true of the independent 
channel, often making it difficult to receive 
feedback or support for growing one’s 
business.  Despite the resources available 
today, you may find a lack of openness 
when it comes to sharing meaningful “best 
practices” among some of your more 
competitive colleagues.  Throw in the time 
constraints advisors face, and your business 
can easily become an isolating, day-to-day 
mundane existence.

Whether you’re looking to grow your assets, 
systematize your operations or sell your 
practice to a successor, at each stage of a 
financial advisor’s career, a coach can help.  
It’s true that sometimes all you need is a 
good book, audio or video to solve a 
practice management or personal 
motivational challenge.  But in other cases, 
your particular situation may not fit any 
typical example, or you may need ongoing 
assistance or accountability to raise your 
performance level.  This is where the magic 
of coaching shines.  

Coaching Defined
A professional coach does more than just 
give you feedback or provide motivation.  
They help mold the vision for your future, 
create specific goals, develop the tools, 
provide detailed how-to techniques and 
help remove the business, mental and 
emotional obstacles which may be holding 
you back.

Professional coaching is a relatively new 
industry which seems to have flourished 
over the last 10 years, especially since, The 
Great Recession of 2008.  In fact, the joke is 
that the term “coach” used to be a 
euphemism for “unemployed,” with the 
implication being it was the blind leading 
the blind.  Not anymore.

While there are still plenty of coaches who 
have done nothing more than simply take a 
few online courses and put up a shingle, 
many have had enough time to dedicate 
themselves to gaining the necessary skills 
and making a significant impact, often 
changing their clients’ lives forever.

The difference between consulting, coaching 
and mentoring is primarily one of degree 
when it comes to both content and 
commitment.  A consultant may identify 
one specific business problem for a client 
and tell you the solution.  A coach goes 
through a multiple problem solving process, 
including implementation, with their student.  
By definition, the coach/student relationship 
is usually closer than the consultant/client 
relationship.  It may even involve personal 
aspects of the student’s life.  A mentor 

Mold the vision for your future, create specific goals, develop the tools, provide detailed how-to techniques and 

help remove the business, mental and emotional obstacles which may be holding you back.
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necessary skills or activity.  The coach must 
be able to “walk the walk.”

Planting:  Coaches are often confronted 
with the difficulty of preparing a student 
before they are ready to change.  Sowing 
seeds is necessary when the coach knows 
that what they say may not be understood 
or accepted by students at first, but will 
make sense and have value later on when 
the situation requires it.

Change Agent:  When the need for change 
reaches a critical level, learning can escalate.  
The coach often chooses to plunge the 
student right into the middle of this change, 
stimulating a different way of thinking, 
speaking and acting, and resulting in a new 
identity and a re-ordering of the student’s 
values or priorities.

Harvesting & Debriefing:  Here the coach 
focuses on helping a student pick the low 
hanging fruit, with the intent to create 
awareness of what was learned by 
experience and draw conclusions.  The key 
questions here are, “What have you learned?” 
and “How useful is it for the future?”

What to Expect
Because coaching is still relatively new, it 
tends to be very diverse, offering advisors 
many choices when it comes to content, 
expertise, services, support, logistics  
and pricing.

Content can vary from preset tracks to run 
on, to highly customized material geared to 
your specific needs.  

Some coaches specialize in 1–2 areas,  
such as sales or marketing.  Others offer  
a full menu of expertise to help guide  
you towards defining and achieving your 
goals.  The major areas of practice 
management coaching most often include:  
Goal Setting, Defining Your Mission, 
Business & Strategic Planning, Sales, 
Marketing, Time Management, HR/Staffing, 
Operations & Compliance.  

When hiring a coach, it’s usually wise to look 
for someone who has direct experience in 
the financial services industry, and 
specifically, expertise in the area with which 
you’d like assistance.  Make sure exactly 
who will be coaching you.  Some 
companies use experienced figureheads to 
sell you their program, only to find out later 
that your actual coach has little or no 
experience.  They cannot relate to the 
challenges you face every day in the field 
with clients.  In many cases, you end up 
knowing far more than your coach does, 
and the engagement quickly fizzles out.

10 Questions to Ask Before Hiring Any Coach:

1. What Do You Do? — Are they really a consultant, coach or mentor?  
What services do they provide?  What options are available?  Do they offer 
different tracks entailing different methods and prices?  What is their overall 
approach to coaching?  
 
2.  Who Is Your Ideal Financial Advising Client? — There can be a big 
difference in the independent vs. wire house or bank channels.  Throw in 
CPAs, Estate Planning Attorneys, Insurance Agents and Asset Managers, 
and the needs of the group can become unwieldly.  Aside from any 
minimum gross revenue requirements, what non-financial criteria does the 
coach look for in a potential student?  Ask for their definition of the term, 
“coachable.”

3.  Who Will Be Coaching Me? — What is the depth of their experience?  
How much of that comes through in the coaching process?  Do they help 
remove the mental, physical, emotional blocks to success?  Can they 
demonstratively “walk the walk?” 

4.  What Areas of Expertise Do You Cover or Specialize In? — Do they focus 
on business, personal, or both?  What kinds of problems do they solve?  
What would be their approach for dealing with your particular challenge?  
Do they offer “spot” coaching or a comprehensive program covering many 
areas of practice management?  

5.  How Do You Do It? — What are the logistics?  Do they coach one-on-
one, groups, in person, long distance?  How often and how do you meet?  
In addition to describing their process, time and work commitments and 
expectations, what methodology and techniques for achieving results 
does your coach use?  What is his system for accountability?  What kind of 
commitment is your coach making to you?

6.  Why Should I Hire You? — What makes you different?  What makes you 
unique?  What’s the one thing (or more) you bring to the table that no other 
coach or coaching program does?

7.  What Do You Charge? — Your coach should be able to clearly and 
articulately explain what they charge, how they charge, and their rationale 
for pricing.  Are there any contracts?  If so, get a look at them up front.  If it’s 
too complex or boxes you into a corner, either modify it or politely decline 
the opportunity.

8.  What Do I Get For My Money? — In addition to any written materials, 
audio or video files and downloads, the coach should elaborate on 
everything you get, along with showing you typical results.  

9.  What Kind Of Ongoing Support Do You Offer? — What happens if you 
have a question or need help inbetween your coaching sessions, or if you 
have a case you’re working on?  How accessible are they?  Will they help 
you via phone or email?  What are their call back and email policy?  How 
involved will they get?  What are their limits?  Find out now so you know 
what to expect.

10.  Can I Get A List Of References? — You are entitled to as many 
references as you’d like.  Contact them!
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Start with the “Coach’s Corner” listed towards 
the front of this issue of the Register to find 
coaches who specialize in working with 
financial advisors.  The next best way to find 
a coach is to google the phrases, “Financial 
Advisor Coaches” and “Coaches for Financial 
Advisors.”  Your search should turn up about 
15-20 viable candidates.  Here are some 
questions you can ask when interviewing 
potential coaches  (see page 33).  These 
questions are similar to the ones a prospect 
might ask you before engaging your services. 

Are You Coachable?
Now it’s your turn to tell your potential 
coach what you’ll bring to the relationship.  
Most coaches are looking for advisors who 
have at least some drive to achieve results, 
some ability to take initiative and some 
maturity to take responsibility for their 
business.  This makes our job easier.  Just 
like in the financial services industry, “If you 
have to drag them into it, you’ll probably 
end up dragging them through it.” …And 
that’s not going to be fun for anyone.  Once 
you think you have found a good match, 
commit to your coach and get them to 
commit to you, at least for a predetermined 
amount of time to give yourself a chance to 
succeed.  Different coaches will ask for 
different time and money commitments.

When should you start looking for a  
coach?  As soon as you recognize any of  
the challenges outlined in this article.  After 
all, the sooner you get started the sooner 
you’ll see results.  So get in the game… 
Get a Coach!   

Max Bolka is a 32-year veteran of the 
financial services industry who developed 
and served a nationwide financial planning 
and investment clientele. For the past 17 
years, he has also been, “Building First-Class 
Financial Advisors” of all kinds through his 
industry professional speaking, writing and 
one-on-one mentoring program.    

Contact:  828.232.4318
max@maxbolka.com
www.maxbolka.com

Coaching comes in all shapes and sizes; 
one-on-one or in a group setting, in person 
or long distance.  With technology today, 
odds are your coach will live in another 
state, or even in another country.

As with so many other industries, the 
phone, email, the internet and audio/video 
conferencing has made the location of the 
coach and student irrelevant.

Fees can also vary widely, from a couple of 
hundred to thousands of dollars per month, 
depending on the quality of the coaching, 
the length of engagement, the number of 
advisors being coached, and the demands 
on the coaches time.  As with almost 
anything else, you get what you pay for.  
Expect to pay anywhere between $500-
$2,000 per month for professional, business 
coaching with expertise in our industry.

Find out about the coaching company’s 
engagement agreement.  Do they use a 
formal, written contract?  If so, read it 
carefully.  What kind of arrangements are 
included if something happens to the  
coach or the engagement?  Under what 
conditions?  Results count, and you’re 
paying for performance, not promises.   
It’s OK to pay month-to-month, based on 
your satisfaction with the experience and 
your progress.

And finally, get references!  While the 
financial services industry cannot use 
testimonials, coaches can.  Because 
coaching is relatively new, obtaining 
references is critical, and is often overlooked.  
References help show you the viability of the 
program you’re considering.  If your coach 
cannot or will not provide references, 
regardless of their excuse, it may be your 
first warning sign.  It is imperative to get a 
good number of references from other 
satisfied students…And definitely contact 
those references.  Ask about the coach’s 
professionalism, responsiveness, level of 
expertise and overall satisfaction they’ve had.

Can the coach really help you with your 
specific challenges?  Feel free to share your 
list some of your goals or challenges and 
get feedback.  You’re entitled to this 
information before signing up.

Where to Find a Coach
Here again, because the industry is still so 
new, it can be hard to find a coach.  There is 
no one definitive source for researching 
coaches.  No industry association exists, 
although a few of us have kicked around 
the concept. (I came up with the name, 
“Financial Industry Coaching Association” or 
FICA.  What do you think?)

Max Bolka
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Throughout my career I’ve understood the 
importance of finding a coach to help you 
succeed. Before getting a golf coach was 
common, thanks to the era of Tiger Woods, 
I had one.  As a junior and collegiate golfer, I 
traveled the world playing in tournaments.  
When I first started out, I would only go to a 
golf pro whenever my game started going 
down the tubes or after a bad tournament.  
It was much like a bandaid relationship.  If I 
played awful, I would go see a pro to get a 
fix.  In the beginning I even had 4-5 golf 
professionals that worked on my swing.  
The bad news was that I ended up having 
4-5 different theories trying to mold my 
swing, and I ended up getting worse.  There 
was no synergy, and my golf game ended 
up turning into mud with no direction.  

So when I discovered the hard way that 
having multiple coaches with different ideas 

wasn’t working, I identified that I needed  
a single coach who had a proven track 
record who would take me under their  
wing and use a process to help me 
succeed.  I was no longer interested in  
only seeing my coach when my golf game 
had problems.  Now I wanted fixes to my 
problems and ongoing coaching to make 
sure I stayed on track each round I played.  I 
wanted my coaching to also be more 
holistic.  This meant that I wanted my coach 
to help me with not only my golf swing, but 
also my mental state, exercise routine, and 
course management.

Fast forward two decades and I still have 
coaches, but instead of a golf coach, I now 
have a business coach.  I’ve never been the 
type of person interested in trying to do it 
myself.  While figuring things out as I went 
may have been the cheaper option short 

term, it’s also the one that could result in 
me making mistakes that could have been 
avoided by listening to someone who has 
been there before and had already 
overcome similar problems.  Saving you a 
few dollars by trying to do it yourself can 
cost you valuable time and money by 
making mistakes that could have easily 
been avoided.  If you could save yourself 
from making a $100,000 mistake by paying 
someone a couple thousand dollars, would 
it be worth it?  Absolutely!!! 

I believe that the key to success in anything 
is to find someone who has had the 
success you want and mimic what they do.  
In past wars, we always heard of fields filled 
with landmines to prevent the enemy from 
crossing into their territory.  To get across 
those fields the armies would send one 
person to maneuver through the field and 

Seek Out A True  
Financial Coach To Help You Avoid 
Major Financial Landmines



that they will guide you through to help  
you succeed.  We have a 5-step process 
that each of our clients go through,  
much like you would if you were building  
a house.  We evaluate where they are  
and find problems that need to be fixed, 
build a basic strategy and blueprint of a 
solution, implement and begin building  
the solution to their financial problems, 
review the progress of their written  
financial master plan, and adapt it over  
time to mirror changes in their life or the 
world around them.

Lastly, you want to work with a highly 
qualified individual and the good thing is 
that the financial advisors who carry the 
RFC® designation have already been vetted 
and been through a rigorous process to 
earn their designation that shows their 
commitment to honesty, integrity, and high 
ethical standards.  Working with a financial 
coach is much different than working with a 
financial salesperson.  The coach is there to 
do right by you and help you build a 
financial plan for success.  Listen to their 
advice, work together as a team, and just 
possibly the successful retirement plan you 
build together can give you the financial lift 
you need to live the life you envisioned.   

Nicholas Royer, RFC® is Vice Chairman on 
the Board of the IARFC and President of 
Group 10 Financial, LLC with offices in 
Orlando, Cincinnati, and Peoria.  Nick and 
his father Jerry co-host their radio show on 
numerous radio stations.  Nick also is a 
regular financial commentator on NBC and 
ABC news networks.  Nick was nominated 
as a Top Leader Under 40 Years Old and 
was awarded the 5-Star Professional Wealth 
Manager for 2014 & 2015.    

Contact:  844.GROUP10
nickroyer@group10financial.com
www.group10financial.com

Investment Advisory Services offered by Brookstone 
Capital Management, LLC, an SEC Registered 
Investment Advisor

show the rest of the soldiers behind him the 
path to take to get through without being 
blown apart.  Now, knowing that the first 
soldier made it across safely, would it make 
sense to go a different route because you 
thought you knew better?  Of course not! 
That would be suicide!  Yet so many people 
do just that.  Someone is super successful 
or has a proven financial process that has 
worked for hundreds of other families 
before them, and you choose to disagree, 
possibly argue with them, or attempt to 
prove their system wrong?  Being skeptical 
and cautious is normal, but consider this, if 
you are going to work with a coach, do your 
due diligence to pick a great one, but then 
trust them, take their advice, and work 
together as a team.  Just like I have a 
business coach, it’s vital to have a financial 
coach who can lead you through the 
retirement battlefield without having a 
landmine blow up everything that it took 
you a lifetime to accumulate.

I can remember meeting with a tenured 
professor from a well-known college.   
He had recently retired with a significant 
amount of money.  His expertise was in 
history, and he thought since he was a 
pretty smart guy that he would be able  
to use his knowledge to help him plan  
for his successful retirement.  The problem 
was that he had no financial background, 
but that didn’t stop him from trying.  He 
didn’t want a financial coach or mentor; 
rather, he wanted to do it himself.  He  
had well over $1,000,000 invested in  
the stock market in a well-diversified 
portfolio of stocks and mutual funds.  He 
subscribed to a monthly newsletter program 
that told him what to buy, and he figured  
he would know when to sell.  It became 
almost like day trading for him.  Then  
one day he left on a 7-day cruise with  
his wife, and he figured he would trade 
while on the boat because the boat had 
WiFi.  Well, they got on that boat and 
headed out to sea only to find out the 
boat’s WiFi didn’t work and wouldn’t work 
for the entire trip.  He couldn’t manage  
his accounts, and since he was the only one 
in command of his retirement, he couldn’t 
sell, close his trades, or do anything until he 
got off the boat (this was a couple of years 
back when the internet wasn’t as available 
like it is now).  Needless to say, he got off 
the boat and found that in those few days 
his portfolio lost about $300,000.  That was 
a costly mistake that could have been 
avoided had he worked with a qualified 
financial coach.

You have to sit and think about what your 
vision of retirement is.  Is your vision of 
retirement waking up in the morning and 

turning on CNBC for 8 hours and watching 
the tick by tick of the market each and every 
day?  Is your vision of retirement trying to 
guess your way through retirement and 
hope you’re making the right choices?  Is 
your vision of retirement trying the next 
retirement strategy that popped up in your 
email over the weekend from somebody 
who says they know what they are talking 
about?  Or is it following a friend’s advice 
only to find out he’s guessing his way 
through retirement as well?

In my experience, my client families don’t 
want any of this stress in retirement.  Their 
vision of retirement is to be at peace with 
their money so they can enjoy time with 
family and do whatever they want to 
without concerns about money.  An ideal 
vision of retirement could be where their 
portfolio is something they can count on.  
Something that provides a confident 
retirement lifestyle that is built around a 
reliable wealth plan; like their own personal 
paved road to retirement.  You see working 
with the right financial coach can offer you a 
proven system to give you clarity and 
control over your lifestyle.  A coach can help 
you shorten the learning curve, and help 
you avoid common pitfalls.  They are there 
through good times, and they prepare you 
and help protect you from the not so good 
times.  They act like your Chief Financial 
Officer (CFO), the person who spearheads 
the effort so you can enjoy your retirement 
and not feel like the stress of your finances 
makes you a slave to your money.

As I sit here writing this article, I am 
reminded of the aspirations that I have  
as a husband, father, son, and financial 
coach and mentor.  My aspirations are 
simply to make a difference in the lives of 
my family and in the lives of my extended 
client family.  To be the best I can be, I  
need to learn from others so I don’t waste 
my time and money on mistakes others 
before me have made.  Isn’t that what  
we do as parents?  We try to guide our 
children so they don’t make the same 
mistakes we did.  

You are faced with this same simple 
question each day.  Do you want to  
partner with someone to help you avoid  
the financial problems you face and help 
ensure your retirement plan is rock solid?   
If you answered yes, then you need to  
seek a financial coach who has the heart  
of a teacher and is willing to mentor  
you through all the landmines in your 
retirement battlefield.  

I would also suggest to partner with 
someone who has developed a process  

Nicholas Royer, RFC®
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