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NEW IARFC MEMBERS

Lloyd J. Chappell, RFC®, TX
Louis J. D Angelis, RFC®, NJ
Amy  Duncan, RFC®, CO
Nevin Edson, RFC®, FL
Brian S. Exford, RFC®, NY
Yoshiko  Hayakawa, RFC®, MD
Victoria J. Johnson, RFC®,CA
John Bryan Philpott, RFC®, NC
John Pollock, RFC®, TX
William Wesley Reed, RFC®, TX
Lance Reid Scott, RFC®, MD
Samuel M. Solondz, RFC®, MD
Craig M. Swan, RFC®, CO
Thomas Andrew Taylor, RFC®, TX
Raycroft Wilson, RFC®, TX
Kimberly Young, RFA®, OH

New International Members
China  108

Members Who 
Recommended New 

Members

Peter D’Arruda, RFC®

David Day, RFC®

Richard Dragotta, RFC
Bryan Gray, RFC®

Daniel Jossen, RFC®

Jaime Rios, RFC®

Jeff Roach, RFC®

Ron Samuel, RFC®

Anna Smith, RFC®

Register Letters

Your Health Story

We would like to run a series of articles 
regarding serious issues that have been 
encountered by IARFC members.  This 
concept came out of an email received 
from one of our active members about 
his heart attack.

Have you or your spouse had a heart 
attack?  Would you like to share 
information about this?  You might write 
about the following:  What warnings did 
you ignore?  What were your early 
symptoms?  Did you have problems 
with diagnosis?  What treatment did you 
receive?  How has this impacted your 
life and your practice?  What have you 
done to survive and prosper?

We would like to identify the authors —  
but we could tell your story 
anonymously, if you request.

Perhaps you could send us a brief copy 
100-300 words.  

If this subject is of interest we plan to 
cover other serious medical ailments, 
such as cancer, diabetes, weight — and 
we may even touch on others, such as 
addiction and problems incurred by 
children or grandchildren that have 
impacted you.

We welcome all your 
comments, suggestions, 
ideas and articles. 
Please direct 
correspondence to: 
editor@iarfc.org. 
Letters may be edited 
for length and clarity.

CALENDAR OF EVENTS

RFC Sessions at WCLIC 
August 5-8, 2010, Chongquin, China

RFC Graduation 
September 25, 2010, Macau

RFC Graduation 
October 2, 2010, Makati

Financial Money Show 
November 17-19, 2010, Orlando, FL

MDRT Experience Singapore 
February 24-26, 2011

MDRT Annual Conference 
June 5-9, 2011, Atlanta, GA

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

Referror of the Month 
Peter D’Arruda, RFC®

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

iarfcwebsites.com
1-800-593-9228

Powered by Smarsh Financial  
Visions Website Services

n	 Get a professional and 
attractive online  
presence

n		Attract new clients and 
service existing clients 
better

n	 Packaged with consul-
tative Internet market-
ing expertise

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

Create your 
own IARFC 

website 
NOW!



Well, You Missed it!  What?  The IARFC 
CE @ Sea™ cruise to Alaska.  You missed 
some great presentations and practical  
ways to enhance your business.  You also 
missed a magnificent spontaneous 
presentation by Bill Rutherford.  Bill was 
kind enough to offer copies of his book, 
Who Killed Goldilocks? on a discount 
basis, and we purchased a copy for 
everyone.  It was so easy to read that  
most finished it between the first CE  
session on Monday and the latter one on 
Friday.  We asked Bill to explain the basis of 
his contention that the “great” Alan 
Greenspan was the true architect of our 
current financial woes.  We will ask him to 
outline some of that material in future 
copies of the Register — but you really need 
to hear him first-hand.

Don’t Make the Same Mistake in 2011.  
Plan now to attend the next CE@Sea which 
will be held June 26 – July 3 leaving from 
San Juan, Puerto Rico.  The Royal Caribbean 
vessel stops at 4 beautiful islands, and  
you will have an opportunity for a 4th of 
July 3- or 4-day stay-over in San Juan —  
one of the most acclaimed tourist sites in 
the world.  Mark your calendar now, and 
reserve a cabin at 2010 rates.  Don’t 
procrastinate.  Unfortunately, at the last 
minute this year we had RFCs who wanted 
to attend, but all the attractively priced 
cabins had been taken.

Where is the economy heading?  I have 
no idea, and I think that opinion is shared 
by most members of the Congress and the 
various Czars running regulatory agencies.  
Will there be more regulation and legislation 
affecting you?  Absolutely!  What can you be 
doing about it?

Reduce business and personal 
expenses.  A lousy suggestion, because 
I am certain you have taken these steps 
long ago.

Moan, groan and complain.  All of us 
have done a bit of this, and it accomplishes 
nothing!  In fact, it is counter productive 
since you will become as depressed as the 
stock market.

Increase what you offer.  There are 
several ways to gain more revenue from 
your client base.  Add new services, add new 
products and increase your fees.  When 
clients like and trust you they will accept this.

Long Term Disability.  This form of 
insurance has excellent renewals and will 
forever bond a client to you who has 
received  benefits.  The new Obamacare 
does not increase disability benefits —  
so this need is largely unfulfilled.

Long Term Care Insurance.  Yes some of 
your retired clients have a healthy history 
that makes them in eligible.  However there 
are creative options (riders available on 
annuities and life policies that may be 
applicable for one spouse.  There is another 
market for LTC coverage — to the middle 
aged (and health wise eligible) children of 
your retirees.  Message:  Since you aren’t 
eligible (due to health or age) for LTC would 
you recommend this for your children?  
Would you like to stimulate them by paying 
the first premium for them?  

Critical Illness Insurance.  This is the 
fastest growing insurance product in the 
world.  It pays a lump sum, specific benefit 
in the event that an insured contracts and 
requires treatment for a specific illness.  It is 
not a reimbursement or medical coverage, 
and not limited by Obamacare.

Use Third Party Agents.  Many financial 
planners have no expertise in these three 
forms of insurance.  They have a license to 
sell it — but not expertise.  Furthermore, 
they do not want to study all the fine print 
of the contracts and track the market.  There 
is a great solution — use a third party to 
provide this coverage.

Use a Local Health Insurance Agency.  
Likely there is one in your area that 
specializes in this form of coverage.  They 
are general agents with all the major carriers 
and will handle analysis, proposals, 
presentations and application processing.

Use a National Agency.  There are many 
that offer this service, but many are not 

familiar with the operations and the image 
of the financial advisor.  They are soliciting 
life agents as opposed to financial advisors.  
Were I in the practice now, I’d be using the 
services of Wilma Anderson, who is a 
regular columnist and director of the IARFC.  
(Phone 720 344 0312).  

Acquire more high-quality clients.  This 
is the best solution.  There are many ways 
to do this, but none beats making a 
well-organized presentation to a referral.  
Are you using all the tools offered for you by 
the IARFC to enhance your presentation?

Ask for new purchases and referrals.  
Place your clients into a marketing pattern 
and offer more products and services.  Use 
IARFC special interest cards to solicit the 
topics they are most interested in — and 
also ask regularly for referrals.  

Publish, Publish, Publish

You know that frequency of client 
communications is a major component of 
your practice.  But you cannot just send 
them canned materials or sterile letters.  
The best option is a very brief cover letter, 
accompanied by some type of article that 
might be of interest to your client — or to 
their child, parent or business associate.

What’s the best article?  One you 
have written and had published.  Published 
Where?  In the IARFC Register in Journal 
of Personal Finance or even in the 
Chinese Popular Financing (your 
clients will not be able to read it, but  
they’ll be highly impressed that you are  
an internationally recognized author — 
published for the benefit of the 1.3 billion 
Chinese population).

Help the IARFC grow.

Our services to you require that we acquire 
more good members.  Many other 
organizations are shrinking and aging.  This 
is easy — call Amy Primeau and give her the 
names and contact information, and qualify 
for your $50 cash recruiting bonus, per new 
member:  800 532 9060 ext 34   

From the

Chairman’s Desk…

Opportunities
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Steve was elected president of the 
student body.

Steve met his wife, Bobbi, while 
attending Embry-Riddle.  They 
moved to Charlotte NC after being 
married and raised two children 
Stephanie and Jarod, who both 
joined his business, HB Financial 
Resources.  Both of them have 
become very qualified financial 
professionals and hold the  
RFC designation.

A Calling

Descended from several  
generations of circuit-riding  
mountain preachers, Steve has  
found his own calling in helping 
others through financial planning.

Steve entered the financial services 
industry in 1974.  Originally involved 
in finance leasing, Steve learned 
enough about insurance and 
applications that he sought out 
Ernest Berry , a second-generation 
agent for Home Life of New York, 
and went to work for him in  
1976.  Steve increased his 
knowledge on insurance, securities, 
investments, estates, trusts, and 
financial planning.

Meanwhile Steve’s step-father found himself 
in a quagmire.  He was having trouble with 
his bank.  He had purchased the wrong 
insurance for what he wanted.  While 
helping his step-father sort out his insurance 
and guiding him with estate planning, Steve 
realized that there were others who might 
benefit from his expertise.

In 1989, Steve opened his own firm,  
HB Financial Resources, Ltd.  Steve is 
especially proud that both his daughter, 
Stephanie, and son, Jarod, have chosen  
to join his practice.

Professional Growth

Steve is constantly improving his field  
of knowledge.  He holds numerous 

professional designations including RFC®, 
CEP, CSA, LUTCF, CEBA, MFP.  He is a life 
member of the Million Dollar Round Table.  
He served as President of the National 
Association of Life Underwriters in Charlotte, 
NC and won a national award for growth.

Steve is committed to the IARFC.  He  
holds IARFC member number 108.  He 
served on the Board of Directors of the 
IARFC and as Vice-President.  He continues 
to serve as President.

Consumer Advocate and Educator

Mr. Bailey is an Internationally recognized 
educator and consumer advocate.  Over the 
last 25 years, he has taught Financial 
Planning at several colleges and universities 

Mountain Man

Harvey Stephen “Steve” Bailey is a real 
mountain man.  Born in the mountains of 
eastern Tennessee he grew up in the 
mountain city of Asheville, North Carolina.  
Steve was raised by his mother, a single 
mom who worked for a group of attorneys. 

Steve was active in Boy Scouts and served 
two years as camp counselor at Camp 
Daniel Boone.  He worked as assistant to 
the assistant principal at Lee-Edwards High 
School in Asheville.  

Like many children Steve learned square 
dancing in elementary school.  Steve went 
on to letter in square dancing in high school.  
He was also a dance caller for the Bailey 
Mountain square dance group and was 
honored as state caller at the North Carolina 
State Fair.  One of Steve’s early square 
dancing partners, Maria Beale Fletcher, went 
on to become Miss America in 1962. 

In addition to his school studies and an 
emerging interest in civic activities, Steve 
demonstrated his strong work ethic.  
Displayed in his office is his first pay stub 
from his first job at the Asheville Laundry.  
He also worked for a local florist and as a 
parking lot attendant.  

Steve’s mother remarried when he was 
sixteen and Steve found himself with a 
step-father, brother and sisters.  Steve’s 
step-father ran a textile mill in Burnsville, NC 
and Steve found himself being groomed to 
run the mill along with his step-brother.  But, 
Steve had other plans.

Steve had dreams of flying and becoming a 
military aviator.  Upon graduation from high 
school he left the mountains of North 
Carolina to attend Embry-Riddle 
Aeronautical University in Miami, FL.  He 
became president of Sigma Phi Delta 
fraternity.  Years later he would serve on the 
Foundation Board of the fraternity.  

Steve’s dream of flying jets was thwarted by 
color blindness.  Steve also attended 
Southwood College where he received a 
degree in business.  While at Southwood, 

Commitment to Community and Client

H. Stephen Bailey
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Awards and Honors

Steve’s many honors include being named 
one of the Ten Outstanding Young Men of 
Charlotte and receiving the Order of the 
Long Leaf Pine, the North Carolina’s Highest 
Civilian Award, from the Governor of North 
Carolina.  Steve was also commissioned by 
the Governor of Kentucky as a Kentucky 
Colonel.  Charlotte Mayor Sue Myrick (now 
US Senator) presented Steve the Key to the 
City of Charlotte.

Other awards include 1st recipient  
of the Shrine Circus of North America 
Award, Service Award from the Shrine  
Bowl of the Carolinas, Jaycee of the Year 
Award, etc. 

The Dunton Award

The IARFC has presented Steve with 
the Loren Dunton Memorial Award —  
in recognition of his service to the 
financial profession and to the 
IARFC as its longest serving director 
and officer.

A Passion for Golf

Steve’s one great passion 
beyond family and church is 

golf.  He tries to get in 
some time on the 
course each day on 
the driving range, for 
a short round, or a 
full 18.  He enjoys 
playing with friends 

and clients.  The game 
provides great exercise and a 

diversion from the demands of the 
office.  Time alone on the driving range 
gives Steve time to focus on solutions to 
any problems that may occur during the 
day.  He ends each monthly newsletter to 
his clients with the logo and admonition 
seen below.

Exercise regularly and you may 
live longer.  Invest regularly and 
you may be able to afford to 
live longer.

Steve has been married for over 40 years 
and is proud that his children have chosen 
to join him in the family business.  He 
enjoys golf and travel.  Steve is widely 
acknowledged as one of the most 
entertaining and informative experts in the 
financial planning field. He values his 
integrity as much as the friendships he 
forms with many of his clients.   

Coaches Corner
The IARFC is pleased to provide contact 
information on persons who offer coaching, 
mentoring or tutoring services.  Some 
extend free time or a discount to IARFC 
members.  This listing is not an 
endorsement or guarantee — as RFCs are 
qualified to judge who can help them in the 
areas where services are most important.  
This roster is alphabetical by last name.

Wilma Anderson, RFC®

Long Term Care & Critical Illness
www.LTVcoach.com

Wilma@TheLTCcoach.com
720 344 0312

Max Bolka
Comprehensive Business Consulting

www.MaxBolka.com
Max@MaxBolka.com

800 472 3288

Forrest Wallace Cato, RFMA, RFC®

Media Advocate & Publicist
www.CatoMakesYouFamous.com

ForrestCato01@BellSouth.net
770 516 9395

Christopher Hill, RFC®

End of Life Plan —  
Education, Training and Marketing

www.FuneralResources.com
Chris@FuneralResources.com

703 917 8501

Maribeth Kuzmeski, MBA, RFC®

Practice Management & Marketing
www.RedZoneMarketing.com
MK@RedZoneMarketing.com

847 367 4066

David Lawrence, AIF®, RFC®

Consulting and Implementation Services
www.EfficientPractice.com

DLawrence@EfficientPractice.com
877 296 6876

Bill Nelson, LUTCF, RFC®

LIFE — Learning Institute, Coaching
www.NelsonLearningInstitute.com
BillN@NelsonLearningInstitute.com

937 506 4088

Mark Patterson
Branding and Image Building

www.TheBrandArtist.com
Mpatterson@TheBrandArtist.com

317 536 5440

Norm Trainor
Performance & Practice Management

www.CovenantGroup.com
Norm@CovenantGroup.com

416 204 0333

Katherine Vessenes, CFP, RFC®

Building Multi-Million Dollar Practices
www.VestmentAdvisors.com

Katherine@VestmentAdvisors.com
952 401 1045

in the Charlotte, NC area, including Central 
Piedmont Community College and Queens 
University.  He continues to deliver lectures 
and programs on financial planning topics to 
his clients, church and civic groups, and the 
general public.

Steve Bailey has written numerous 
published articles for trade publications, 
newspapers and periodicals.  As a highly 
sought after financial expert, Steve has  
been quoted in such publications as The 
Real Life Investing Guide, Senior Market 
Advisor and Wealth and Retirement Planner 
among others. 

Steve’s focus is on helping seniors make the 
right financial decisions.  For many years his 
monthly column on financial matters for 
seniors appeared in Senior Directions.  He is 
the author of Dollar$ense, A Book for 
Matured Adults, a guide to financial 
planning for seniors.

Steve’s popular radio program 
called “Dollar$ense” ran for over 
6 years in the Charlotte, NC 
broadcast area.
 

Community-Minded

Steve continues the 
community and civic 
involvement he 
began in his early 
school years.  His 
civic involvement 
includes serving as 
President of the 
Mecklenburg Jaycees, 
Charlotte Independence 
Lions Club, Charlotte Kiwanis 
Club and Charlotte Shrine Club.  
He served as state Vice-President 
of the NC Jaycees, NC Lions and NC 
Kiwanis.  Steve is also a JCI Senator.  Steve 
helped set up child abuse hotline with 
Jaycees. 

Steve coached an Olympic Developmental 
Soccer team from Charlotte that traveled to 
England for competition.  He also refereed 
adult soccer in Charlotte.

An active church member at First Christian 
Church in Charlotte, NC.  He was involved in 
establishing a Soup Kitchen for the Needy at 
his church and in helping establish a church 
home for Montagnards in Charlotte.  He 
helps each year with the annual church 
barbecue.

Steve learned long ago that his community 
and civic involvement contributes to his own 
personal growth.



All the tools for your Investment Advisory Firm!

IARFC and RIA in a Box align to offer discounted pricing on creating 
Registered Investment Advisory Firms.

RIA in a Box provides all the tools you need to form your Registered Investment Advisory firm. Take 

advantage of the special offer for IARFC members and create your RIA quickly and easily. RIA in a Box 

is the fastest, most efficient way to set up your advisory firm, and they have registered over 825 RIAs 

in all fifty states and at the SEC. Their mission is to help you get your RIA up and running as quickly 

and accurately as possible.

 

Establishing your own RIA opens up a world of opportunity for additional services and revenue. 

Become a trusted advisor who can provide advice, offer solutions, and enhance relationships with 

existing clients! Regardless of your background establishing an RIA can provide more sources of 

income, especially a growing AUM service charge. Imagine a business in which your client is not the 

only one to benefit from your hard work and dedication.

 

If you have been at a stalemate with your business, or are looking to expand your income

capacity, establishing your own RIA firm is an option worthy of serious consideration.

The Experience, Price, and Speed You Need When Creating Your RIA 

Contact RIA in a Box for more information, and ask for  

the special pricing model available only to IARFC members.

 

http://www.riainabox.com/iarfc.html
info@riainabox.com
866 611 7638



Mehdi’s Fast-Track Success System
Cato Comments — About Your Image…

I have been honored recently to author a book 
featuring the concepts of Mehdi Fakharzadeh, 
RFC, about how you can improve your 
professional practice and increase your 
production.  Mehdi’s Fast-Track Success 
System offers transferrable techniques from 
his career.  This volume does not include any 
technical coverage of personal finance, 
insurance, or investments.  

Published by IARFC Press in a workbook 
format, it offers the reader Mehdi’s Tools for 
self-improvement.  These are assembled in 
such a fashion as to allow you to make notes 
as you read each one, and then assemble your 
own Daily Improvement Checklist.  This 
volume offers Mehdi’s proven techniques from 
which you will select those currently most 
applicable to you.  This is not about the 
technical aspects of selling life insurance, it is 
about developing great habits.  Mehdi knows 
and has demonstrated in his 55 year career 
that great habits lead to great production.

This does not mean just the sale of life 
insurance or securities.  It applies to the habits 
that lead to more plan fees, service fees and 
Assets Under Management on a fee basis.  
Better Habits Lead to Success.

Personal Profiles

As the initial book reviewers were reading  
the component containing the Career  
Profiles of Mehdi and Ed Morrow, who wrote 
the introduction and who helped in the 
organization of the book for IARFC Press, they 
were fascinated by their achievements — just 
as I was.  I have edited a number of 
publications in financial services, so I have 
encountered thousands of your peers.  But 
these Career Profiles are outstanding!  They 
would make anyone feel honored to do 
business with these RFCs.

Creating Your Image

There is a common denominator – most 
insurance salespersons and financial advisors 
have had little or no success in enhancing their 
image within their market area.  This is 
because they have not taken the simple and 
inexpensive steps to do this.  I asked both 
Mehdi and Ed this question, “What could you 
have done, early in your career, that would 
have advanced you even further and faster?”

Their Responses

 I made no efforts to manage my image.  
When my first books were published, I did not 

take advantage of their publicity value.  Nor 
did I ever use the articles that referenced me.  
I did all my prospecting the hard way.  

 Had I paid more attention to my image, 
and my brand, I could have sold even more 
insurance, to a wider market.  I should have 
made greater efforts to develop my image 
and expand it to the business community.

— Mehdi Fakharzadeh, MS, CLTC, RFC®

_____________

 The only image building effort I made  
in early years was involvement in professional 
associations — NAIFA, SFSP, ICFP, FPA,  
MDRT.  However, these people were 
colleagues, not prospects for my placement  
of products or services.  

 The Dayton Daily News published a full 
Sunday Supplement cover article on me in 
1983, and I was so stupid that I bought only  
5 copies!  I could have used this to enter  
wider and more profitable markets, but I  
failed to recognize the value, and this cost  
me lots of sales.

 — Ed Morrow, CLU, ChFC, CT, CFP, RFC®

Getting Personal

What have you done, and what are you doing 
to build and strengthen your image?  What 
have you done this year — a year that is 
keeping all your clients and prospects in 
constant economic and political turmoil?  Are 
you inspiring a higher level of confidence?  Are 
you more visible?  Do you project trust in a 
world of corporate and political crooks?

Have a Career Profile

Mehdi’s book contains two outstanding 
examples of Career Profiles.  (I hesitate to 
count my own.)  Your personal and business 
history, and your commitments, are important 
to your clients.  This encourages them to stay 
with you — and to recommend you to their 
friends, family and business associates.  A 
well-done Career Profile will reassure your 
prospects that they have finally found the 
right advisor — one that is deserving of a 
reasonable fee.

You need to prepare your own Career Profile —  
just like those of Mehdi and Ed – and be sure 
it clearly conveys your unique background and 
all your achievements.  Take the time to edit 
and re-edit your copy and include a compelling 
photo — maybe two.

Your Career Profile is just one image-building 
step.  Your clients will be proud to have chosen 
you as their advisor, and it will work wonders to 
increase referrals.  

Display this profile on your website.  Add it to 
your Prospect Interview folder.  Print and 
distribute it at every opportunity.  Be sure to 
add the last edit date on the bottom 
(07/01/2010).

Other Image Building Steps

Previous columns in the Register have 
discussed a variety of steps you can be taking 
to build and maintain your image.  Some are 
rather expensive, such as a fully illustrated full 
color 18 page brochure.  But most are not 
terribly expensive, and you can minimize your 
cost by spending a little time yourself.

Let me give you an example.  One RFC 
member determined that he would send a 
minimum of four mailings to the media every 
year.   Two mailings would be his Mid Year and 
Year End planning memos that he gets from 
the IARFC.  They have been well received by 
his clients, so he knew the media would find 
them interesting.  He has always prepared an 
economic forecast in the spring, and writes a 
chatty, personal back-to-school memo in the 
fall.  He asked me the cost of developing his 
media list.  Since I am not local to him, this 
would be time-consuming library research, and 
would cost about $1,200.  Naturally he didn’t 
like that!

However, I said, don’t you use a CRM?  He 
said, “Sure, I already use Practice Builder, and 
drip market on my clients about 8-10 times a 
year.”  So I suggested the following: 

“Just load all the media there, and you can 
send envelopes, labels or emails.”  Then I 
explained, “You can take a little time on a 
couple of weekends at home, and key in the 
entries for the four primary counties you serve.  
Or better yet, hire your 13 year old daughter 
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Introduction By

Compiled by the renowned media advocate
Edwin P. Morrow
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Fast-Track
Success System
WORKBOOK

Gain All Your 

Success Potential 

from one of the 

World’s Greatest 

Living Insurance 

Salesmen!

Legendary Skills and Techniques of one of The World’s 

Most Productive and Beloved Insurance Professionals Mehdi Fakharzadeh

Mehdi Fakharzadeh’s
Fast-Track

The Legendary Skills and Experience of

Mehdi Fakharzadeh

Success System

The insurance sales legend, Mehdi Fakharzadeh, MS, CLTC, RFC shares the techniques 
that have made him the greatest living life insurance salesman — not because of 
working unique markets, employing complex benefit plans, or dealing exclusively with 
wealthy families or selling to giant corporations.  

This is written to place you on the Fast-Track to Success. It is highly practical, not 
technical.  It is easily read and absorbed.  It includes the simple habits that have 
mesmerized audiences in more than 50 countries, and totally reformed the lives of 
many persons who help consumers  learn how to spend, save, invest, insure and 
plan for the future — in order to achieve and maintain financial independence.

This is the most outstanding and simple system, and it can make a 
monumental difference in the career of the life agent who will place 
these simple tools to work on a regular basis.

 — Guy Baker, 2010 President of the MDRT 

  IARFC Quantity 
 List Price Member Price Desired 

 $47.95 $24.95 __________ __________

 Ohio residents add 6.5% tax __________

 Shipping and Handling __________

 Total __________

Shipping & Handling

U.S. Domestic $10 
International $19

Gender:    M    F       Please print or type the information.

__________________________________________________________ 
First Name                                     Last Name

__________________________________________________________ 
Firm or B/D

__________________________________________________________ 
Street Address

__________________________________________________________ 
Suite Address (No P.O. Boxes, Please)

__________________________________________________________ 
City                                              State                    Zip Code

__________________________________________________________ 
Country

__________________________________________________________ 
Phone                                           Fax

__________________________________________________________ 
E-mail

__________________________________________________________ 
Credit Card #                                                              Exp. date

__________________________________________________________ 
Signature

PLEASE MAIL OR FAX THIS COMPLETED FORM TO IARFC

Payment Method

 Check made payable to IARFC  Cash

 Credit Card (Visa, MasterCard, Discover, American Express)

IARFC Press
Financial Planning Building
2507 North Verity Parkway
P.O. Box 42506
Middletown, OH 45042-0506

Fax:  513 424 5752

For questions:
800 532 9060



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

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

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

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

  The article is 6 pages and covers the 
areas of concern to individuals, families, 
and business owners.

Sales@FinancialSoftware.com    800.666.1656 x13    www.FinancialSoftware.com

MID-YEAR
PLANNING 

MEMO & LETTER

Ready-To-Use

ORDER
TODAY!

Name______________________________________________________________________

Company_ _________________________________________________________________

Address____________________________________________________________________

City_______________________________________State________Zip_ _________________

Phone_____________________________________________________________________

E-mail_ ____________________________________________________________________

Financial_Planning_Consultants
2507_North_Verity_Parkway

P.O._Box_0430
Middletown,_Ohio_45042-0430

Phone:__800.666.1656 x13________Fax:__513.424.5752
E-mail:__Sales@FinancialSoftware.com________Web:__www.FinancialSoftware.com

Method of Payment

___Check_payable_to_
Financial_Planning_Consultants,_Inc.

Credit_Card___________American_Express_______Discover_____
__MasterCard______Visa

Card_No____________________________________

Expiration__________________________________

Signature_ _________________________________

$145What you get:

•___We_will_send_you_by_return_e-mail_four_
Microsoft_Word_documents:_the_2010_
Mid-Year_Planning_Memo,_a_cover_letter,_
response_form_and_step-by-step_
directions.__

•___You_may_review,_edit_and_personalize_
these_documents_as_you_wish,_then_
print_them_for_delivery_to_your_most_
important_contacts.

•___Take_advantage_of_this_offer_quickly_to_
be_perceived_as_timely_and_sharp.

Return_the_Order_Form_below_as_soon__
as_possible.__Reaffirm_your_status_as__
the_professional_financial_advisor_of_
choice.__Maintain_“TOMA”_with_your__
most_valuable_clients.

for $1,200, deduct the cost, and put $1,000 
into her college fund and give her two crisp 
$100 bills.”

He could also take his Career Profile, adjust 
it for four pages, with some photos, and 
send a copy to the media by email.  He 
could send a print copy to his clients, and 
place a copy in the initial meeting folder for 
each new prospect.  

He still needs to have a more graphic  
and compelling stationery and business  
card design, but that is not a priority.  
Building and maintaining a professional 
image doesn’t have to be time consuming 
or expensive.

Take a look at the Career Profiles in Mehdi’s 
Fast-Track Success System, and prepare your 
Profile or revise your old bio or CV sheet.   

Forrest Wallace Cato, RFMA, RFC® is 
considered an “industry thought leader” in 
the financial services profession.  His 
articles, essays, interviews, op-ed pieces, 
reviews, biographies, critiques, and 
editorials, are widely printed world-wide and 
span over 28 years.  His media advocacy 
services have enabled many advisors to 
enhance their personal image, with a 
corresponding increase in their local status, 
public recognition and their income.  His 
mission is to help financial advisors “Cut A 
Bigger Image!”

Cato is published in Japan, Canada, Brazil, 
South Korea, Taiwan, Hong Kong, Thailand, 
Philippines, Malaysia, Singapore, Indonesia, 
China, Taiwan, the United Kingdom 
(England, Ireland, Scotland and Wales) plus 
Australia and New Zealand. 

Contact:  770 516 9395
forrestcato01@bellsouth.net
www.CatoMakesYouFamous.com
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Forrest Wallace Cato, RFMA, RFC®



So the question you should be asking yourself 
is this:  Have you done your part to help 
your clients, their family, and their loved 
ones seize this wonderful opportunity?

Try Not To ONLY Focus on  
Features and Benefits:

I think it would be fair to say that most of us 
sincerely care about our families and loved 
ones.  Therefore, the only logical conclusion 
we can make here is that planning for death 
is something most people would rather 
overlook or ignore.

As financial advisors, our job should be to 
help our clients understand two very 
important things:

1.  The tremendous benefits achieved for 
both themselves and their family when 
they actually take the time to pre-arrange 
their End-of-Life plans and preferences.

2.  The huge disadvantages associated with 
doing nothing, which includes the pain 
and damages they are leaving behind.

Show Your Clients What the WRONG 
Final Message Sounds Like:

To prove my point, try this exercise with your 
clients.  First, ask them to close their eyes.  
Then, ask them to pretend they died 
yesterday.  Third, tell them that when they 
died, they unfortunately never documented 
or told any loved ones what they wanted for 
their End-of-Life plan.

With your clients still keeping their eyes closed, 
tell them you are going to read them a 
“hypothetical letter”.  Tell them this is the last 
letter you left for your family and loved ones 
and, therefore, this is will very likely play a 
significant role in how you will be remembered:  

Everyone Has Two Options:

For most people, talking about death or  
dying creates an uncomfortable situation.  
However, your loved ones will be far more 
uncomfortable if you leave them wondering 
things like “what to do now” and “what would 
you have wanted”.  

My strong suggestion is to work with your 
clients today and help them create their 
End-of-Life plan now.  I can assure your their 
family will be forever grateful for your proactive 
planning.  Since we all have our clients best 
interests at heart, then it is our job to make 
sure their family and loved ones are not forced 
to deal with uncertainties, grief and loss, 
emotional and financial stress, uncertainties, or 
difficult and time-sensitive decisions.  

Again, seize this opportunity now.  Speaking 
from my own personal experience, I can 
assure you that you won’t regret it!   

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

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

The Bad News:

Yes, unfortunately there will come a day 
when you will die.  I can tell you from my 
own personal experience after losing a close 
loved one, that it is nothing short of an awful 
experience.  

Most of us know a Last Will and Testament is 
a simple document which details one’s last 
wishes for their money, assets, and estate.  
The sad reality is that more than 70% of 
Americans who die today fail to leave behind 
as much as a Last Will and Testament for their 
family and loved ones.  If you think about this 
fact, it is really hard to believe.  

Even though we know that most of us would 
do anything for our families and loved ones, 
the reality is that only a tiny minority of 
Americans actually set aside the time 
necessary to work on documenting their last 
wishes.

The Worse News:

Although I wish the news could get better, 
here are some more facts that prove this 
actually gets even worse.  How is that 
possible?  Well, studies show that a far greater 
percentage of Americans today are actually 
“adding insult to injury” by failing to properly 
implement another key part of their financial 
plan, which is pre-arranging and documenting 
their End-of-Life plans and preferences.

These decisions are being forced upon their 
survivors who are not prepared intellectually 
or emotionally to address all the issues 
effectively.

The Good News:

Today, your clients have the opportunity to 
make this awful experience for their family 
and loved ones much easier.  By planning 
properly, your clients can actually leave a final 
message that can verifies that they cared and 
loved the ones who were most important to 
them.  And here is the best part.  This 
wonderful opportunity helps your client’s 
family to remember them in a way they would 
want, which is to always be reminded of how 
selfless, thoughtful, and loving they were.  
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How Would Your Clients  
Answer This Question:

If You Died Tomorrow, What 
Message Would You Leave Behind?

Christopher Hill, RFC®



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

What is Copytalk?
•  You talk.  We type.  

(A mobile documentation service.)

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

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

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

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

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

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

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

•  Comprehensive notes retained:  
exposure reduced.

•  Compliance and suitability documentation: 
satisfied.

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

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

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

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

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

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

No Contracts.

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

for their first30 days of Copytalk!   
Thereafter, the rate is $49.95 per month  
($30 off the regular $79.95 rate.)  
http://www.copytalk.com/IARFC

Point of contact:
•  Nancy Jenkins, Director,  

Growth and Development 
Email: nancy.jenkins@copytalk.com 
Phone: 1-866-267-9825 X160
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Dear Family and Loved Ones,

I have some important things I feel I need to share with you.  As you 

know, even though we never really talked about it, I was well aware 

of the fact that someday I was going to die.  Furthermore, I also knew 

that there was a chance that something unexpected could have 

happened to me at any time, causing me to die much sooner than 

either of us ever expected.  

When I take a look back at how I prepared myself, my family, and my 

loved ones for this inevitable day, I cannot put into words how much I 

wish that I could turn back the clock and do things differently.  Here is 

what I mean.

One of the first things I would do differently is work hard and smart to 

make sure that I could ease your pain in the event I should die.   This 

would include making sure I worked as hard as possible to reduce or 

eliminate those awful emotional and financial decisions you are 

currently facing.  I would go back and sacrifice whatever time, efforts, 

or money that was necessary to make sure that a situation like today 

would never place such a burden on you and the other people I love 

and care about so much.   

Another thing I would do differently is be more proactive and plan 

ahead.  Since life is filled with many forks in the road, in this case one 

of my options was to do nothing and hope I would live forever.  

However, now I know that because I simply sat back and wished for 

the best, this caused you to suffer through a tremendous amount of 

sadness, uncertainty, and tough choices.  So looking back, I can now 

see that I missed out on one of my greatest opportunities to show you 

how much I truly care about you.    

And finally, one other thing I would do differently is go back and learn 

from my mistakes.  It hurts me so bad to know that as I leave you 

now, this whole experience has helped me to learn what the definition 

of “true love” really is.  What I’ve learned through this experience is 

that “true love” is when you care more about the other person than 

you do about yourself.  If only I had learned this great lesson sooner, I 

would have been inspired to be proactive and already have a plan in 

place that could help you make the most out of a difficult situation 

like this.  

I can now say that I fully understand the meaning, purpose, and the 

multiple benefits people experience from leaving behind a 

comprehensive End-of-Life plan.  I have watched and learned how 

hard it is for you to cope with such a loss and all the work that is 

involved with it, and I completely understand how much stress it could 

eliminate, and how much it would mean to you.  

Unfortunately, my time has come now, and I cannot turn back the 

clock… nor can I change the past.  But I do know that even though 

these difficult times too shall pass, our love will live on forever.  

So please know that as I look down upon you each and every day, I 

will always watch over you, keeping your best interests before mine, 

and praying for our strength to focus and remember how lucky we 

were to have shared all of those special moments together.
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Now — are these good reasons to take a 
course in Practical Money Management.

The Advisor’s Opportunity

Most would say “yes” and sign up 
immediately for such a course.  But there is 
a pitiful shortage of such courses being 
offered.  One reason is the time and 
expense necessary to fill up a classroom.  
The most qualified instructors are seasoned 
professionals in financial services who don’t 
have the time nor the inclination to become 
educators.  Another reason is certain 
regulators see courses advertised as 
“educational” as really being “sales 
seminars” disguised.  Finally, traditional 
educators who are trained to teach often 
lack the ability to act as financial advisors 
and therefore may be too generic in guiding 
students through the maze of complex tax 
laws and product decisions.  Will the real 
objective educator in practical money 
management decisions please stand up?

A good solution is for top senior advisors in 
financial services to learn how to become 
good educators and teach courses in 
practical money management.  With a little 
guidance, most can learn how to do this.

Another solution is to be sure to use a 
generic, non-product oriented educational 
course specifically designed to educate and 
not sell products or services.  This can be 
accomplished by purchasing a nationally 
recognized educational system that meets 
all regulatory compliance tests.

Finally, people feel more comfortable being 
educated in a school environment rather 
than a hotel or business conference setting, 
and never in a restaurant!  People would 
rather pay tuition for objective information 
than anticipate a selling job on some 
product or service.  The late Sy Syms a 
clothing retailer once said, “The best 
customer is an educated consumer.” 

Now, here’s where the rubber meets the 
road.  Regardless of professional discipline, 
a trained financial advisor makes the best 
educator.  From the consumers viewpoint, 
learning about money management is one 
thing, acting on the knowledge is another!

The financial advisory community can 
benefit from its own preaching; learning how 

to plan ahead can yield great rewards in the 
future.  Financial advisors have the ability to 
change the world for the better… forever!  
They must be mentors, advocates and 
educators in a world filled with complexities 
and sensationalized news. In a word, they 
must earn the trust of their constituents.  

If you’d like to get involved in presenting 
informational and educational seminars, in 
your local community, please visit my 
website and give me a message.

Financial advisors…can change the world 
for the better… forever!   

Albert F. Coletti, CLU, ChFC, RFC®, 
President The Institute for Financial 
Education.  Al served as a board member of 
the IARFC for over 12 years and made 
major contributions to the early 
development of the association.   

Contact: 631 979 6161 x102
info@theIFE.org
www.theIFE.org

Too many Americans today are drowning in 
credit card debt!

Four million families are behind in mortgage 
payments or have already lost homes to 
foreclosure!

Millions more are “under water” (they owe 
more on their home than its Fair Market 
Value), and are contemplating walking away!

Tuition bills are mounting, savings are 
dwindling, retirement plans are suffering, 
unemployment is over 10%, real estate 
values are declining, health care is 
questionable, parents are aging and kids are 
moving back home.  Stress levels have 
increased and people are living longer than 
ever in history!

Financial institutions have consolidated, 
advisors and politicians are corrupt, obscene 
bonuses have been paid, taxpayers have 
been abused, insurance companies have 
reneged on claims and “blue chip” 
corporations have gone out of business!

There is more, but you can write  
the script…

Now — are these good reasons to 
contemplate your financial future?  Do you 
know how to plan ahead?  What should you 
do now — go back to college… or, take a 
course in Practical Money Management?  

Most people do not have the time, money 
or inclination to go back to college.  They 
continue to deal with day to day decisions 
about money management.  Sometimes 
they pay a lot of interest (e.g. credit cards, 
mortgages), sometimes back taxes (e.g. 
penalties and interest on income, real 
estate, state, estate and other taxes).  
Sometimes they pay excess fees on debts, 
and numerous other charges on phone, TV, 
radio, and technology services that most do 
not understand.

How about loss of assumed protection for 
property casualty and health insurance 
claims where people thought they were 
covered (e.g. New Orleans, Galveston, New 
Jersey), but were they were devastated to 
learn they were not!  (Read your policies!) 
Life insurance is pretty clear cut, but still has 
complexities (contestable periods, life 
settlements, etc.)

Practical Money Management
Answering the Consumer Dilemma

Albert F. Coletti, CLU, ChFC, RFC®
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 •   Focused on a niche
 •   Committed to reaching out to 

5 new people a day, etc. 

  What worked before to build the practice 
will work again.

2.   Lack of Referrals.  Their clients and 
other professionals have ceased giving 
them referrals.  If your clients are not 
talking positively about what you do —  
there is a reason.  Clients certainly know 
others that are nervous about their 
retirement and their investments.   
Give your clients reasons to be great 
advocates again.  What does that 
require?  Simply double the frequency  
of your mailings, personal phone calls, 
calls from your service assistant and, of 
course, personal interview.

3.   No significant value is communicated 
to the public.  If a firm is providing 
value, but no one is talking about it — is 
it really value?  Either the firm is not 
providing significant value or people are 
unaware of the value.  Clarifying what is 
truly being provided to clients is critical 
today.  Let people know about your best 
attributes or find some new ones!   

Maribeth Kuzmeski, MBA, RFC®  is the 
President of the consulting firm, Red Zone 
Marketing, founded in 1994.  Maribeth and 
her firm personally consult some of the 
nation’s top producing agents and advisors.  
She has written 4 books including the new 
bestseller The Connectors: How The World’s 
Most Successful Businesspeople Build 
Relationships and Win Clients for Life (Wiley 
2009).  She has spoken at the Million Dollar 
Round Table and has created many 
marketing initiatives for broker dealers, 
mutual fund and insurance companies. 
Maribeth is also a media contributor 
appearing on FoxNews, ABC News, NBC, 
The New York Times, Entrepreneur and  
Forbes. To sign up for Maribeth’s email 
newsletter, go to www.RedZoneMarketing.
com.  To purchase The Connectors you can 
go to Amazon.com.

Contact:  847 367 4066
mk@redzonemarketing.com
www.redzonemarketing.com

I know a few financial advisors who, just 3 
years ago, were extremely successful. 
People were lining up to work with them.  
Today they are just shells of their former 
selves.  Why haven’t they recovered like 
others after the market downturn?  Why isn’t 
2010 turning into a great year for them?  
Why are they having trouble acquiring new 
clients?  Why isn’t their marketing working?  

If you find yourself in this boat don’t give up 
hope yet.  There are three basic reasons 
that explain the less than satisfactory year 
these advisory firms are experiencing.  Here 
they are:

1.  Adapting to Change.  The leader of the 
organization has not changed the 
practice with the changing times. And 
changing is not about implementing all 
sorts of new strategies.  When times get 
tough, the advisors who have thrived 
have done the following:

 •   Gone back into sales
 •   Over-serviced current clients

3 Reasons Some Financial 
Advisory Firms Have  
NOT Recovered

Business made easy.
Staples saves you time and money

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

• Dedicated Account Management • Access to more than 80,000 products • Fast and Free Delivery
• J.D. Power Certified Customer Service • Easy on-line ordering and • Customized program to fit your needs
• Spending and compliance programs    unprecedented control

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

Maribeth Kuzmeski, MBA, RFC®
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A positive self-image will propel you into 
offering new services.  It will encourage you 
to increase your fees to a more reasonable 
level.  It will encourage you to enroll in the 
courses that advance your knowledge and 
enter new markets.  

A negative self-image discourages 
innovation.  It sends you a firm message 
that you will fail when offering new services 
and new products.

There are some persons who have a 
negative self-image of themselves, and they 
project that to others.  They will utter 
criticisms, not about themselves, but about 
other persons and the opportunities.  For 
them the “glass is always half empty.” You 
cannot change them.  They are doomed to 
continue that personality.  What can you do?

Avoid them.  Be elsewhere, talk with other 
persons.  Gradually they may get the hint 
and keep from infecting you

Evade them.  Take conscious steps to not 
be with them.  Lunch elsewhere, sit 
elsewhere, have an important phone call to 
make, or a proposal to be developing (and 
you probably have them already).  But now 
use them to avoid infection and deflation of 
your own valuable self-image.

Never surrender your positive  
self-image!   

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

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

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

It’s important to understand the 
fundamental principles about self-image: 

  •   You will be true to your self-image. 
  •   You will perform the way you see 

yourself performing. 
  •   Your self-image can and does change. 

The expectant approach, the expectant 
presentation and the expectant close are 
what produce the desired results.  People 
can, who think they can.  People can’t, who 
think they can’t. This is an unchanging, 
indisputable law of selling and of life itself.  
 
Count as an enemy the person who 
attempts to shake your expectation of your 
selling ability — your capacity to form 
sufficient new relationships with high-quality 
clients, and your capacity to place financial 
services on a fee basis and then sell the 
products to implement the plan.

  As a professional your self-confidence 
is the one thing you can never afford 
to surrender.  

Nothing multiplies a salesperson’s ability like 
faith in himself or herself. It will make a 
one-talent person into a success — while a 
ten-talent person without self confidence 
will fail. 

How often have you heard said about some 
successful person, “Everything he or she 
touches turns to gold?”  We sometimes 
think of successful people as being lucky. 
The fact is, their success represents their 
expectations — it’s the sum of their habitual 
ways of thinking.  

•   By the force of their expectations, such 
persons wring success from the most 
adverse circumstances. 

•   Expectation brings successful experiences 
and successful experiences reinforce the 
power of confidence in achieving your 
professional objectives. 

•   Individuals who are self-reliant, positive, 
optimistic, and assured “magnetize” 
conditions.  

•   They carry in their presence an air of 
victory that compounds its power by 
convincing others. 

•   Their poise, assurance and ability  
increase in direct ratio to the number  
of selling achievements. 

One Thing Not To Surrender
SSN

: 457-55-5462

Never share your social security number unnecessarily.

I’m Todd Davis, CEO of LifeLock®, 
and yes, 457-55-5462 is my real 
social security number. I give it out 
just to prove how safe your identity is 
with LifeLock.

LifeLock, the leader in identity theft 
protection, works to help stop identity 
theft before it happens by proactively 
reducing your risk. And what we don’t 
stop, we’ll fix at our expense, up to 
$1,000,000.

USE 
PROMO CODE

LLIARFC10% OFF
CALL 800-LIFELOCK

OR VISIT  LIFELOCK.COM

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



The Register  |  August 2010 Page 15

offers (on average) greater customization 
capabilities, but lack the ability to be  
viewed remotely without a slow, third-party 
remote connection software.  Whereas, 
web-based CRMs have the advantage of 
remote access from anywhere and virtually 
any computer (or even cell-phone), but 
may lack the robust customization 
capabilities.  There are work-arounds for 
each of these types of issues, but it takes 
expert advice to get you there.

Continuing to use CRM software as an 
example, another consideration is the ability 
of your eventual choice to share data with 
other programs.  The objective here is to 
reduce or eliminate typing the same 
information into different programs over and 
over again.  By having the ability to integrate 
the database from a CRM software program 
with (let’s say for example) a financial 
planning software program is critical to the 

reduction of keystrokes and increasing the 
efficiency of your office.  Additionally, 
whenever you can create such efficiencies, 
you effectively increase capacity.  For 
growing practices that are concerned  
about hiring new employees to relieve the 
burden of clerical tasks in the office, 
increasing capacity translates into savings 
through the possible delay or elimination  
of that hiring decision.

Do Your Planning First

It is fine to investigate and choose a 
technology that is needed for your office, 
but if you do not consider your staff in that 
process you could find yourself facing 
considerable push-back on implementation.  
This is particularly true in an office with 
long-term employees, especially those that 
have long used an older system or software 
and who are now being asked by you to 
change to some new system or software.  
Without taking the time to involve your staff 
in the change process, you may find 
considerable resistance to such change, 
which can only result in less than hoped for 
results.  And while you may not want to 
involve your staff in every aspect of the 
decision-making process, having them 
participate on some level will provide them 
with the impression of inclusion and they 
will be much more likely to accept change 
when it comes.

Yet another consideration is the process  
of moving from an older system or  
software to a newer one.  Doing things  
all at once tends to be overwhelming to 
staff, given their daily responsibilities  
and could unintentionally sabotage the 
success of the change.  To effectively  
and smoothly transition from an older 
system to a newer one, several transitional 
steps should be considered.  This is 
particularly true with CRM software 
programs, where a virtual line in the  
sand must be drawn when the old  
system is stopped and the new one is 
begun.  This because you do not want to 
have calendar activities or tasks scattered 
between two programs and the migration  
of data from the older system to the  
newer one generally must be done with  
a single point-in-time.  Therefore, adopting 

It is one thing to purchase a new technology 
for your financial practice.  It is quite another 
to make it fit to the way you work.  The fact 
is, technology alone is not the end of the 
search for more efficient operational 
solutions; it is really only the beginning.  
While technology is a step toward the future 
of financial services, there is much more to 
consider in the process of implementing 
technology in your firm.

The first step should be to determine your 
needs, and to measure those needs against 
what technology you already own.  As an 
example, you would not want to purchase a 
new Client Relationship Management 
(CRM) software that operates on Microsoft 
Vista or Windows 7 platforms, when your 
server or office computer is set up only with 
Windows XP.  Most software details their 
operational requirements (disk space 
needed, memory required, processor speed, 
etc.).  Not checking these elements in 
advance could prove to be an expensive 
mistake.  Therefore, performing an 
evaluation of your financial practice, existing 
technology and future needs is a basic and 
necessary first step.

But, there is so much more that ought to be 
considered.  As an example, let’s say you 
determine that you need a new CRM 
software product that has advanced 
functionality, but your staff (or you) have  
no familiarity with such software and  
would take considerable effort to train  
on such software.  The cost factors could 
skyrocket, taking training  and orientation 
into account.  And even more, there are  
the customization needs of the firm.   
Most software allows, even requires a 
certain amount of customization.  With  
CRM products, this might be workflow 
procedures, merge letters, reports and/or 
even custom fields that match the specific 
needs of the firm.

With CRM programs, depending on which 
one you may choose, there could be  
varying levels of customization or even 
capability.  For purposes of an example and 
to simplify, we could divide CRMs into two 
categories: 1) desktop and 2) web-based. 
Differentiating between these two choices, it 
might be found that desktop type software 

Efficient Technology
Implementing Technology:  The Real Challenge
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running back and forth through the office 
during the day to handle both the 
receptionist responsibilities and the 
scanning duties (patently inefficient).

You might be thinking that this is a 
ridiculous example, except that it has  
been found to be more common than you 
might think.  Often it is a design issue, the 
office configuration, the wiring requirements, 
space allocation issues (particularly where 
space is extremely limited and more. In  
one case, uncovered by me, the principal in 
the firm had placed the main printer in his 
office for personal reasons, but this required 
the staff to print to this machine only when 
he was not on the phone or with clients, 
which severely impacted their time 
efficiency and productivity.

For most financial practitioners, the ability to 
make proper decisions about implementing 
technology in the firm is severely hampered 
by a lack of knowledge and the lack of 
perspective.  For them, the use of a properly 
trained and experienced professional 
practice management consultant that 
specializes in evaluative analysis and 
transformative implementation services 
could save that practitioner thousands of 
dollars and hundreds of hours of frustration.  
EfficientPractice.com offers those services 
and can, if elected, take the burden of 
implementation off the shoulders of the 
practitioner by providing virtual chief 
operations officer type services within the 

scope of a limited engagement with effective 
cost controls and guaranteed results.   

David L. Lawrence, RFC®, AIF® is Founder 
and President of EfficientPractice.com, an 
operational efficiency consulting firm that 
provides financial practices, broker dealers 
and independent firms with comprehensive, 
profit-driven efficiency consulting and 
resources. EfficientPractice.com offers an 
Advisor Network with tons of resources, 
articles, templates, spot coaching and 
newsletters for its members. 

Contact:  877 296 6876
dlawrence@efficientpractice.com
www.efficientpractice.com

at least three transitional steps could ease 
the confusion associated with such change.

  First step might be to do some ‘pre-
going-live’ training.  This would be with 
some sample data injected into the 
software prior to migrating the entire 
database from the older system.

  Second step would be to ‘go-live’ with 
the real data, but forego doing any 
customizations or advanced features 
while you and your staff grapple with the 
basics of the program (i.e. scheduling, 
adding data, etc.).

  The third step would then be to add 
the customizations over time, such  
as creating custom reports, workflows, 
etc. In the end, taking this approach  
will be smoother and less likely to 
encounter roadblocks than trying to  
do it all at once.

Another aspect of implementing technology 
involves design issues.  This might be less 
of an issue with CRM software, but more so 
with other targeted technology such as 
printers, fax machines, scanners and/or the 
software that runs them.  As an example, if 
your receptionist is charged with the 
responsibility of handling all the scanning 
that is done in the office, yet the scanner is 
located in the back of the office and his/her 
desktop computer has the software that 
runs it, you could be witness to considerable 

Great News! IARFC is on LinkedIn
LinkedIn is a free service that lets you keep in touch with professionals through the 
exchange of ideas, discussion and industry information. What’s happening? Join today 
to start connecting with other IARFC members.
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with the logo on your profile

   Connect with RFC professionals across 
the country

   Start or participate in discussion topics

   Share practice concerns and solutions
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and events

Log onto www.LinkedIn.com to join and 
access the International Association of 
Registered Financial Consultants group 

Contact mark@IARFC.org for assistance 
with IARFC LinkedIn Group
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Here is one for a husband, who presumably 
is the decision maker.  “Would you  
rather have your wife or me listed as  
the beneficiary?  I have no problem if you 
want me!”  

Nearly, all salesmen migrate to the 
Assumptive Close and many become  
very good at this type of close.

The Reverse Tie-Down Advisor Close

This is the type close that most top producers 
in the industry use.  This is what I used to set 
all my sales records.  

Does it work?  I was the 1st person in my 
broker dealer to do over $1,000,000 of GDC.  
This was over 20 years ago when 1 million 
dollars of production was good.  Later, using 
this type of close I was able to write over $1 
billion of variable universal life in 15 months.  
I did not break Ben Feldman’s records, but 
have broken all the records at companies 
where I worked.  

At this point you should be asking me, “Why 
is this type of close so good?”  Okay, let us 
proceed to illustrate, why this is one of the 
most advanced closing techniques…  

You must understand your prospect.  They 
think all you are trying to do is sell them is a 
product that will make you money.  The 
consumer does not understand the 
professional only sells a product that is good 
for the consumer, not just for commission.  

But, because the consumer doesn’t know a 
con artist from a professional, they are always 
being defensive when they start their 
conversation with you.  They wonder how 
much money you are trying to get from them. 
You must reduce this negative connotation by 
asking questions with a “tie-down” to intrigue 
them and open their minds. 

Expose the negative elements.  In addition, 
exposing negatives about your product will 
pull your prospect  to you.  Remember, most 
salesmen are taught to tell only positives.  
Think about this.  Have you ever bought a 
product where there was only good and no 
bad?  Of course, you haven’t!  Then why are 
you presenting only the good things about 
your product.  I use a comment like this, “My 

dad told me if you can’t live with my 
negatives, you won’t stay for my positives.  
Isn’t that true for you?  As, a professional I will 
expose both the good and bad.  If the good 
features do not significantly outweigh the 
negatives, you should not buy it.”  

Accountants, attorneys, and professional 
advisors generally use this method.  

I am amazed at the lack of professional 
training in our industry.  I have known many 
salesmen who have 10, 15, and 20 years of 
experience who have not had closing 
techniques training.  When they come to my 
workshops, and continue to come again, they 
reveal that they were not prepared for the 
changes required in their presentations — 
because they have never been taught  
these skills. 

Use the Art of Tie-Downs

This is using a question at the end of a 
statement to enable the prospect to answer 
in the way you want.  This is very important 
in the art of closing.  Because you may not 
know what and why they are buying your 
recommendations in their mind, you need a 
professional presentation.  I use phrases like, 
“Doesn’t that make good sense?”  (Of 
course, it does.)

Importance of Affirmation

When a prospect gives you a “Yes” answer, 
they never forget it.  Remember your 
consumer has a photographic memory but a 
terrible recall system.  Isn’t this true?  

I just used a tie down on you, didn’t I?   
But it does make good sense, doesn’t it?   

When I started in the financial services 
business over 40 years ago, my training 
consisted of the One-Foot Prospecting 
System.  When I was within one foot of a 
person, I thought I had a prospect.  The goal 
was to give my presentation to 20 couples 
per day or 100 per week.  

Since I was young and believed my manager, 
I did it.  Within the first three years in 
business I wrote over 7,000 policies — which 
works out to about 7 policies per day, since I 
generally worked a six-day week.  In order to 
achieve these closing results I had to master 
closing techniques and rebuttal systems. 

What I will be sharing with readers of the 
IARFC Register are the three primary types 
of closes.  There are many variations of them.  
It is important for you to remember that you 
will not use exactly the words I employ.  Each 
of us has a different vocabulary and verbal 
techniques.  Some persons use body 
language more effectively than others.  What 
I want to convey is the concepts, and you 
must customize them slightly to fit you.  

The Standard Ask Close

Your closing phrase is: “May I write this for 
you?”  This is the lowest result close because 
you are not directing your prospect.  In order 
to become good with this close, you must be 
a very good rebuttal salesman.  Normally, this 
is the first type of close many salesmen are 
taught because they do not know how to 
guide their prospect.  Many salesmen use 
this type of close when they lack confidence. 

The Assumptive Close

With this technique you will use statements 
that imply the prospect has already made the 
decision to purchase.  

“I need your OK right here.”

Here is an example for a woman, using a 
sense of humor.  (Please remember, every 
use of humor is personalized and usually 
accompanied by some facial expression).  

“I don’t need to know your social  
security number, just the day you were  
born.  Is that before or after Columbus 
discovered America?” 

Net Planning —
Using 3 Types of Closes
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you, the client and the former advisor.   
And you have to get that person fired —  
or you will never be hired.  The former 
advisor or rep will be fired when the client 
understands that major problems have not 
been properly addressed.

“Mr. Prospect, you’ve acknowledged that 
you have a major estate tax problem.  How 
do you feel about it?”  They have to say, 
“Terrible!”  Your closing statement is really 
quite simple, “What would you like to do 
about it?”

Good News for You!

You can become a much more effective 
closer.  And as your closing percentage 
increases, so does your confidence, and 
that is subtly conveyed to your next 
prospect.  Just a little coaching is 
dramatically increasing the income of the 
students at the Learning Institute for 
Financial Executives.  Some have reported 
income increases by $100,000 to over 
$1,000,000 by learning these skills and 
how to apply them.  

I hope you have found this article to be 
helpful.  Additionally, I hope you will practice 
these techniques: Closings and Tie-Downs, 
to have great sales days.   

Bill Nelson, RFC® has been a leading 
insurance agent and financial planner, 
setting international standards for client 
achievement. His offices are in Dayton, 
Ohio. He offers the LIFE school courses  
in major cities throughout the country.   
Bill and his wife, Phyllis both hold the  
RFC designation, as do many LIFE  
school graduates.

Contact: 937 506 4088
billn@nelsonlearninginstitute.com
www.nelsonlearninginstitute.com

Are you starting to see how tie downs are 
used in presentations?  

You must tie down every part of your 
presentation step by step or you will not  
be able to use the Professional Advisor  
Close at the end.  Your closing should be 
done within your presentation, with many 
tie-downs along the way.  This will help you 
to not build up pressure in you or your 
clients for the last close.  

Historical Selling Skills

Socrates, during the Greek empire, wrote 
the most advanced closing statement of all 
times, “For true opinions, as long as they 
remain, are a fine thing and all they do is 
good, but they are not willing to remain 
long, and they escape from a man’s mind, 
so that they are not worth much until one 
ties them down by (giving) an account of 
the reason why.”  

Here is my paraphrase of the Socrates 
quote.  “If you give a number tie-downs 
followed by a concluding tie-down, all the 
tie-downs will remain in effect at the close 
of the presentation.”  

The Professional Advisor Close

“Mr. Jones, I believe that by doing this you 
will accomplish (this, this, this etc. — insert 
the goals you are achieving) with very few 
negatives.  Doesn’t it make good sense to 
do this for you and your family?” 

(My thoughts are:  Of course, it  
does dummy!)  

I have closed premiums of $300,000  
per year for life insurance contracts.   
In addition, I have moved many 1+ million 
dollar accounts of equities, using  
these techniques.   

From the many reps and advisors who have 
come to my training sessions, I have found 
out that most are lacking in sophisticated 
sales and closing techniques — which are 
required communication skills.  

Closing the Order for the Plan

A big mistake made by life agents and 
financial advisors is that they place all  
the pressure on the close, and have not 
made enough presentation tie-downs 
during the presentations that precede it.  
You must have the client acknowledge  
they have a problem.  

There are three persons present in a 
financial advisory sales presentation:   

Bill Nelson, RFC®

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

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

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

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

937 506 4088
billn@nelsonlearninginstitute.com

William J. Nelson, RFC®
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business.  This started with the life insurance 
industry.  The companies had consistently 
indoctrinated their sales force, “You do all the 
analysis, the retirement, disability, estate and 
survivorship planning for free, and then you 
will have earned the insurance sale and you 
will be well paid.”  

Likewise, many securities firms offered “off 
the shelf” plans with no individualization at 
ridiculously low fees — some even under 
$200.  Their only pay-off was to open an 
account to be actively traded.

But the most desirable clients require an 
extensive amount of effort.  These are small 
and medium business owners, well 
established farmers, professionals, and 
corporate executives and especially pre-
retirees.  A lot of work has to be done:  
extensive fact finding, preparation of personal 
balance sheets and schedules, needs 
analysis, research on tax issues and alternative 
methods of addressing their problems.  
When, and if, they finally buy insurance, 
annuities, investments and other bank 
products, someone still must go through all of 
the disclosure and service of the purchase.  
These clients will ask, “What do I owe you for 
all this planning?”  

It wasn’t long before insurance agents were 
leaving those captive life insurance 
companies and forming independent financial 
planning firms.  The same was taking place 
among the major wire houses.  They charged 
fees, developed plans and took over the 
management of over $1 trillion dollars.

One substantial agri-business owner said, 
“Your tax advice alone has saved me many 
thousands.  Your fee of $5,000 is far 
exceeded by the value of the planning 
service.”  He still bought a lot of insurance 
and offered six referrals.  It is obvious — the 
clients expect to pay!  

Closing the fee-based client engagement is 
not difficult from inside the facility of a 
well-run and respected bank.  Yes, the 
interview must be carefully structured, but 
that is easy.  The physical environment inside 
a bank is a superb setting. 

The focus of financial planning cannot be that 
of a marketing tool.  It is a professional 
service.  However the closing ratio for the 

policies and investments recommended will 
approach 90% and gradually all the business 
will be brought inside.  A bank wishing to 
offer financial planning must adopt a posture 
— no free analysis.  If the prospect will not 
agree to pay a fee, then move on to 
someone else.  No free lunch! 

Some senior officials may admit they don’t 
comprehend the plan reports and the 
advisory philosophy.  The institutions certainly 
have to change their attitudes regarding 
compensation.  Good planners gradually have 
a substantial and rising income.  This must be 
considered aside from the general 
compensation structure of the bank.  They 
must be treated more like an outside attorney 
hired to represent the institution in a 
potentially big-ticket law suit.

Personal financial planning can be easily 
offered as a corporate perquisite – a benefit 
for executives, senior managers and board 
members.  There is little price resistance.  
The public now accepts financial planners.  
The occupation of “financial advisor” is now 
ranked consistently among the leading “most 
satisfying careers” by Jobs Almanac.  The 
position has prestige and respect.  However 
years of financial planning have made clear 
twelve things:

1.   You must have a good Sample Plan to 
help the prospect understand what he 
will be getting for the fee, and why the 
work is so extensive as to justify a fee.

2.   You must make a formal Presentation of 
your services.  Initially this featured slides, 
now it is done in PowerPoint.  But the 
entire first session must be thoroughly 
scripted with many items added to 
counter in advance the logical objections 
and any reluctance to paying a fee.

3.   You must have a Planning Process 
Chart that describes how you gather 

I cannot tell you how many times I have 
heard this.  The first time was in the early 
1970s as the profession of personal financial 
planning was just emerging.  A landmark 
study by the Stanford Research Institute had 
indicated that prospective planning customers 
had a lot of confidence in the security and 
probity of banks.  This encouraged many 
banks to attempt to enter the field.  Most did 
it initially through their trust departments, 
while others through the retail platform.  

It was a failure in most cases.  However, 
sometimes it was successful.  One 
Midwestern bank realized that the loan 
officers who dealt with small to medium sized 
business owners were really close to their 
customers.  They had seen a few financial 
plans that were brought in by customers 
when applying for loan increases.  It was 
obvious that the loan customer whose 
personal financial house was in order would 
be a much safer lending opportunity.

A good loan officer can nominate prospects 
for financial planning, and might participate in 
the implementation of a plan, but writing the 
plans is not a skill they possess or want to 
acquire.  However, they are an excellent 
entrée to logical planning customers.

Rather than grow a planning department 
some banks partnered with an experienced 
planning firm.  Client meetings were 
conducted in the bank, introductions having 
been made by the astute loan officers, each 
of which received additional compensation as 
an incentive.  Most plans recommend the use 
of trusts and various bank “products” such as 
Certificates and loans are routinely placed.  

It is customary for a highly qualified financial 
planner to charge is a fee for the preparation 
of a plan.  The data collection and the 
preparation of the plan are very time 
intensive.  The best planners have always 
known that planning is not price sensitive, it 
is quality sensitive.  But banks have often 
taken the position that the plan should be 
given away free — as an inducement to 
secure other financial relationships — the sale 
of products, the lending of money and the 
provision of trust and estate services.

This is not surprising, since plans have often 
been treated as a service that should be 
delivered free, as way of capturing more 

But Planning is  
Just Like Banking…



Page 20 The Register  |  August 2010

12.   You must alter your image from that of 
having a product sale focus to one of 
providing financial advice and service.  
This is not difficult or expensive, but it 
does require close attention to the 
smallest item that will weaken your brand.

In 1988, I did a speaking tour in Australia for 
their emerging associations, presenting a full 
day symposium in the six major cites.  At 
each one I would hear that old refrain, “But, 
you can’t charge fees here in… Australia.”  
However, I showed them how to do it, and 
the creative nature of those plan writers took 
off.  Today fee-based financial planning is the 
norm in Australia.

It has become very clear over the years that:

•   The market for financial planning is 
universal.  Everywhere people are 
recognizing the need for assistance in 
achieving financial security.

•   No one, in any country, can rely on their 
government for long-term financial support.

•   The market for fee-based financial planning 
is not price sensitive, but it is very quality 
sensitive.  You must present and perform 
in a superior fashion.

•   The initial presentation of services is 
critical.  If you don’t do that well, nothing 
else takes place.  Far too many would-be 
financial planners concentrate on portfolio 
analysis, estate planning or complex 
software, when what they really need to 
learn — is how to secure clients. 

The great majority of financial planners 
started out as life agents or stock brokers and 
they moved into planning to counter the 
perception that life insurance or securities 
trading was a high pressure, low prestige 
career.  They had been conditioned by the 
companies to deliver their advice free, and to 
press for the product sale in order to be paid.  
In actuality, greater sales result from planning, 
but the home office guys including bank 
senior officers have never delivered a 
financial plan, so how do they know?  These 
sales reps-turned-advisors tend to charge too 
little, and some even offer to waive the fees.  
A big mistake!

Raising the fee raises the respect, and it 
obligates the financial advisor to do the very 
best for the client.  As a financial advisor, 
when the plan is sold properly, there will be 
handsome payments received — and there 
will be subsequent portfolio fees and product 
commissions.  That business will have been 
earned by a good plan, well developed and 
effectively delivered.  

Preconceived notions can be very dangerous.  
How we have always done business in the 
past is no indication of how the most 
successful organizations will expand in the 
future.  If a bank does not offer personal 
financial planning it can only expect erosion 
of client assets to other organizations.

There are agents, stockbrokers and bankers 
in other countries that will say, “The culture of 
our society is different.  You can charge fees 
in the U.S. but people will not pay for a plan 
here in _____ .”  But citizens pay for the 
advice of lawyers, accountants and doctors, 
don’t they?  There are all sorts of consultants 
in every country who charge for advisory 
service and then offer to assist the client 
further with products or some form of 
fulfillment.  The only reason a person will not 
pay for a financial plan is… it simply hasn’t 
been presented properly!

The future is very bright for the institutions 
that successfully make the transition to 
financial planning as a professional service, 
not as a loss leader to attract other business.  
This is a future that is financially bright, and 
emotionally satisfying.  Imagine, no pressure 
to prospect or perish!   

Ed Morrow is the chairman and chief 
executive of the IARFC and has been a 
practicing financial advisor for forty years.  
His advice and systems are used by 
thousands of financial advisors in the U.S. 
and across the world.  As the CEO of the 
IARFC he is one of the developers of the 
Financial Planning Process course materials 
and a frequent instructor, both nationally 
and in many countries.

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

information, assemble your plan and 
provide service.  Clients are comforted to 
know that you are following established 
and professional procedures.  

4.   Gathering Information for financial 
plans is far more comprehensive than to 
sell a product.  You need well designed 
forms.  You must gather lots of “soft” 
attitudinal data.  You should offer clients a 
Documents and Records Archive 
System as way of emphasizing the 
importance of getting all the data.

5.   You must have a written Fee Schedule, 
with options for persons of lesser 
degrees of affluence.

6.   Prospective clients still have some 
skepticism.  The best way to overcome 
this is to have a Satisfaction Assurance 
certificate.  If they aren’t pleased they get 
their money back.  Very effective in 
closing the New Client Engagement.

7.   You must have a way to produce plans 
on a cost effective basis.  This means 
software that is customized for personal 
planning.  Spreadsheets won’t do.

8.   The plans must include graphics.  This is 
how people absorb information best, and 
it leads to swift decisions.  Nothing has 
greater impact than a large red area 
labeled “Cash Shortage.”

9.   The plans must be carefully reviewed 
using checklists to avoid the “Sins of 
Omission” that can easily take place as 
the plan writer focuses on his or her own 
area of interest or expertise.

10.   Plans must conclude with an 
Implementation Checklist — all the 
many steps being recommended for the 
client’s consideration.  Most of these are 
not items the advisor will be selling.  This 
adds credibility to the items for which 
compensation will be received.

11.   You must have a Client Relationship 
Management system.  As the business 
progresses the sheer volume of record 
keeping and communications becomes 
monumental.  You will need a system, 
and that system must be populated with 
the letters, agendas, checklists and forms 
that your practice requires.  There is no 
time for writing these items from scratch.  
You need to be able, in just a matter of 
seconds, to “Pick it, Edit it, Mail it, and File 
it.”  That is what CRM systems do.  
Because planning is a distinct service, the 
planning CRM should be separate from a 
standard institutional CRM system.

Ed Morrow, CLU, ChFC, CFP®, RFC®
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D O N ’ T  G E T  L O S T  I N  T H E  C L U T T E R  A N D  C H A O S

What Financial Advisors Can Do Today 
To Separate Themselves From The Noise

If you’re like many other advisors, you have 
probably thought about holding a seminar 
for the public or considered sending out 
some kind of mailing to people in your 
community.  Both ideas are fine and have 
merit if you are simply trying to market your 
business (let’s face it… there are plenty of 
people out there looking for a new advisor), 
but it does little to enhance your name and 
separate yourself.

To enhance your name, consider making 
yourself a sought after resource by 
the media.  By appearing in the media  
as an expert in personal finance, you  
are able to enhance your credibility and 
standing in the public without the expense 
and without looking like a salesman  
looking to get new clients.  But to be  
sought after by the media you can’t  
send out empty press releases that  
promote you and your business.  You  
can’t just place a call and say, “Use me  
as a resource because I am a financial 
expert.”  These “two “PR sins” will hinder 
your ability to appear in the media… not 

help.  What you need to do is forge 
relationships with journalists.

But How is this Done?

Well, if you picked up a copy of my book 
Perfecting The Pitch: Creating Publicity 
Through Media Rapport, you would know 
the ins and outs of creating these 
relationships.  But chances are this book is 
not sitting on the shelf in your office.  To 
make it easy on you I will outline some of the 
most basic and simple ways you can begin 
forging these valuable relationships TODAY.  
But first, let’s dispel some of the myths of 
working with the media to increase your 
comfort level in engaging in public relations.

Dispelling the Myths

Myth #1: You need to have experience 
working with the media to be sought 
after by them.

This is fallacy I have heard from advisors for 
years that is simply not true.  For Perfecting 

As an independent financial advisor,  
think about what you’re up against.   
A struggling economy, slumping financial 
markets, scandals in financial institutions, 
Madoff’s Ponzi scheme, bailouts for  
banks and automakers, and rising  
home foreclosures.  All have made life 
miserable for all the hardworking  
advisors who are trying to provide a 
much-needed services to consumers.

What’s worse is that no matter where  
you are in the financial services industry,  
you are being viewed as part of the 
problem.  Sure you may not be ripping  
off your clients like Madoff, but simply 
having him pose as a professional like you 
has adverse effects on your ability to do 
your job and be recognized for the 
professional YOU are.

So, what can you do?  What options do you 
have to stand out from the chaos and 
negative images and ensure your good 
name is not tied to one of the worst times 
possible to be a financial advisor?
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friendly, respectful manner).  But if you  
are still of the mindset that a reporter is  
“out to get you” there is a simple solution… 
don’t engage in working with the media to 
begin with.

Myth #5:  Being a smart professional is 
enough in working with the media.

This one always makes me laugh.  I hear it 
all the time from different advisors:  “I am 
smart and know what I am talking about,” 
and “They quoted this guy but he does not 
know what I know.”  This actually ties into 
Myth #2, which was really about delivery.  
Advisors need to understand that having 
good content is half the battle whether you 
are meeting with a client or doing an 
interview.  The other half is about delivery.  
It you deliver your content in a way that 
does not excite or energize the reporter, the 
message you are sharing will not resonate.  
But if you are passionate about what you 
are saying and deliver the message is a 
passionate way, you will get the reporter 
more excited about what you have to say.

10 Steps to Forge Relationships  
with the Media

Now that we have looked a litter closer at 
these five myths, let’s examine how you are 
going to begin forging these relationships to 
separate you from the chaos that dominates 
the headlines and airwaves today.

Step #1

You’re never just a financial planner.  The 
question is this… Why should someone in 

the media picked-up the phone and call you 
when we live in a country with more than 
500,000 people all calling themselves 
financial planners, consultants, advisors, and 
brokers?  What sets YOU apart in this 
crowded industry?  What is your specialty or 
niche?  What are you doing that others in 
the industry are not?  Answer these 
questions and make sure you are letting the 
media know exactly what you do for people.  
Never let them assume you are just another 

financial advisor looking for press.

Step #2  

Give the media 
something to write 
about.  One of the 
biggest mistakes I 
see people make is 
they call or e-mail a 
reporter and say, “I 
am a financial advisor 

and can help you in your 
reporting.”  Oh, really?  How?  Rather than 

saying you are available to chat, try 
positioning a story for them to write about 
that uses YOU as the expert resource.  I call 
this giving them something they can sink 
their journalistic teeth into.  Make yourself a 
sought after expert because you have given 
them content and story ideas they can write 
about.  It’s called pitching and it can help in 
forging those relationships.

Step #3

Now that you know about pitching,  
get some good story ideas.  Believe it  
or not, most of what you do on a daily  
basis can provide you all the story ideas  
you need for pitching the media.  Think 
about a client you are working with  
and the troubles they are having right  
now. Or the opportunities they have.   
Those troubles or opportunities can be  
great story ideas for the media.  Everyday 
we tell our clients that the mainstream 
consumer media wants to know what their 
readers, listeners and viewers care about 
and want to know about.  Those same 
people are YOUR clients.  Pay attention to 
their concerns and questions.  If you see 
something that you are not reading about in 
the media you may be sitting on a prime 
opportunity to pitch the idea.

Step #4

Now that you have a good pitch, know  
who you are going to send it to.  Let’s  
say you have a great story idea on the  
need for people to attention to how  
they are allocated in their 401(k).  You  
can’t just send it to a reporter because it 

The Pitch I conducted a survey of more  
than 100 journalists on a variety of issues.   
I asked about desiring to work with only 
professionals with “media experience”.   
The results were what I expected.   
90% of those surveyed said “little or  
no experience” with media was a 
prerequisite for becoming a resource.   
That means any advisor or financial 
professional has an equal chance of  
landing a press opportunity, but it  
does come down to substance and  
your message.

Myth #2:  You need to 
be “on guard” at all 
times during an 
interview.

In actuality, if you treat 
an interview with a 
reporter like you are 
being questioned 
during a grand jury, you will  
not have a successful experience.   
Fact is, you need to approach an  
interview the same way in which you 
approach a meeting with a client.   
Keep it conversational and friendly, and say 
what you believe.  Forget that what you are 
saying is being recorded or written down 
and simply engage in the conversation.  
That is when your best thoughts will come 
out and it will be more natural.

Myth #3:  If you’re interviewing you will 
be in the story.

Again, this if false.  Just because you took 
30 minutes to talk with a reporter does not 
guarantee that you will be in the story.  
Because of space restrictions or final copy 
edits, your appearance may find its way out 
of the final piece.  It is not being done on 
purpose.  Rather view that time you spent 
with that reporter as a relationship building 
opportunity.  View it as your chance to  
show that reporter your knowledge and 
command of the subject and your friendly 
demeanor in delivering that content.  
Approach it that way and that reporter  
will call you for other stories.

Myth #4:  Journalists are malicious and 
will use what you say against you.

If the other myths are false, this one is 
ridiculously false.  Reporters are not out to 
slant what you say or deliberately misquote 
you.  In many cases, they may not have 
understood either what you said or did not 
hear you correctly.  A simple e-mail or 
phone call to them after the story comes 
out can usually address these kinds of 
issues (as long as you approach them in a 
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be sure you are responsive in a timely 
manner and never miss his/her deadline.   
If a reporter is interested and they e-mail 
you or leave you a phone message, be  
sure to reply within 24 hours.  They  
maybe are working on a tight timeline  
and want to use your story.  If that’s the 
case and you don’t reply within 24 hours, 
you may miss out.  What’s even worse is 
when they like your story and use it but 
interview someone else because they did 
not hear back from you.  Also, when you get 
the interview scheduled and you are 
supposed to call in or be available at that 
time on that day, be sure you are on the call 
or in the studio.  Missing the interview will 
mean that is the last interview you ever do 
with that reporter.

Step #8

Say what’s on your mind… always.  I have 
the luxury over the years of working with 
some very talented financial advisors of all 
types of backgrounds.  Each of them had 
their own style when it came to 
interviewing, but they all had one thing in 
common.  None of them held anything 
back in an interview.  Some advisors may be 
thinking about compliance and what a legal 
department would say if you said something 
to a reporter.  That’s fine but do not let it get 
in the way with you having an opinion.  
During an interview, the reporter will want to 
hear honesty and what you really think.  If 
you are wrapped-up in thinking about 
compliance and lawyers, you will end up 
“beating around the bush” rather than 
saying what you believe.  Keep in mind that 
as long as you don’t guarantee anything or 
start talking about specific investment 
performance, you should be okay.  If you’re 
still worried about it, you probably should 
not be doing the interview!

Step #9

Do what you were taught at a young age 
and always say “Thank You”.  It’s a simple 
concept but too many people don’t take the 
time to thank a reporter for their time.  I 
recommend to everyone I work with that 
they send a reporter a quick handwritten 
thank you note after an interview and again 
after the article is published.  It’s personal 
and helps maintain relationships.  Not many 
people do this and it will stand out in the 
reporter’s mind.

Step #10

To get the ink you want, go above and 
beyond the call of duty.  Think about the 
work you do for your clients.  Do you do the 
minimum and stop there?  Probably not.  

So, why would you do that when working 
with the media?  Let’s say you do an 
interview and the reporter needs a statistic 
to complete the story, offer to get the 
information for them.  If the reporter wants 
to put a real face on the issue by 
interviewing consumer/investor, see if one 
of your clients will do the interview.  By 
going the extra mile for a reporter, you go 
beyond a nice quote every now and then 
and become a resource they can come to 
when they need help.  If you can go the 
extra mile for a reporter, you will forge a 
lasting relationship.   

Whitepaper reprinted with permission.

Benjamin Lewis is president and founder 
of Perception, Inc., a leading full-service 
public relations firm specializing in 
generating awareness for financial 
companies and professionals.  A graduate of 
Bradley University in Peoria, IL, Ben has 
more than 16 years in the financial, political 
and non-profit industries.  Ben has appeared 
as a guest columnist for numerous 
consumer and industry media outlets 
discussing the importance of media 
relations.  He has also been a featured 
speaker at many regional and national 
conferences and conventions on topics 
ranging from building rapport with reporters 
to leveraging new media in your practice.  
Ben is also founder of Rapportica, Inc. 
(www.Rapportica.com), a new web-based 
public relations platform for the financial 
services industry which connects financial 
advisors with the financial media — virtually.

Contact:  301 963 7555
benjamin.lewis@perceptiononline.com
www.perceptiononline.com

says they cover personal finance.  Pay 
attention to what they are ACTUALLY 
covering.  Now, you may not have paid  
for a media directory that tells you exactly 
what reporters write about, but fact is, you 
don’t need one.  To find out what reporters 
cover, simply type their name into a Google 
news search.  Read what is available online.  
It will give you a sense of what they write 
about.  It that does not work for you, try 
sending a simple e-mail to the editor at the 
publication and who they recommend you 
reach out to.

Step #5

Only pitch via email unless otherwise told to 
call.  There is nothing more aggravating to a 
reporter than to receive unsolicited phone 
calls from people during tight deadlines.  
Sure phones calls are quick and easy but 
they can also annoy reporters trying to meet 
deadlines.  When pitching a reporter, e-mail 
is your friend.  You can type a quick 
paragraph about your story idea (with a few 
bullet points) that can be sent to a reporter.  
The reporter then has the luxury of reading 
your e-mail when they have time.  If they 
like what you wrote, they will call you.  Or, 
perhaps they like your thoughts but cannot 
use it right away.  If that’s the case, they can 
file it away in a folder in the inbox about 
those specific issues.

Step #6

Make that pitch an exclusive and watch  
the interest level rise.  A common mistake 
by a lot of people is that they send a  
pitch to several reporters at once.  And,  
in many cases, they send it out as an  
e-mail with out using the BCC function!  
Reporters from rival outlets are not going  
to both do the same story you are pitching.  
It also looks lazy and gives the impression 
you don’t respect what they do for a living.  
If you have a good story, develop a list of 
your most desired media outlets.  Then 
send the pitch to the first outlet and tell 
them this is an exclusive just for them.   
That signals to them that you are not going 
to send it out to anyone else unless they 
decide not to use it.  If they don’t use it, you 
then move on to the next outlet on your list.  
Do this until it gets picked up.  It may take a 
few outlets to get it noticed, but at least you 
are showing the media that you respect 
them enough not to give it to a rival outlet 
at the same time!

Step #7

Be responsive to the media and never miss 
deadlines.  Now that you pitched a story 
and the reporter in question is interested, 

Benjamin Lewis



Why You Need A Coach
by Katherine Vessenes, JD, CFP®, RFC®

COMPLIANCE-FRIENDLY MARKETING

As many of my readers know — last year I 
started taking my own advice, became my 
own number-one client, and opened up a 
financial planning practice in the Twin Cities 
(Minneapolis & St. Paul).  Future articles will 
review some of the many things I have 
learned during the roughest market in my 
career.  This one will focus on what helped 
the most: hiring a coach.

Some of you are probably wondering, why I, 
who have trained thousands (if not hundreds 
of thousands) of advisors, would need to hire 
a coach.  Actually this is what I do for a living:  
serve as the advisor’s advisor.  I coach other 
advisors.  The answer is simple:  you can 
always get better at what you do.

Case in point:  I recently attended a day-long 
seminar given by Patrick Kelly, an expert in 
tax-free income during retirement.  That time 
was probably the best training day I have 
had in 20 years.  In fact, I was so impressed, 
I sent him a handwritten thank you note 
(surprised?) to tell him how powerful it was, 
and called him up to thank him.  He had 
never heard of me.  (Which just goes to 
show, you can NEVER believe your own PR.)  
However, he was very kind and offered to 
coach me in person!  I said yes and hopped 
on the next plane to Seattle.

Patrick and I spent an entire day reviewing 
the 20 minute first meeting with clients  
that focuses on the importance of  
providing dependable tax-free income  
in retirement.  Yes, an entire day to master  
a 20-minute session. 

That day I felt like I was a contestant on one 
of my favorite TV shows:  Dancing with the 
Stars.  On that show, a semi-famous person 
(George Hamilton, a former Olympic 
medalist, or Pussy Cat Doll) is paired up 
with a professional ballroom dancer.  It is 
painful to watch the stars work for weeks 
just to do a 60 second routine.  That was 
me:  put your foot there!  Tuck in your bum!  
Shoulders up!  Eyes ahead!

Here is what I learned spending an entire 
day with the master learning to dance to 
with the stars:

1.  Resume your professional education.  
Just when you think you have it all 
figured out, is when you need to go 
back to school.  Yes, I teach how to do 
an opening meeting with a client.  In fact 
thousands of advisors are using my 
techniques and closing a lot more 
business.  However, I learned there were 
many ways I could improve.  Every little 
nuance of improvement, means 
weeding out unsuitable prospects earlier 
and saving time.  It also means closing 
more business.  It all adds to improving 
your bottom line.

2.  Being coached is not for sissies — if 
you have trouble with your self-esteem, 
don’t even bother to work with a coach.  
They are not there to tell you what you 
are doing right — they need to tell you 
what you are doing wrong!  If you can’t 
take feed-back, don’t bother to apply.

3.  This is all in the nuances.  Just the way 
dancing is in the details — it is not 
enough to put your foot on the floor — it 
must be pointed a certain way, your 
weight must be on the other foot, the 
toe and not the heel must touch; 
financial services is also in the details.  It 
became apparent to me, I could watch 
Patrick’s tapes over and over (which I 
had) and still miss the details, the 
nuances.  This is where you need help, 
because they are almost impossible to 
pick up yourself.  It is mastering the 
nuances that makes us great.

4.  We are blind to certain parts of 
ourselves.  This is important because 
certain communication traits or 
personalities are not going to gel with all 
clients.  The two big things I learned 
about myself:  I move way too fast for 
most clients and I try to give them too 
much information.  The attorney/teacher 
in me wants them to know everything!  
In fact, this can confuse clients with too 
much information, making it hard for 
them to make a decision.  The reason 
they hire us is because we may not 
know everything, but we have sifted 
through a lot of information to come up 
with a good recommendation for the 
client.  They don’t need to know about 
everything we have eliminated and why 

we eliminated it.  This explained why I 
lost a big case recently: the client later 
said I gave him too much information!  
He just wanted the high spots.

5.  This time was well worth the 
investment.  Some people don’t 
want to spend the money or the time  
to hire a coach.  I say:  you can’t afford 
not to!  If this will help you close more 
business, make more money, isn’t it 
worth it?  Of course it is.

The good news for both my clients and me:  
Patrick is allowing me to share his 
techniques during my training classes.  Woo 
hoo!

Here is what you can do to get started:  
Patrick has video taped the day-long 
seminar that I attended.  You can get this 
and copies of his book by logging on to 
http://www.tax-freeretirement.com.  If 
you use this promotion code:  vestment 
you can get a discount.  

I feel so strongly about these concepts, I am 
taking on a few financial advisors to coach 
and mentor.  We will be covering both 
Patrick’s techniques and many of the things I 
have learned over years about building a 
multimillion dollar business.  If you might be 
interested in working with us to get your 
business to the next level, you can email me 
at Katherine@vestmentadvisors.com.   

Katherine Vessenes, JD, CFP®, RFC®, the 
creator of the No-Sell Sale™, uses her 20+ 
years of experience as a top financial advisor 
and consultant to help her clients achieve an 
easy, almost effortless sale.  Katherine is 
considered “The country’s leading authority 
on building the multimillion dollar practice” 
(Kaplan) and “America’s best known 
authority on the legal, ethical and compliance 
issues of financial advisors” (Dearborn). 

In addition to her practice as an advisor, she 
continues to help other financial advisors 
increase the net income from their 
professional lives.

Contact:  952 401 1045
katherine@vestmentadvisors.com
www.vestmentadvisors.com
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Spotlight on IARFC Benefits:
Create Attractive Plans  
with Help from the IARFC

Amy Primeau, Domestic Membership Chair

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

There is an episode of the Cosby Show 
where one of the daughters comes home 
unexpectedly and is engaged.  During 
dinner, the fiancé mentions that he 
doesn’t think the parents like him. Bill 
Cosby’s character explains it is the 
equivalent of having your favorite dinner 
served to you on a trash can lid — it’s all 
in the presentation. 

The same is true with your financial  
plans.  If you are creating plans, yet not 
presenting them properly, your credibility 
is diminished and your image suffers.   
The plan may be accurate and include 
everything they need.  But if it is not 
presented properly, the end message  
is diluted.  

You should have a clear, concise method 
for preparing and presenting a plan.  You 
want to ask questions in an orderly way 
that will give you the information you 
need.  You do not want to have to call the 
clients later to get more information 
because you forgot to ask the appropriate 
questions.  Likewise, you want to put their 
answers on paper, in the same fashion 
you asked them.  Scribbling notes in every 
direction on your notepad will not benefit 
you, and will make you appear 
unprofessional as you are meeting with 
the clients.  By using Data Forms, or 
something similar, you make sure you are 
asking all of the necessary questions, and 
getting all the answers you need.  

The IARFC has two different Data Forms 
available.  One is for Financial Facts, and it 
includes a List of Requested Document 
and Records, and Receipt and 
Authorization.  This form is 12 pages and 
sold in packages of 25 for $22. It is totally 
generic — it is not oriented to either 
insurance or securities.  It coordinates with 
Plan Builder, but can be used with any 
commercial software, or with a custom 
Excel/Word plan preparation.  The other 
form is a four page item for Supplemental 

Planning Questions, Personal Interests, 
Goals & Objectives, Planning Assumptions 
& Investment Attitudes. It is also sold in 
packages of 25 for $10.  

Once you have created the plan, you 
need to present it. You would not give 
your clients a stack of paper, or put their 
plan in a file folder, and say ‘Here you go.’  
Imagine what would happen if Mrs. Smith 
sets the stack or folder on the front seat of 
her car, and then has to hit the brakes 
quickly while driving home?  

You want to secure the plan in a three 
ring binder.  This keeps all of the pages 
together, in the order they are meant to 
be.  You should use a tab set to highlight 
the different portions of the plan; which 
allows both you and the clients to review 
it easily.  Better organization implies 
conscientious professionalism and ins 
customer confidence.

To reinforce your image as an RFC® I 
suggest you purchase binders from IARFC.  
The 1” binders are padded dark blue 
leatherette with 3 slanted D rings.   You 
can purchase the binder with the RFC 
logo embossed in the upper right corner 
for $22 each; or purchase the binders 
without the logo for $20 each.  We also 
offer the Avery customizable translucent 
tab set, with either 12 or 15 sections.  

Of course, you can create your own  
data forms, and go to your local office 
supply store for the binders and tabs. Do 
you really have the time to do that?  Do 
you want to fight the back to school 
crowd when binders are on sale?  
Wouldn’t that time be better spent 
helping your clients, or talking to 
prospects?  Take advantage of the plan 
building supplies offered by the IARFC  
as part of your member benefits!   
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Just for you.
Right now.

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

To order by phone IARFC Members  
can speak with Andrew Trout,  
Account Representative at:  
513.263.0213 or Andrew.Trout@sprint.com. 
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Dark_Blue_1”_Gold_D_Ring_Financial_Plan_binder,_with_or_without_RFC_debossed_Logo_ $22.00_ ____________ $___________

Dark_Blue_half_inch_binder,_with_or_without_RFC_debossed_RFC_logo_(for_modular_plans)_ $18.00_ ____________ $___________

Matching_Dark_Blue_Notepad_Folder,_with_or_without_RFC_Logo_ $13.00_ ____________ $___________

Avery_customizable_Translucent_tab_set,_with_12_tab_sections_ $12.00_ ____________ $___________

Avery_customizable_Translucent_tab_set,_with_15_tab_sections_(recommended)_ $15.00_ ____________ $___________

Flyer_with_Unibind_proposal_system_that_uses_a_hot_glue_process_to_“perfect_bind”__ No_Charge_ ____________ $____________
modular_plans_or_document_assembly;_special_binders_required

Comprehensive_Sample_Financial_Plan,_with_a_Plan_Construction_Manual__ $145.00_ ____________ $___________

_ _ _ Order_total:_ $___________

_ _ _ Tax:_ $___________

_ _
_______________________________________________________________________________________________________________________________________________________________________U.S. Shipping Only_______Shipping:_ $___________
_

_ _ _ Total:_ $___________

Name:__________________________________________________________________ _ (Please_print)

Firm:_ __________________________________________________________________ _ _ ❑__Visa_ ❑__MasterCard

Address:_ _______________________________________________________________ _ _ ❑__AmEx_ ❑__Discover

City:____________________________________________________________________ _ _ ❑__Check_written_to:__IARFC

State:______Zip:_ _____________________________ _ Card_No.:_ _________________________________________________________________

Phone:______________________________________ _ Expiration:_________________________________________________________________

Fax:_ _______________________________________ _ E-mail:_ ___________________________________________________________________

Website_Address_(optional)_________________________________________________________________________________________________

Your_Signature:_____________________________________________________________________________Date:____________________________

Fax_to:___513_424_5752__________Mail_to:____IARFC,_Box_42506,_Middletown,_OH_45042-0506

15.00

Ohio_Residents_Sales_Tax_6.5%_must_be_added

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

The half inch binder holds 10-50 pages

RFC PL AN BINDERS,  NOTEPADS & TABS
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Concealed_Rivets

(Optional)__
Debossed_RFC_logo

Matching_
Notepads

Document_Pocket_on_Inside_cover_ Avery_Translucent_Tabs

Comprehensive_Sample_Financial_Plan__
with_Preparation_Documentation



Recruit a new member today

Refer Financial Advisors  
and We’ll Send You Cash!

When you nominate these professionals 
and they join the association, the IARFC 
will send you $50!

That’s it.  You do the easy part —  
provide us with their contact information.  
We do the hard part — we follow through 
with them to show the benefits and 
advantages provided by the association.  
We show them the different ways they 
can join and then, when they do join, we 
send you cash.

There is no limit to the number of 
individuals you may nominate.  You  
could easily be reimbursed far beyond 
your membership dues.   
No waiting  
till the end  
of the year —  
as soon as  
your referral  
signs up, we send you a check for $50.

Please nominate one or two financial 
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.

Mail, fax or phone in referrals to:

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

Do you remember when you were 
just starting your business?  You told 
yourself, and all your friends, that if 
you were ever successful, you’d be 
different.  You’d stay humble.  
You’d keep your ego in place.

Well, I told myself all of those things, 
but then business starting really picking 
up.  I had traction.  A salesman at 
Barnes & Noble saw my column in a 
magazine and asked me for an 
autograph.  No one has ever asked me 
for an autograph before.  (I think I  
was blushing.)

I even started improving my penmanship.  
This was my reasoning.  I make a living 
writing.  I never know when a great idea 
will come to me.  So, I carry around a 
small tablet and write down those 
inspirational ideas. 

The problem was that I frequently couldn’t 
read my own handwriting.  Those great 
ideas for my next column were gone.  So I 
decided to improve my penmanship.  I 
started writing slower.  I started doting the 
i’s and crossing the t’s.  I followed the lines 
on the paper.

I even started skipping lines to space out 
my ideas and make them even more 
legible.  Why, I even kept  my old 
notebooks after they were filled.  You 
never know when an old idea could  
be resurrected.

Now my bookshelf has a dozen 
notebooks.  When I’m really under the 
gun, with a deadline approaching, I will go 
through those notebooks.  But you know 
what?  I never find anything of value.  I 
should just throw them in the trash.  But 
what happens if I become a famous writer 
someday?  Then those notebooks could 
be valuable.  Not only financially for 
collectors at Sotheby, but also for 
researchers who want to write serious 
books about my contributions to the 
business press.

So you see how easy it is to become self 
absorbed.  I’m even considering growing a 
ponytail.  Writers are allowed.  (My kids are 
terrified of the thought of their dad with a 
pony tail.  Good.)

Do I sound obnoxious?  I know 
I do, but what’s the alternative?  
If I stay humble, and don’t toot 

my own horn, then no one knows 
about me.  So the challenge is to 

develop hype about myself and my 
products, but not to believe it myself.  
And that is hard.  Isn’t that why many of 
us find Don Trump so obnoxious?  We 
think he really believes all of that stuff 
about himself. 

Lately business articles have been 
talking about the end of the charismatic 
leader.  I don’t know.  Too much 

humility does not work either.

So what is the right balance?  I usually get 
on the phone with my pals from high 
school.  They quickly return me to reality.  
Back then, none of us were cool.  We all 
had acne and were dorks.

Thank God for high school.   

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

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

Business Mirrors Life
Humility Has No Place In My Business Plan

Hesh Reinfeld
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jeffreychiew@yahoo.com

Liang Tien Lung, RFC®

China Development Organization (IMM) 
(China, Hong Kong, Macao & Taiwan) 

imm001@iarfc.org.tw

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

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

Janet Flack 
Secretary 

jan.flack@ribendigo.com.au
David Kippen 

Treasurer 
david.kippen@ribendigo.com.au

Antony Francis, RFC®

Bermuda Chair 
diamond@ibl.bm
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China Chair 
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Executive Secretary
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CIAM, EDAM, RFC®

Adviser, Hong Kong and Macao 
director@iarfc-hk.org

Alan Wan, RFC®

Executive Director 
admin@iarfc-hk.org

Ralph Liew, RFC®

India Chair 
ralphliew@yahoo.com 

Leena Heblle, RFC®

India Business Development Director 
iarfcedu@gmail.com

Aidil Akbar Madjid, MBA, RFC®

Indonesia Chair 
iarfc_indonesia@yahoo.com.id
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CEO 
lisa.soemarto@yahoo.com

Ng Jyi Vei, ChFC, CFP®, RFC®

Malaysia Chair 
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Benjamin Kan, FchFP, RFC®

iarfc.malaysia@gmail.com
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iarfc.malaysia@gmail.com

Zahid Khan, RFC®

Pakistan Chair 
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Ralph Liew, RFC®
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Executive Assistant 
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CEO & Editor-in-Chief  
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Mark Terrett, RFC®

Operations Manager 
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513 424 6395 ext. 18
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Domestic Membership Services 
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IARFC  
Southern Caribbean 
Cruise Conference
June 26 – July 3, 2011

The IARFC CE @ Sea™ conference, the premier event for professionals in the Financial Services Industry will be held 
on_Royal Caribbean’s Serenade of the Seas, Sunday, June 26 – Sunday, July 3, 2011.
 
The IARFC invites you to be part of this outstanding event. You will have the unique opportunity to enjoy the cruise 
while networking with other successful advisors.  You will learn what has worked well for others, share challenges 
and successes.  No other event allows you this intimate time to rub shoulders with industry leaders.  Past CE @ Sea™ 
attendees have told us that whether as a contributor, presenter or speaker, the rewards are worthwhile.

Be sure to arrive in San Juan as early as possible so you can tour El Morro, the legendary home of Ed Morrow for 300 
years.  Ed is extremely proud of his heritage and you should tour his beloved home before the welcome reception.

A special presentation is planned for the reception later that evening with El Morro in the background.   
See you there…

Inside  $  819 pp
Outside $  979 pp
Balcony $1,149 pp

Price includes cabin and gratuities.  US and Govt. taxes are extra.

Call our CE @ Sea™ Cruise Coordinator, Starr at:  423 741 8224

Sailing Itinerary 
26-Jun San Juan, Puerto Rico
27-Jun Charlotte Amalie, St.
28-Jun Basseterre, St. Kitts
29-Jun Cruising & CE
30-Jun Oranjestad, Aruba
01-Jul Willemstad, Curacao
02-Jul Cruising & CE
03-Jul San Juan, Puerto Rico

™

Reserve your cabin now for $50 per person

International_Association_of_Registered_Financial_Consultants_
P.O._Box_506,_Middletown,_OH_45042-0506__■__800_532_9060__■__www.IARFC.org_



the

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

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

Software, Training and Support 
for Financial AdvisorsThe Suite

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

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

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

Join a FREE Web Demo 
800.666.1656 x13
FinancialSoftware.com

20%
IARFC Member

Discount

Financial Planning software comprehensive financial plans, quickly and easily

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

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

CRM Software that helps you help your clients

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

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

continue to monitor the situation

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

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


