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would like to remember our 
passing members: 

Paul Zittell 
New York, NY

Register Statement of Circulation



China 
www.iarfc.cn

Hong Kong 
www.iarfc-hk.org

India 
www.iarfcindia.org

Indonesia 
www.iarfcindonesia.com

Philippines 
www.iarfcphils.org

Taiwan 
www.iarfc.org.tw

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

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

513 424 6395 ext 11

Mark Terrett, RFC® 
Operations Manager 

mark@iarfc.org 
513 424 6395 ext 10

James Lifter, MBA, RFC® 
Education Director  

jim@iarfc.org 
513 424 6395 ext. 18

Kathleen Ourant 
International Membership Services 

kathleen@iarfc.org 
513 424 6395 ext. 31

Amy Primeau 
Domestic Membership Services 

amy@iarfc.org 
513 424 6395 ext. 34

Wendy M. Kennedy  
Executive Assistant & Managing Editor 

editor@iarfc.org 
513 424 1656 ext. 14

Susan Cappa  
Program Coordinator 

susan@iarfc.org 
513 424 1656 ext. 16

INTERNATIONAL WEBSITES

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

Asia Chair 
jeffreychiew@gmail.com

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

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

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

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

Janet Flack 
Secretary 

jan.flack@fasg.com.au

David Kippen 
Treasurer 

david.kippen@fasg.com.au

Antony Francis, RFC® 
Bermuda Chair 

diamond@ibl.bm

Choo Siak Leong, RFC® 
China Chair 

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

Zheng Senyuan 
Executive Secretary

Demetre Katsabekis  
MBA, Ph.D, CiC, CiM, RFC® 

Greece Chair 
areiscon4a@gmail.com

Nick Tessaromatis  
Ph.D, CiC, CiM, RFC® 

director@eisxy.com

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

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

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

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

director@iarfc-hk.org

Alan Wan, RFC® 
Executive Director 

admin@iarfc-hk.org

Ralph Liew, RFC® 
India Chair 

ralphliew@yahoo.com

Vijay S. Wadagbalkar, RFC® 
India Deputy Chair 

vijay@intimefinance.com

Jalpa Broker, RFC® 
India Admin Assistant 

jalpabroker@gmail.com

Aidil Akbar Madjid, MBA, RFC® 
Indonesia Chair 

iarfc_indonesia@yahoo.com.id

Lisa Soemarto, MA, RFC® 
CEO 

lisa.soemarto@yahoo.com

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

iarfc.malaysia@gmail.com

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

Simon Khor 
iarfc.malaysia@gmail.com

Zahid Khan, RFC® 
Pakistan Chair 

askzahid@gmail.com

Ralph Liew, RFC® 
Philippines Chair 

ralphliew@yahoo.com

Grace De Vera Escobar, RFC® 
Business Development Manager 

grace.escobar@iarfcphils.org Grace 

Arlene Baguyo 
Office Assistant 

arlene_baguyo@iarfcphils.org

Serene Ng 
Singapore Admin Assistant 

serene@iarfcsg.org

Richard Wu, RFC® 
Taiwan Chair 

richard@imm.com.tw

Carrier Wang 
Customer Service Representative 

carrier.wang@imm.com.tw

Raymond Lee 
Executive Secretary 

raymond.lee@iarfc.org.tw

Preecha Swasdpeera, MPA, MM, RFC® 
Thailand Chair 

preecha_sg@yahoo.com

Inshan Meahjohn, RFC® 
Trinidad Chair 

imeajohn@altuscompany.com

Nigel Salina, RFC® 
nsalina@nsa-clico.com

Danielle Brennan, BA 
dbrennan@altuscompany.com

IARFC INTERNATIONAL DIRECTORY

US STAFF DIRECTORY

The Register  |  October 2011 Page 3



The domestic media is not helping our 
economic recovery.  Some persons  
consider most of the American media  
to be “extreme left-wingers” who are failing 
in their investigative responsibilities and 
blindly support every initiative of the 
President.  Others decry the talk radio  
and TV commentator stars as “right-wing 
arch conservatives” who claim the sky is 
falling.  Unfortunately there is truth in both 
postures.  But I would like to share with you 
some recent observations — and share a 
message of hope.

The IARFC has been developing, delivering 
and enhancing a Workshop on Business 
Owner Consulting.  I thought we might  
get a few attendees, and then the  
numbers would decline.  To the contrary  
the attendance is growing, and we have 
even had two persons sign up to attend  
for the second time.  These consultants  
feel that regardless of our current situation, 
the “grass will get greener.”  The drought is 
in Texas, not in the opportunities that 
abound for RFCs who want to serve an 
expanding market.

We held a workshop in Charlotte, North 
Carolina, and I decided to drive, rather than 
fly, since I might save the IARFC a bit of 
travel expense.  My route went through 
Southern Ohio, Central Kentucky, Eastern 
Tennessee, Western North Carolina and the 
Western tip of Virginia.  I was afraid this 
would be seriously depressed country.  But I 
was surprised.  Everywhere there were small 
businesses remodeling and flourishing.  
Small plants had worker cars in the lot, and 
many were adding space.  I thought, 
“Maybe all this is the result of the surging 
popularity of NASCAR race tracks.”

But that was not so.  It was the spirit of 
American business.  They had taken a 
beating, gotten up off the canvas and  
were preparing to record a victory over  
all the governmental mismanagement  
(of both parties) that had created the 
economic malaise.  One business owner 
told me, “We are doing things differently 
now.  We arrive early and we work late, and 
we don’t expect to be paid extra.  Many of 
us are making one or two sales calls on the 
phone at lunch time or on the way home.  

It doesn’t take much to go from failure  
to success.”  Remember Frank Bettger’s 
book, in “How I Raised Myself from 
Failure to Success Selling?”  Maybe now 
would be a good time to re-read it.  
Opportunity is still knocking.

The critical point is that if you want  
to improve your practice (and your  
personal income) you must start doing 
things differently, more effectively.  Most 
financial consultants have all the  
technical knowledge and skills required.  
They have just gradually fallen behind  
in their marketing.  The market is still  
there, it is just found in different places.  
They are not asking for the order in the  
best fashion.  

•	 	When	the	IRAs	are	down,	you	can’t	
support yourself with IRA rollovers.  

•	 	The	percentage	rates	on	managed	
investment accounts are declining.

•	 	The	balance	of	accounts	that	will	consider	
shifting management is declining.

•	 	People	understand	they	need	to	pay	a	
fee for advice and service.

•	 	The	need	for	insurance	coverage	has	
never been greater than today.

•	 	Very,	very	few	persons	are	entering	
financial services now.

Maybe you do not feel comfortable calling 
on small and medium businesses.  But the 
principle still applies:  

Find a good market for you, and  
pursue it aggressively and professionally!

Please read the article in this issue of  
the Register, entitled “Disaster Looms!”   
The problem is business owners and  
those who have a professional practice  
are in desperate need for your services — 
they just do not realize the need.  The  
same is true for individuals, of all 
occupations and all ages.  They need  
your financial expertise.

Many families and businesses are in 
financial distress, and yet the opportunities 
for them abound.  However, they cannot  
get from where they are today, to where 
they want to be in the future – without  
your help!

Marketing and public relationship specialists 
are fond of saying “Perception is Reality” 
Let’s look at a few of these perceptions:

•	 	A	Consultant	is	Smarter	than	 
a Salesman

•	 	Services	offered	for	Free	are	 
Less Valuable

•	 If	it	is	Fully	Guaranteed,	it	must	be	Better
•	 	If	you	are	Published,	you’re	more	

Knowledgeable

Now, we know that those are not 
necessarily true.  But they are the 
perceptions shared by most persons.   
The more expensive the car, the greater  
will be its performance and safety.  Not 
necessarily true either!  

So if you can correct your Perception, you 
will change your Reality.  Your perceived 
value will increase, and so will your income.

In the last several years the Register has 
had great articles from practitioners, and 
various advisors to advisor, like Wally Cato, 
Maribeth Kuzmenski, Katherine Vessenes, 
Lew Nason, and Bill Moore – not to 
mention successful financial advisors like 
Jerry Royer, Phil Calandra.  They have 
stressed the need to polish your image, and  
the tools you use.  

That is why in our Business Owner 
Consulting Workshop we departed from  
the customary approach.  We did not  
tell attendees what to do, describe how  
to do it, and turn the responsibility over  
to them.  We have given the participants  
all the polished tools – ready to be used.   
I am not so naive as to believe all will  
take those tools in hand and carve out a 
new economic status.  But many are doing 
just that.  

The Market is out there, the needs  
are great, and opportunity is knocking.   
Are you listening?  Are you ready to open 
the door?   

From the Chairman’s Desk…

Opportunity Still Knocks

Scan this  
QR code  
with your 
smartphone
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that we do not want to have, but it is the 
most needful to plan for since in real life 
there is always an “End of the Line.”  

When as young children we played “Trains” 
we often discovered that there were quite a 
few things that we did not agree on simply 
because we never established the ground 
rules for the game.  However, we all know 
the ground rules for life and we all end up 
in much the same situation.  A planner 
friend of mine said one time “the problem 
with life is that eventually you end up 
dead”!  Now that may seem a little crass to 
some but it is the truth!  “Another problem,” 
he would continue, “is that most people 
end up dead-broke” adding insult to injury 
for their families and loved ones.    

Providing End of Life Decision Planning  
with your clients as a trusted advisor is  
the key to being able to enjoy the ride and 
scenery all the way to the “End of The Line.” 
For your clients, with peace of mind that 
their final wishes are communicated, stored, 
and provided for, it alleviates the strain  
and stress upon those that they care the 
most about. 

Who worries about these kinds of things?  
That is what we recently heard from one of 

our advisors!  Our answer — well a lot of 
people, not only during our day but in 
history as well!  Why do you think the 
Pyramids were built, or the Taj Mahal or  
the Mausoleum of Halicarnass?  These are 
but three of the Wonders of the Ancient 
World.  They are examples of people who 
thought about the end of the line and did 
something magnanimous about it so that 
others were comforted after the loss of their 
loved ones. 

Consider the history of the Taj Mahal.   
It was built in memory of the wife of 
Emperor Shah Jahan as a monument to  
her memory and her fertility because she 
gave him fourteen children in eighteen 
years.  Now that truly was the “End of the 
Line” for her.  The point is that you and  
I do not have to build a grand monument.  
We can if that is what we want!  All we  
have to do is talk about a few topics with 
our clients as competent and caring advisors 
and get a plan in place that will honor  
what is most important to them and their 
families.  Then enjoy the ride all the way to 
the “End of the Line” 

One such simple conversation to have  
with your clients is; “Who is going to pay  
for your funeral when you pass away?”   

In Colorado we love trains — from the old 
fashioned steam locomotives to the modern 
gas powered coal moving machines that 
seem to never wear out or give in to the 
mountainous terrain of our native Colorado 
Rocky Mountains.  

Like us, you may have had many 
memorable holiday seasons as children 
playing with model trains and combining 
track pieces to make it bigger and more 
exciting.  However, I always wondered 
where is this train heading?  And what will 
happen at the “End of the Line?”   

I figured out that when we played “Trains,” 
typically I wanted to make stops, do 
something then get back on and go  
home.  Many times, however, my friends 
were content to simply keep on riding till 
they fell asleep across the track or lost 
interest completely.  Thankfully these were 
only toy trains!

In over eighteen years in the Insurance and 
Financial Planning industry, I have spent 
countless hours counseling clients and other 
professionals on what happens at the “End 
of the Line.”  One of the most overlooked 
areas of planning is called End of Life 
Decision Planning.  It is the conversation 

At The End Of The Line,  
What Is Most Important To You?



desirable, consider adding the crown jewel 
of End of Life Planning to your practice 
which is the conversation surrounding 
Legacy Creation.  According to the “Allianz 
American Legacies Study” there are four 
parts to Legacy Creation that can provide 
you with an engaging and effective 
conversation platform which you can use 
with EVERY client to uncover more business.  

According to the study the four areas are:

1.  Values and life lessons, 
2.  Instructions and wishes to be fulfilled, 
3.   Personal possessions of emotional 

value and, 
4.  Financial assets and/or real estate.  

A random sampling from the study of  
2,627 boomers and elders, asked them to 
identify how they define leaving a legacy 
and how families communicate about these 
sensitive issues.  The study found that at the 
very top of the list, both boomers and elders 
were more interested in leaving a legacy 
that would communicate their life stories, 
family traditions and history as well as 
values and wishes. 

End of Life Planning gives you a “track” to 
run on to help clients link together all their 
plans, wishes and desires along with solid 
financial and estate planning to help your 
clients enjoy the ride all the way to the “End 
of the Line!”   

This one simple question has been 
responsible for the sales of literally 
hundreds of thousands of simple yet 
powerful products called “Irrevocable 
Funeral Expense Trusts” (IFET).  Which are 
“Guaranteed Issue” and very uncomplicated 
yet help to complete the client’s financial 
planning puzzle as it relates to end of life 
decisions along with other important 
documents.  The IFET has been the track  
of planning upon which many advisors  
have literally transformed their planning 
process and marketing effectiveness to build 
their practice. 

At End of Life Planning Network we have 
identified six areas of planning that a 
financial advisor should become conversant 
and knowledgeable in: Final Expense 
Planning along with Tribute Planning, Legacy 
Creation, Longevity Risk Mitigation, 
Retirement Planning, Inheritance Planning, 
and Charitable Giving Planning.  Each of 
these areas is quite comprehensive and 
requires an advisor to gather information 
based on meaningful conversations about 
the life journey of their client.  If you are 
able to address issues like these with your 
client you will surely be able to prove 
suitability for your recommendations and 
implementations with ease. 

For the advisor who wishes to set 
themselves apart from their competition 
and provide something to the market that is 
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Software, Training and Support 
for Financial AdvisorsThe� Suite

Interactive, Real-time, Personal Financial Planning System

Client Relationship Management Solutions for Financial Advisors

Presenting Your Financial Services to Prospects

Join a FREE Web Demo 800.666.1656 x13
FinancialSoftware.com

20%IARFC Member Discount

Randall Cox, RFC® is an eighteen year 
veteran of the Insurance Industry and an 
Ordained Minister.  He has served the 
industry through several national marketing 
companies as well as an advisor helping 
clients harmonize end of life decisions and 
estate planning in the areas of longevity risk 
mitigation, inheritance counseling, final 
disposition planning and retirement planning.  
Randy currently serves as the Executive 
Managing Director of End of Life Planning 
Network LLC, an educational company 
dedicated to advisor education in the arena 
of End of Life Planning and Legacy Creation.

Contact:  855 571 7526 
rc@eolpn.com 
www.eolpn.com

Randall Cox, RFC®
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Business Review and other 
credible publications report.  
Simply, the better way to sell 
is a process based on 
effective psychology.  

Funny thing, the people 
who are most successful 
at developing loyal 
clients, who then 
serve as advocates, 
tend to be the 
most 
sophisticated 
sellers.  They 
study their craft 
and improve 
their skills.  They 
understand this:

1. It’s not about closing.  It’s about helping.

2.  It’s not a numbers game.  If anything, it’s 
a game of relevance and connection.

3.  It’s not about benefits.  It’s based on the 
prospect’s values.

4. Selling is NOT simple. 

Rock Star?  

Across the world, families are playing with 
digital games (Rock Star, Guitar Hero).  
Those games give them a taste of what  
it feels like to play in a band.  Similarly, 
across the world, people are delivering their 
very first sales presentation.  Both sets of 
people quickly discover that it’s not as easy 
as it first appeared.  

Playing a musical instrument requires you to 
master complex motor skills and then apply 
them simultaneously with mental skills and 
intense focus.  And, that’s just to hack out 
“Stairway to Heaven” in your basement!  
I’ve played music professionally for many 
decades, so I’m intimately familiar with this 
process.  It ain’t easy, but when it comes 
together, it’s magic.

Hitting a golf ball, so it goes where you  
want it to go, is far more difficult than it 
looks. Again, you have to master motor 
skills.  Then, apply them under complete 
control — even on a tee shot.  

Riding a motorcycle — ditto.  In this case, 
though, if you don’t learn and master the 
motor skills, you risk propelling yourself into 
an immovable object.  The object always 
wins.  The stakes are a bit high.

Selling, again, is similar.  To orchestrate a 
sales conversation, requires the mastery of 
many different skills.  Then, you have to 
apply them in a process, while paying 
attention to what someone else is saying.  It 
is an art.  And, it is not simple.  So, why 
would anyone step into the sales arena 
unprepared.  Two reasons:  

First, it’s in hopes that mere luck or  
innate talent will win out.  Is it any  
wonder that the attrition rate in this  
industry is embarrassing?  

Second, many rookie sellers get terrible 
advice, evidenced by the four points listed 
above.  Selling is hard enough without bad 

In the beginning was the close, and the close 
was good because the buyer was ignorant of 
the close.  Then, buyers saw the close for 
what it was and many began to hiss at it and 
gnash their teeth.  But, woe were we as the 
close begat consultants, and the consultants 
begat trainers, and the trainers begat training 
VPs, and the world became dark.  The Old 
Ways have been fighting the truth ever since.

Consider the religion of the Old Ways.   
It’s based (in part) on these unfortunate 
directives:  

1.   ABC — Always Be Closing.  A perfect 
example.  What that means is, do 
everything possible to keep the buyer 
from saying No.

2.   Selling Is A Numbers Game.  Another 
perfect example.  It inspires you to fly 
through an endless list of “ups” to find 
the few who are receptive.  

3.   Sell Benefits, Not Features.  This advice is 
asinine unless you’ve already elicited 
what that prospect wants.  The only 
features that are relevant are those that 
match what he/she is looking for.

4.   Keep It Simple Stupid.  But not so simple 
that it’s stupid advice. 

Where did the Old Ways come from?  
Remember the Industrial Revolution?  
Inexpensive products were turned out quickly, 
and they needed buyers.  Remember the 
various wars?  Populations were “liberated” 
and needed products.  Yep.  It’s possible that 
the sales training you got (or are getting) is 
based on 18th century thinking.  Why else 
would it be so numbers driven?

The problems come when the same 
approach used for selling a tea kettle is also 
used to sell a financial product.  The two 
worlds do not coexist in comfort.

What is the better way?  

It’s not what I say.  It is what the research 
and the results say.  It’s what Harvard 

Thumbing Your Nose  
at Ignorance
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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.CriticalIllnessCoach.com
WilmaAnderson@q.com.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

Connie S.P. Chen, RFC®

Chen Planning Consultants, Inc.
CPCinc@chenplanning.com

212 426 1910

Mark Gremler, RFC®

Billion Dollar Mentoring
www.billiondollarmentoring.com

marketing@billiondollarmentoring.com
877 736 7492

Christopher Hill, RFC®
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advice.  When that bad advice comes from 
your employer, it is a recipe for failure.  Over 
the decades, I’ve observed what I think of as 
“Truths.”  Here are some that might provide 
better advice:

1.  Sales techniques that worked for  
one person, will not necessarily work  
for someone else who has different 
skills and talents.  For example, a hard 
driving sales person will sell in a very 
different way from anyone else.  Take 
what you can from whomever has  
the best advice, then adapt it to your 
own style.

2.  Technology forces us to adjust our  
sales messages.  The people who  
came into the business prior to the 
emergence of social media are often 
stuck in history and unable to use the 
new media effectively.  It’s like driving a 
Dodge Dart when everyone else is 
driving BMWs.

3.  Unless you can read your prospect, you 
stand a 75% chance of failure with him/
her.  We teach all our coaching clients a 
simple technique for reading people.  It 
is the key to doubling your production 
with very little effort.  Unless you can 
read your prospect, you deliver the 
same logic to everyone.  How could that 
be successful?

4.  Prospects generally are highly resistant 
to replacing their current advisor.  
Relationships are like big, powerful 
magnets.  Even when the current advisor 
is providing underwhelming service or 
performance, the client is still reluctant 
to replacing him/her.  So, offer a second 
opinion or a comparison.

5.  Prospects often have the wrong idea  
of what you do.  They don’t understand 
the difference between an agent, an 
advisor, a financial planner, banker, 
underwriter, etc.  To consumers, those 
are all the same.

6.  Prospects typically do not understand 
financial products beyond a very 
rudimentary level.  So, a reference to a 
technical term is totally lost on them, 
worse, it confuses them, and a confused 
mind always says No.

7.  People have pre-existing opinions  
about your industry, your company,  
your products and you — they might  
not be positive opinions. See the 
Edelman Trust Barometer, which shows 
the financial industry is not trusted.   
So, do not make the mistake of 

assuming your prospect really wants to 
hear from you.

The Old Ways sometimes work.  But, is  
that the kind of odds you want?  Do you 
want to gamble your career on 
“sometimes?”  Selling is not a job.  It’s a 
career.  Like any career, it demands 
continual learning.  If you are selling in the 
same way you did ten years ago, you’re 
probably long overdue for a review and 
adjustment.  My advice is to find someone 
who can help you sell in your own natural 
style, rather than someone else’s.

Your Reward.  These “tips” are just a tiny 
part of the good advice that’s available.  For 
the past ten years, we’ve been collecting 
effective sales tips and will soon release an 
eBook titled:  Selling for Intelligent People   
the — 80 Best Sales Tips.  But, if you’d like 
a peek, just let me know and I’ll send you 
“20 Terrific Sales Tips.”   

Michael Lovas is the author of twelve 
books, mainly on Professional Credibility 
and Psychological Communication in  
the financial industry.  He currently  
writes several columns and has been 
published more than a thousand times 
since 1986.  All of Michael’s work teaches 
professionals how to use simple, effective 
psychology to write more business and 
inspire their clients to love them.

Michael also holds the distinction of  
creating “Credibility Marketing” in 1991.   
He is also the cofounder and a principal  
of AboutPeople, a unique consultancy 
focused on helping advisors build  
credibility and relationships with their 
chosen target markets.

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

Michael Lovas
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losers seated at the bar with a beer in hand, 
everything looks normal.  But it’s not.  The 
winner has all of the losers’ money.  For the 
losers to drink beer, there had to have been 
an increase in the money supply.  Their 
debts will now subtract from their future 
production.  If they keep playing poker, and 
they keep losing, and they keep borrowing 
more money, their real production will 
continue to decline.  But, the bar can stay 
open as long as the losers can procure a 
loan.  Of course, the losers could stop 
drinking beer but then the bar would have 
to close down.

In our world, the poker game has been 
going on since the beginning of time and it 
has been played with a marked deck.  The 
bankers produced the cards and seduced 

It is now mid-August, 2011 and the stock 
market is stumbling into correction territory.  
I wonder what took it so long?  Stocks have 
enjoyed trillions in stimulus and Dow Jones 
Industrial Average member bailouts from 
the US gooberment.  Stocks have enjoyed 
trillions in stimulus from the Fed’s QE1 and 
QE2.  Stocks have enjoyed the Fed’s swim 
over to the Island of Barry where they now 
admit that interest rates will be zero forever 
and US Treasury bond yields will eventually 
drop the ‘yield’ ruse altogether.  But like a 
‘5-Hour Energy’ drink, the stimulus may be 
wearing off.  The stock market may have to 
stand on its own merits and not the merits 
of Federal Reserve inflation fanning.  Of 
course, all that ‘stimulus’ over the years 
came from borrowed money.  Now the 
debate is turning to the debt that was 
accrued in order to ensure that the 
executives of the biggest banks in the world 
got their multi-million dollar bonuses of 
which they no doubt earned by 
bankrupting their companies with 
the leverage of derivatives.  
This story just keeps playing 
like a sitcom rerun.

Now that our elite bankers 
have their bonuses tucked away 
and their businesses replenished 
with taxpayer monies, the oafs  
of the world are discovering  
that the debt pebble in their 
shoe has morphed into a 
boulder on their backs.  
The question of the day 
is about debt, both 
individual and 
sovereign, and the 
answer will dictate the 
future course of investing.

It’s pretty simple, really.  Let’s say five 
people are playing the card game of poker.  
At the end of the night, the one winner has 
wiped out the four losers.  The one winner 
can celebrate with the purchase of a beer 
but the other four are broke and have to 
drink water out of the faucet in the 
restroom.  Of course, the winner can only 
drink so much beer so he tucks the excess 
winnings away in his vault.  Now, if the four 
losers really want a beer, they can apply for 
and accept a loan.  Once again, the four 

Investing and Spending  
vs Fantasy and Truth

the losers with beer.  There has been one 
winner and many losers.  Today, many of the 
beer drinkers are broke and so overly 
indebted that they can no longer secure credit 
on which to continue drinking.  With few 
people at the bar, the bar owner is struggling 
to keep the doors open.  Here we go with the 
same threat that has echoed throughout time.  
We wouldn’t want the bar to close, would we?

Well, why not?  The only way to keep it  
open is to expand debt.  We need another 
TARP or QE or something from our bankers.  
Or do we?  If we stop drinking beer, perhaps 
our production will increase and eventually, 
we will be able to afford to come back to  
the bar.  The question is do we have the  
guts to put a ‘Closed’ sign on the bar?  I don’t 
think so.  Thus, we sit and watch the same 
sitcom rerun. 

In real terms, the US economy and the EU 
economy have both stalled to sub-1% 
growth in the second quarter.  Both 
economies are restrained by too much 

debt.  Or, if you will, not enough people 
can afford to drink a beer at the end of the 

day.  Money is not turning over and 
economic growth is missing a catalyst.  

Inevitably when this happens, 
gooberments feel obligated to step 

in.  Central banks just can’t help 
themselves.  Their solutions to too 

much debt is more debt and more 
spending.  Where do gooberments get the 

money to spend?  From taxpayers.  One could 
argue that this arrangement does not produce 
a dime in positive production.  The 
gooberment simply takes money from the 
citizen and directs the spending.  Left alone, 
the citizen would decide the course of 
spending.  Either way, it is the same dime!  
But now, the leaders of gooberments 
everywhere have decided to change the 
vernacular from ‘spending‘ to ‘investing’.   
Just how stupid has the human species 
become where they don’t understand that 
‘investing‘ is the same as ‘spending’?  The  
US Federal Reserve takes in about $2.1 trillion 
in taxation per year.  (In case you don’t know, 
all taxes are collected by the IRS and 
deposited into Federal Reserve banks.)  That 
money is mostly wasted on federal salaries 
and federal programs that don’t produce a 
single thing for a single person.  Left alone, 
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taxpayers would spend this money as 
necessary.  So, it is a statement of complete 
mendacity to call this ‘investing’.  I think we 
all know that the gooberment just wants to 
keep the bar open at any cost.  We should 
all take note that the White House’s CBO 
estimates that this taxation figure will 
increase over the next two years from the 
present $2.1 trillion to $3 trillion.  We should 
also take note that they have taken to 
substituting ‘revenue’ for ‘taxes’. 

So the question must be answered.  How 
do we produce more beer drinkers?  Uh, I 
mean, how do we get more people in the 
bar spending money?  Stated differently, 
how do we increase production and how do 
we increase the number of productive 
citizens that garner enough wealth to spend 
and grow the economy? 

We could reduce debts but that would be 
counterproductive to banks.  They make 
money on debt and they make money on 
the derivatives that are tied to that debt.  So 
that’s out.  We can see that the US just 
increased its debt ceiling from $14 trillion to 
$17 trillion.  That will only hold for two more 
years at most.  Then the sitting Congress will 
have to think about raising the debt ceiling 
to $20 trillion and beyond.  No one, not 
even the Federal Reserve, will continue to 
buy this much debt unless the taxation can 
be increased to pay the interest coupons.  
Where will the US get the extra tax money?

Every now and then, fantasy and lies are 
dissolved by the truth.  The truth cannot be 
denied.  It cannot be misinterpreted.  It 
cannot be distorted.  The week of August 8, 
2011 thru August 12, 2011, gave us an 
insight into what happens when the truth 
gets injected into the stock market. 

For the first time in history, the Dow 
experienced four consecutive days where 
the closing price was 400 points higher or 
lower than the previous closing price.  The 
major US indices lapsed into confirmed 
corrections and threatened to sink into bear 
market levels.  At the end of the week, the 
indices were down a bit over 1.5%.  That 
drop masks the incredible volatility with the 
Dow dropping 5.5% on Monday, rising 4% 
on Tuesday, dropping 4.6% on Wednesday, 
rising 3.9% on Thursday, and rising 1.1% on 
Friday.  Tuesday’s rise was all due to a 
600-point rally in the last hour of trading 
orchestrated no doubt by the Plunge 
Protection Team.  Volume was similar to the 
March of 2009 PPT move.  Where did all 
this volatility come from?

Let’s ignore the fantasy and embrace the 
truth with one example.

The current regime seems to think the  
US debt problem can be cured by 
increasing the taxes on the ‘fat cats’.   
The truth is the fat cats already pay most  
of the taxes.  The debt has ballooned 
because of fantasy thinking, lies, and  
regime incompetence.  Consider a few 
companies that the regime operates.   

Fannie Mae lost $5.1 billion in Q2 but 
issued $2.3 billion in dividend payments to 
the Treasury.  How ridiculous is that?

The Post Office lost $3 billion in Q2 2011 
and can’t make their $5 billion mandated 
pension funding payment to the Federal 
Employee Retirement System. 

Amtrak lost $1 billion (2010).

Aside from the $100 billion or so of 
taxpayer money already ‘invested’ in Fannie 
and Freddie, let’s take the $5 billion in 
quarterly losses and multiply by four 
quarters.  Let’s do the same for the Post 
Office.  Now we have annualized projected 
losses of $32 billion plus Amtrak’s $1 billion 
to bring us to $33 billion total.  The top 
10% of income earners (about 14,000,000 
taxpayers earning in excess of $113,000 
AGI) pay about 70% of all taxes (IRS data).  
Since the US Treasury will have to write a 
check to these money losing government 
institutions, the taxpayers essentially pay for 
all these government subsidized loses.  So, 
if the ‘fat cats’ have to pay for 70% of these 
losses, $33,000,000,000 times 70% equals 
$23,100,000,000.  Now, $23,100,000,000 
divided by 14,000,000 (‘fat cats’) equals 
$1,643 per ‘fat cat’.  The portion of the tax 
bill for the ‘non-fat cats’ (126,000,000 
taxpayers divided into $9,900,000,000) is 
$79 per taxpayer. Aren’t the fat cats paying 
their ‘fair share’?

‘Fat cats’ already pay other taxes that  
‘skinny cats’ don’t.  The stock market is  
the capital structure that allows publicly 
traded businesses to function, grow, and 
produce jobs.  Fat cats own almost all  
the stock and therefore pay capital gains 
taxes as well as dividend taxes. Skinny cats 
pay neither but find employment from the 
effort of fat cats.

‘Fat cats’ own the real estate where the 
skinny cats work and rent shelter.  Yes, there 
is some pass through but the fat cats pay 
the real estate taxes as well as sales taxes 
when they sell such properties.

‘Fat cats’ pay the employer half of the 
Medicare/Medicaid taxes.  They pay 
business taxes and licenses.  They pay the 
myriad of government regulation fees.   

They run all the risk of government seizure 
and closure for failure to comply with any  
of the litany of business requirements 
imposed by such government.  The skinny 
cats are absolved of all such responsibility 
and taxation.

Again, there is some degree of pass-through 
as the wealthy that own the businesses 
simply pass on extra costs and taxes to  
the consumer and employees.  To that 
argument, raising taxes on the ‘fat cats’  
is really a tax increase on the skinny  
cats.  Other argument is that the fat  
cats already pay a great percentage of  
the taxes in the US already.  Many of  
these taxes take a form other than federal 
income tax. 

So the debate on how to solve the US debt 
addiction has finally burst into the public 
conscience.  We can proceed with fantasy or 
truth.  It should be pretty obvious that the 
stock market is not a fan of the truth.  
Neither is the gooberment.  That leaves us 
with investing in fantasy.  Uumph — I guess 
nothing has really changed!   

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

Contact:  704 563 2960
barry@bmfinvest.com

Barry M. Ferguson, RFC®
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here and now and what they can logically 
anticipate, or what they saw happen to a 
friend, then by all means, focus on Critical 
Illness insurance first.  Next, review their 
investments. Make your recommendations, 
do the planning, win the client’s trust, and 
then address LTCI afterwards.

Let’s look at a real-life example.  Jim is  
a successful 50-year-old homebuilder  
with 2 kids in elementary school.  He’s the 
sole owner of his company.  Talking to this 
client will probably involve some discussion 
about his family, his intense focus on 
business growth, the tough economic times 
and what he’s had to do, plus his inability to 
save as much as he wants to.  That’s a 
PERFECT preliminary discussion for the 
importance of having Critical Illness 
insurance!  If he can’t imagine long term 
care costs in the future, then remind your 
client that the American General Critical 
Illness policy will convert to a pool of money 
that can be available to him in one lump 
sum after age 70 and when he needs 
assistance with 2 activities of daily living.  
It’s one of the BEST products on the 
market today.

As you plan for Jim’s retirement, if you 
chose to sell him the American General 
policy he’ll have a Critical Illness policy  
that can convert to an LTCI pool of money 
and you would have also worked with this 
client on his investments too.  Perhaps  
you’ll create “income ladders” composed  
of fixed-income investments, such as 
immediate annuities, bonds or CDs. These 
will provide safe, steady, dependable 
income since he’ll need to replace his 
paychecks in retirement.

An individual who retires always has to 
balance his/her immediate needs, which 
require liquid assets, with long-term 
retirement objectives, which require that 
some assets remain invested and continue 
to grow.  As Advisors, we have to be 
sensitive to so many issues and we have to 
carefully guide our clients through the maze 
of choices that are available to them.

With that in mind, I make sure never to 
forget about Critical Illness insurance and 
Long Term Care insurance as planning tools 
to protect the clients’ families and their 
invested dollars.  It just makes good 
planning financial sense as an RFC.

The suggestions to this sample client,  
Jim, illustrate an important principal:   
Don’t put all your planning eggs in  
one basket  It’s important to diversify the 
choices we give to clients and make sure to 
integrate long term care and critical illness 
insurance planning into each of the financial 
plans that we provide.   

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

Contact: 720 344 0312
wilmaanderson@q.com
www.WilmaAnderson.com

Tax-deferred plans like 401(k) and profit-
sharing plans that a company may offer are 
great for employees, but what can you do 
when your pre-retirement client is a business 
owner looking for additional solutions?

If you don’t explore all the options available 
to pre-retirees, you could be missing 
opportunities to help your new and 
prospective clients and even worse, lose 
sales this Fall.

Before doing pre-retirement tax and 
investment planning, try to encourage your 
client to select a long term care insurance 
policy from a rock-solid company like John 
Hancock or Genworth.  While it is difficult  
to persuade people in their 40s and 50s 
that they need Long Term Care insurance 
(LTCI), the decision is vital.  If you just can’t 
persuade that super-healthy CEO who  
owns a business and who has a growing 
family to apply for LTCI coverage, then  
by all means, introduce Critical Illness 
insurance from companies like American 
General or Assurity.

LTCI buys clients freedom from the burden 
of paying for long term care costs in  
the future.  Once they’re covered, you  
can plan without having to set aside 
contingency funds to pay for a nursing 
home, home care or an assisted living 
facility.  CI (Critical Illness) coverage will 
pay your client one lump sum of money 
when they have a health event like a heart 
attack, cancer, or a stroke.  That money  
can be used to fund their lifestyle or fund 
their business’ operating costs while they 
recuperate.  Too many Agents today forget 
to mention these 2 products.  If you’re 
one of those Agents, it’s time to re-think 
your strategy.

Many clients in their 40s and 50s won’t 
consider LTCI right away.  But Critical Illness 
insurance DOES make sense because 
everyone knows someone who had an 
unexpected heart attack… and survived, 
(especially in these trying economic  
times)!  If your client wants to focus on the 

Wilma G. Anderson, RFC®

Exploring All Options  
Means Better Solutions…  
And More Sales!



Page 12 The Register  |  October 2011

•	 	24% of Boomers say they have no 
retirement savings. 

•	 	64% feel that Social Security will be 
their main source of retirement income.

•	 	25% of Boomers in the work force say 
they will never retire. 

•	 	66% of working Boomers intend to 
work part-time or full-time after they end 
their careers.  Yet the most recent Social 
Security Administration figures (2008) 
show that less than 50% of Americans 
age 65-74 earned income from a job.3

Reinforcing this pessimism is a 2009 
research report by Robert Novy-Marx of  
the University of Chicago and Joshua D. 
Rauh of Northwestern’s Kellogg School of 
Management in which they calculated the 
combined pension liability for all 50 U.S. 
states.  The report estimated that combined, 
all 50 states had 2008 pension liabilities of 
$5.17 trillion, yet only had set aside $1.94 
trillion in state pension funds at the end of 
2008.  Now although the stock-market has 
risen significantly since 2008, current and 
future retirees are right to be very anxious 
about their retirement. 4

 
Hopefully, you are one of the fortunate 
few.  The Associated Press/NBC poll found 
that nearly 1-in-10 respondents had more 
than $500,000 in dedicated retirement 
savings.  Additionally, about half of those 
surveyed had retirement savings of more than 

Boomers, this is not your parents retirement.  
According to the Employee Benefit Research 
Institute (EBRI), in 1980, 39% of American 
workers had a pension that paid a guaranteed 
payout during retirement.  In 2010, that 
number had shrunk so that 15% of workers 
now have pensions.  This is very significant 
because effective January 1, 2011, every day 
for the next 19 years 10,000 Baby Boomers 
turn age 65!  This might explain why 27% of 
all workers are “not at all confident about 
having enough money for retirement”, and 
“74% of workers plan to work in retirement”.1 
 
Also, Boomers live longer, as The National 
Center for Health Statistics reports, the life 
expectancy at birth of an American male is 
75.7 years today, an increase of 10.1 years 
since 1950.  The life expectancy at birth of an 
American female is 80.6 years today, an 
increase of 9.5 years since 1950.  Social 
Security Administration now reports that in 
1950, there were 16 workers per retiree and 
at the end of 2010, there were 3.3 workers 
per retiree.
 
What do you Boomers think?  Besides the 
EBRI’s annual Retirement Confidence survey,2 
there have been numerous recent polls all 
measuring the growing pessimism amongst 
Baby Boomers. Here are some highlights from 
one, the Associated Press and NBC’s 
LifeGoesStrong.com polling from earlier this 
spring:

•	 	Only	11% of Boomers think they will retire 
to a comfortable lifestyle.

Baby Boomers  
Need Help  
& Hope  
To Keep 
Retirement  
Dreams Alive

$100,000.3  Yet this still begs the ultimate 
retirement question of… Is That Enough? 

Well, 72% of American workers surveyed by 
the EBRI believe that they will need to 
accumulate no more than $1 million to 
enjoy a comfortable lifestyle during their 
retirement years.
 
A million is not what it used to be!  
Based on work done by BTN Research  
a lump-sum of $1 million in a tax-deferred 
account (like an IRA or 401k) will sustain  
a consistent $73,800 withdrawal for 
25-years assuming the assets continue  
to earn 6% per annum.  However,  
if the $73,800 annual withdrawal is 
adjusted upward each year to account  
for an assumed 3% rate of inflation,  
the funds are able to make only  
17 years of payments.  This of course 
ignores the impact of taxes due on each  
withdrawal and the likely-hood that  
taxes will also be higher in the future  
than they are today.  
 
Steps today to save your tomorrow?   
First review the sources of retirement 
income that you will have in the future  
and make certain that you are maximizing 
them to the fullest extent.  Look at your 
debt today and what it would be when  
you retire and focus on how it can be 
eliminated.  Decide if retiring later is right 
for you?  Or if changing your retirement 
assumptions is the right move to make.   
A delay in your start date could give you 
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added years of saving earned income and 
more group health coverage.  You would 
also apply for Social Security later, which can 
result in substantially greater benefits during 
the remainder of your life.  Consider all of 
the available tax reduction strategies 
appropriate for your tax situation. 
 
Stop procrastinating because tomorrow is 
here.  Use all the resources at your disposal 
and don’t be afraid to get independent 
evaluations of your current situation and 
prospective retirement plans!   

Citations
1 -http://www.ebri.org/pdf/surveys/rcs/2011/EBRI_03-2011_ 
No355_RCS-11.pdf [3/31/11]
2-http://www.ebri.org/surveys/rcs/2011/ [4/27/11]
3-msnbc.msn.com/id/42436897/ns/business-personal_
finance/t/poll-reveals-baby-boomers-retirement-fears/ 
[4/5/11]
4 -http://www.kellogg.northwestern.edu/faculty/rauh/
research/JEP_Fall2009.pdf [9/30/10]

Walid L. Petiri, AAMS, RFC®, Chief Strategist 
for Financial Management Strategies, LLC 
located in Baltimore, MD.  Mr. Petiri is a RIA 
and has frequently been heard on radio as 
a financial commentator, appeared on 
television regarding the economic downturn, 
and regarding residential land development.  
He has been interviewed and quoted by the 
Investment News magazine, written for the 
Journal of Personal Finance, the Register, 
Popular Finance (of China), and publishes a 
monthly financial advice column called the 
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serves on the Finance Committee of 
Associated Black Charities. 
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Would you like to know their secrets and learn how to:

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

2. Create immediate trust and confidence with your audience!

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

4. Collect $1,000,000 of annuity premiums each month!
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LET OUR STRENGTHS BE YOUR ADVANTAGE.

(Willing to Relocate?)

Walid L. Petiri, AAMS, RFC®
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I needed to learn more about Medicare and 
Medicaid, so I took courses to learn more 
about financial and estate planning and 
ultimately became a certified estate 
planning professional, through the ABTS 
Institute.  When I received an offer to sell 
my pharmacy, I accepted it and pursued 
what I really love to do.  That was 17 years 
ago and I have been helping people avoid 
the problems that I saw my mother go 
through ever since.  I now work with 
attorneys in the tri-state area.

What financial services training and 
education have you received?

First, I studied for and passed the NASD 
Exam.  NASD is now the Financial 
Regulatory Agency.  I hold the Series 7, the 
Series 63 and the Series 65 designations.  I 
also hold the RFC designation and I am a 
proud member of the IARFC.  With the 
ever-evolving industry, I continually enroll in 
courses to ensure that my clients are getting 
the best advice they can.

With an education in Pharmacy, what led 
you to enter the field of financial services?

Two things prompted me to change careers 
after 20 years as a pharmacist.  First, I 
always had a strong interest in the markets 
and the economy.  Secondly, when my 
mother got sick and went into a nursing 
home, I saw firsthand the terrible things that 
can happen to a person who hasn’t planned 
for long-term care, emotionally, personally 
and financially.
 

Profile Interview

“There are many ways I help 

make a difference.  First, I help 

people support the causes that 

are dear to them, from religious 

concerns to health issues and 

humanitarian charities.  There 

are tools and techniques we can 

use for them to help others 

without taking away from their 

family resources.”

Sidney 
Abramowitz
The Business of Life
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Did you have success early on?

Yes.  I was presenting seminars for  
public information to help people  
prepare for the certainty of uncertainty  
and within two months I knew I had  
made the right decision to work in  
financial services.  Most of the people  
came up to meet me after each seminar 
and asked if I could help with their 
retirement plans.  They realized I could 
provide a valuable service and many 
recommended their friends and family 
members to me.  These referrals keep 
coming and they are the best compliments 
my clients can give me.  I am very grateful.

I am a member of the CLTC and I am 
licensed in NY, CT and NJ to sell Long-Term 
Care Partnership Insurance.  

What challenges have you met over  
the years?

I embrace the challenge of continually 
learning.  The effort is always rewarded in 
the new benefits I can bring to my clients.  
It’s very important to keep up with the 
financial planning industry and I put a lot of 
time into researching and learning about the 
latest happenings in the world of finance.  

There is always that extra course or webinar 
to attend, as well as ongoing classes in 
estate planning and insurance.  Laws are 
changing all the time, and thus require new 
techniques to help people navigate through 
all of their options.  Additionally, Ameriprise 
provides us with up-to-the-minute briefings, 
morning notes and webinars on a 
continuous basis.

What is your general approach in serving 
as a Registered Financial Consultant?

I listen and spend a lot of time with each 
client.  I will meet with prospective and 
current clients and have a general 
discussion with them to discover what their 
goals are.  What do they want in life?  What 
makes them tick?  If money were not an 
issue, how would they live?  If I am going to 
provide the best advice, I must be crystal 
clear on what they need and want in their 
lives.

We discuss the clients’ current investments 
and review the reasons for the purchases.  
After thoroughly analyzing their financial 
situation, I make recommendations.  I do 
not sell products, rather, I recommend 
strategies, specifying the pros and cons for 
each idea and I help the clients make the 
choices that are right for them.  Afterwards, 
we track their holdings on an ongoing basis.

Sidney and wife, Yehudis

Sidney’s daughter 
Rochel with 
husband, Yisroel 
and children

I feel I have a moral obligation to help 
people and prefer to not to think of myself 
as being in the investment business; rather, 
I am in the business of life.  That’s what 
moves me.  I’ve helped many people along 
the way and the satisfaction is tremendous.  
I have a great sense of pride and joy when I 
help others achieve their goals and desires.  

What is your primary area of expertise?

Planning for a comfortable retirement is one 
of the areas I specialize in, particularly with 
respect to helping people before and 
in-retirement manage their taxes.  State and 
income taxes can be quite high and there 
are techniques that can help manage taxes 
by utilizing more tax efficient vehicles.  

Tell us what people should look for in a 
financial advisor?

There are a series of questions that should 
be asked of the advisor.  What is his/her 

investment philosophy?  What does he/she 
specialize in?  How does he/she provide 
service?  What are his/her strategies?  How 
much time will he/she spend with me?  
What are his/her fees?  Will I be able to 
meet with him/her in person?  Some firms 
have special presenters and then assign a 
different person to the account.  Find out 
exactly who will be the one who actually 
works with you, not just the person who 
oversees your account.  Then make sure the 
advisor listens to what you have to say and 
understands your particular circumstances.

Why should people look to professional 
advisors when they can be self-directed 
investors?

Many times a person’s emotions will propel 
them to make poor decisions.  We’re all 
human beings and tend to second-guess 
ourselves.  It is counter intuitive to make 
your own decisions when you see your 
investments going up or down.  
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When the market dropped in 2008, people 
sold low and locked in a loss, then waited 
too long before they invested again.  A 
professional will caution against selling an 
investment marked for growth if it is not 
necessary.  We want to reverse that process.  
A disciplined approach will continually 
re-balance a portfolio by selling a portion of 
an investment that went up and buying 
another that did not, but is projected to grow.

Everyone in Ameriprise has an advisor.  Even 
I have an advisor at Ameriprise.  Why?  I, like 
all others, want to alleviate the emotional 
component of investing.  I have ideas, but 
when it comes to my personal investments, 
many times my analytical skills are not able 
to withstand the force of my emotions.

How do you attract new clients?

I host a dinner once a month in a pleasant 
restaurant, where I invite my clients to join 
me and bring along anyone they care about: 
people to whom they would like to 
introduce some new financial ideas and 
strategies.  It’s an informal event, where one 
couple will bring another.  We discuss 
current events, economic happenings in the 
world and how to prepare for events that 
may affect them.  We have a lively question 
and answer period during which I find out 
what is on people’s minds and what they 
need help with.  I also conduct more formal 
educational seminars and respond to 
inquiries generated though our website.

How does Ameriprise help you best serve 
your clients?

I joined Ameriprise for its best-in-class support 
system.  Ameriprise provides a thorough and 
intelligent amount of support through our 
AdvisorCompass® system, an exclusive 
financial advisor portal designed by advisors 
for advisors.  We also have access to 
Ameriprise University and Professional 
Conferences at our Minneapolis headquarters.  

Ameriprise maintains a large network of 
professionals whereby we can have all types 
of professional advice at our fingertips from 
attorneys, accountants, and investment 
specialists.  Ameriprise is truly a business 
community where we have numerous 
opportunities to meet the top people in our 
company and network with our peers and 
train leaders to stay ahead of the curve.

How does membership in the IARFC help 
you in your career?

The initial training to gain membership in 
the IARFC and the organization’s ongoing 
educational programs are amazing.  Their 

experts in the field detail the best practices 
for the actual implementation of financial 
planning and how to stay in constant touch 
with the client.  The IARFC stresses that 
because life is dynamic, financial planning 
must be dynamic.  Instead of developing a 
plan and putting it on the shelf, the plan 
must be revisited regularly and tweaked to 
reflect changes in lifestyle, the economy, 
and in the world.

How else do you help others in life?

There are many ways I help make a 
difference.  First I help people support the 
causes that are dear to them, from religious 
concerns to health issues and humanitarian 
charities.  There are tools and techniques 
we can use for them to help others without 
taking away from their family resources.  

Some of my clients run charitable 
organizations that I rally support for by 
recruiting volunteers to physically participate 
in fundraising events.  I am also involved in 
my synagogue and work with several 
organizations that provide food and clothing 

to people in need.  I am particularly 
supportive of organizations where I know 
the money is going directly to the cause and 
not to support large executive salaries.

What do you find most rewarding in your 
career?

Being a game changer in people’s lives.  It 
could be getting younger people who may 
not be thinking about it to obtain the proper 
insurance that will help their families.  One 
of my friends passed away in his 40’s.  He 
wasn’t thinking about it and did not have a 
plan for his family’s life in such an event.  
That’s just one of many reasons I feel I have 
a moral obligation to help others prepare for 
the unexpected.  I bring up these topics 
knowing that I am helping to protect my 
clients.  The satisfaction of preparing others 
for the certainty of uncertainty is 
incalculable.  I live for that.   

Contact: 973 549 6718 
sidney.y.abramowitz@ampf.com
www.ameriprise.com

Sidney , wife Yehudis at 
the wedding of Grandson 

Tzvi Warburg 

Four of the 
granddaughters L to R:  
Rena, Yaffa, Bracha and 
Chani Goldbaum



Think of it as a business:  
Start playing football, part 1
by Katherine Vessenes, JD, CFP®, RFC®

COMPLIANCE-FRIENDLY MARKETING

Practice management for financial advisors 
and broker dealers is a lot like sports.

As practice management coaches and 
consultants, we have discovered every 
financial advisor starts out playing golf.  The 
nice thing about golf is it’s a solo activity.  All 
you really need is yourself and a good set of 
clubs.  If you are more successful, you might 
have a caddy to help you cart the clubs 
down the fairway.  With a caddy, you can 
preserve some of your energy, play longer 
and make more shots. 

Many advisors are playing golf their entire life.  
The business is strictly up to them.  They not 
only call all the shots, they must make all the 
shots in order to bring home a steady income.

Some advisors become so successful, they 
want to move their financial practice to 
playing the next game:  basketball.  In 
basketball, five sweaty athletes do their best 
to get the ball down the court and into the 
hoop.  It is a game where defined positions 
don’t mean much because the entire goal is 
to get a person in the right place at the right 
time to shoot.  If one person cannot sink the 
ball, the ball is passed, sometimes many 
times, until finally someone else is in the 
right spot to make a goal.  

Once an advisor starts playing basketball, all 
the employees and staff are scurrying 
around just trying to help make the shots or 
close the sales.  Their jobs are not fully 
defined, their roles are fluid and their tasks 
overlap with everyone else’s.  The shot, or 
closing the sale and bringing in more 
income, is their sole focus.

Sooner or later, the superstars must transfer 
their practice from basketball to playing 
football.  Football is a much more role-defined 
game.  In basketball, players are in free-form 
motion, trying to get close to the hoop and be 
open to take a shot.  In football, you have 11 
players, each having a defined role with each 
play.  All players must, in their individual roles, 
be working in harmony in order to score a 
touchdown.  The left offensive tackle may be 
required to move four steps back and two to 

the right in order to protect the quarterback.  If 
the tackle decides that on this particular play 
he really does not feel like doing that and 
would rather move three steps forward and 
two steps to the left, he will not protect the 
quarterback who gets sacked.  Scoring 
becomes impossible.  The same is true with 
the employees in your practice.

As financial advisory and insurance practices 
get larger, they have to stop playing 
basketball and start moving toward playing 
football.  If they do not, chaos follows. 

In following articles we will be discussing 
more about moving to football.    

Katherine Vessenes, JD, CFP®, RFC®, 
president of Vestment Advisors, speaks 
nationally to thousands of advisors every 
year, giving them a bumper to bumper 
system to break down barriers and build  
up their business.  The creator of the 
NO-Sell Sale®, she is considered the 
country’s leading consultant on building  
a multimillion-dollar business (Dearborn) 
and the country’s best known authority on 
the legal and ethical issues of financial 
advisors (Bloomberg).  
 
Contact:  952 401 1045
katherine@vestmentadvisors.com
www.vestmentadvisors.com

let our team work for you

   

IARFC Career Center
Pay 1 Price, Reach 5 Sites

Visit http://careers.iarfc.org

let our team work for you

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

When you post your jobs on the IARFC 
Career Center you are putting the 
power of our association partners to 
work for you.  Together they represent 
over 2200 highly qualified financial 
professionals.   Put our partnership to 
work for you.
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money is intended to be left to the client’s 
heirs, which are their children and 
grandchildren.  This can be done 
using a simplified, quick issue 
method of repositioning current 
annuity assets to attain a 
tax-free transfer of wealth  
at death.

The annuity arbitrage concept can 
be implemented through various 
methods.  The first method can be as 
convenient as utilizing the 10 percent free 
withdrawals by leveraging those withdrawals 
into a competitive, flexible premium 
universal life product.  The second method 
is to completely annuitize the policy, in 
which most annuity companies will waive 
the surrender charge upon annuitization and 
allow the annuitized payment to be funded 
into a flexible premium universal life 
product.  Now let’s not forget the third 
method of annuity arbitrage, where we now 
have the ability to place 100 percent of the 
annuity proceeds into a new, innovative 
single premium universal life product.  With 
this product the client has the option to 
receive a loan equal to the amount of the 
tax expected, once the annuity account is 
converted into the life insurance product.  
What an economic way of converting 
annuity accounts!

By the use of life insurance, our clients can 
still maintain tax deferred growth while 
continuing to be linked to stock market 
returns, with certain index universal life 
products, and they provide long term care 
protection as well as offer guaranteed death 
benefits for the beneficiaries. 

Two things in life are certain:  death and 
taxes.  As a Business Development Advisor 
with BCA Marketing, I strongly believe it’s a 
very ripe time to embrace and implement 
wealth transfer strategies in order to take 
care of our clients.  This way, if they live 
another 30 years, they can leave tax-free 
money to their children and grandchildren, 
while providing themselves with long term 
care protection. In the end, you will be the 
recognized retirement professional you are, 
and the one who is skilled in offering clients 
sound planning advice.   

Joseph Clark, CFEd®, RFC®, Brokers’  
Choice of America has been providing 
assistance to Independent Advisors 
throughout the country for thirteen years.  
His career in the Financial Services industry 
began as a Marketing Consultant with BCA.  
Joseph has earned his Certified Financial 
Educator (CFEd®) certification with the 
Heartland Institute.  

Joseph Clark has helped many advisors in 
the industry become top producers with his 
knowledge in Life and Annuities.  He 
teaches Medicaid planning, Income planning 
and Advanced Case Design with Life and 
Annuity products at the educational classes 
held monthly at BCA.  This experience has 
allowed him to become a successful 
Producer while assisting Advisors in 
enhancing their own production.

Contact: 800 344 4105 x120
jclark@brokerschoice.com
www.brockerschoice.com

Annuities have gone through an evolution 
and because of this evolution we now  
find that we are dealing with more of a 
hodge-podge of annuity products.  As a 
result, annuities are commonly sold on  
the benefits of the so-called first year 
bonuses, 10% free withdrawals, tax 
deferred growth and the ability to capture 
stock market returns without the risk to 
principle and these benefits, as well as 
others, may be beneficial to the average 
annuity consumer.  

The fact is, we as annuity salespeople and 
retirement advisors, have often become 
complacent when we set the stage for 
selling the annuity concept as a safe haven 
for retirement.  At times, we are far from 
being fully recognized as a well-rounded 
Retirement Planning Specialist and are just 
seen as being an annuity sales person.  But 
you are not just another sales person. 

In the past decade, over one trillion dollars 
have been invested in annuities and 80 to 
90 percent of those annuitants and owners 
are not taking an income from the annuities 
and in fact will never need to.  Many 
annuitants and owners are keeping the 
funds in annuities to pass on to their heirs 
or for the ability to access the funds, should 
they need nursing home care.  

According to the IRS publication #575,  
100 percent of the earnings from annuities 
are fully taxable upon distribution to the 
heirs.  Without sound planning, your  
client’s annuity dollars could go to the  
IRS, resulting in substantially reduced 
benefits to their heirs.  Assisting clients in 
planning that will allow them to leave a tax 
free inheritance to their heirs will change 
their lives for generations to come.  With 
people living longer, new retirement 
strategies are needed to fulfill the wealth 
transfer objective.

As the annuity professional, how do you  
set the stage for properly implementing  
the so-called annuity arbitrage or rescue 
concept?  It simply can start with identifying 
whether or not the existing annuity  
accounts are providing the client with 
money to live on in retirement, or if the 

Joseph Clark, CFEd®, RFC®

The New Age of

Wealth Transfer
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business depends on the management of 
five levers:  product mix, case size, # of 
cases, seasonality and cyclicality.  Your focus 
on one market doesn’t allow you to 
effectively manage these five levers.  
Because you’re working with people who 
have the same or similar needs, your range 
of products and average case size are 
limited.  To test the viability of your new 
market strategy, you need to judge it against 
these five levers.  And while computer 
programmers will give you some breadth, 
you’ll find that, because analysts and 
programmers have comparable incomes 
and age ranges, you’ll be addressing similar 
needs, meaning your average case size  
and product mix won’t budge much.  In  
the end, because your new market  
won’t have much affect on your ability  
to manage the five levers, you won’t be 
solving your problem.”

Frank asked what markets he should look  
at. I told Frank that his issue brought to 
mind another client of mine, Michael 
Weinberg of Strategies for Wealth Creation 
and Protection out of New York.  “Michael,”  
I said, “has developed an effective solution 
for your problem.  Similar to yourself 
Michael made a successful living focusing 
on institutional traders and analysts.  But to 
grow his business and protect it from the 
specific risk of a single market focus, 
Michael has adopted a multi-generational 
marketing strategy.  He took his existing 
clientele of well-to-do 30-somethings and 
used them as a springboard to access both 
an older and younger generation.”

Frank didn’t like the idea of approaching his 
clients and asking for referrals to their 
parents.  He was afraid his clients would see 
this move as purely opportunistic. “Frank,” I 
said, “you’ll find that the opposite is true.  In 
Michael’s experience his clients support the 
idea of him working with their parents.  
They care about their parents and are 
comforted to know Michael is looking after 
their financial needs.  They also appreciate 
that Michael helps make their parents 
financially independent — reducing the 
chance that they’ll look to their kids for 
support during retirement.  Many clients 
also support Michael’s efforts to create and 

preserve the estates of their parents — 
estates they are the beneficiaries of. 
“Michael also gains the younger generation, 
generally through his clients’ parents, 
because as grandparents they want to set 
up insurance and investment plans for their 
grandchildren. Inevitably Michael ends up 
working with the entire family tree, including 
his clients’ siblings.

Frank was still shaking his head.  “I have a 
lot of expertise working with people in their 
30s and early 40s.  Working with older 
people, retirees, or younger kids, putting 
their education savings plans together… 
well, that’s not me.  I know what I do well.”  
“Frank, I don’t want you to fall into the trap 
of what I call ‘playing the finite game’, where 
you think of your business only in terms of 
what you can and want to do.  But to 
protect the future of your business, you 
need to grow, and growing will mean 
adopting an ‘Infinite Game’ mindset, where 
you look outside yourself for answers.  
“Michael is a great example of someone 
who plays the Infinite Game.  Though he 
knew he could access other generations 
through his primary clientele, he also knew 
his limitations when it came to servicing the 
panoply of needs in these other markets.  
Which, is why he utilizes a team of experts, 
such as specialists in long-term care, critical 
illness and retirement income planning.  
Michael concentrates on building the 
relationships, and uses a team approach to 
provide technical expertise.”

Frank was beginning to nod with approval.  
“Addressing the needs of the different 
generations has allowed him to manage the 
five levers of his business.  He has 
increased his average case size.  He’s 
writing considerably more cases.  He’s 
tripled and quadrupled his product mix.  
And because the generations are so 
variously affected by different seasonalities 
and cyclicalities, those effects are 
minimized.”  Frank agreed that he should 
begin diversifying his business.  He spent 
the next few weeks developing a plan to 
target his clients’ parents and their children, 
educating himself on the needs of these 
markets and acquiring a base of technical 
and product knowledge, and forging 

The following is based on one of The 
Covenant Group’s clients, Frank.  All of  
the names and telling details have been 
changed to preserve client privacy.  Special 
thanks to my client, Michael Weinberg,  
for providing the solution included in this 
case study.

Frank could make a lot of money as an 
advisor, but only for stretches at a time.  
Periods of prosperity in his business 
sandwiched droughts, sometimes lasting 
weeks or months.  Frank, 42 years old, 
became an advisor over ten years earlier, 
after spending seven years as a financial 
analyst.  He had made the career change 
because he saw financial analysts as an 
untapped market for the advisor industry.  
Too many advisors ignored analysts and 
others in the financial services sector 
assuming they took care of their planning 
needs themselves or already had a strong 
relationship with an advisor.  Frank quickly 
proved his hypothesis by making a six-figure 
income in his first year. He continued to 
develop his niche in this market, and ten 
years later, still attributed over three fourths 
of his income to young, reasonably affluent 
30-something analysts.

Frank enjoyed working in this market, but 
was troubled by the wild fluctuations in his 
revenue.  During fall and early winter, 
analysts tended to work 12 to 16 hour days 
for weeks and months on end and were 
nearly impossible to reach. Summer wasn’t 
much better as many disappeared to their 
cottages.  Consequently, Frank tended to 
make his money during a few crucial weeks.  
On top of this annual seasonality, Frank had 
to contend with market cycles.  The current 
down market and the consolidation trend 
were shrinking his pool of prospects.

To smooth out his revenue line, Frank 
planned to expand into new markets,  
and was considering targeting computer 
programmers, another market characterized 
by young, reasonably well-off individuals.  
“Frank,” I said, “I agree with your strategy  
to move into new markets, but I’m not 
thrilled with your choice of market because  
I don’t think it will solve your problem.”  
Frank asked why.  “A successful advisory 

The Power  
Of A Multigenerational Strategy
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relationships with specialists he could  
bring in to do casework.  As I had expected, 
Frank met with little resistance in his  
effort to move up and down generations.  
Within six months, the benefits were 
obvious.  Frank had acquired a number  
of affluent elderly clients, increasing his  
case size and breadth of product.  
Furthermore, he no longer suffered  
through dry spells when his analyst 
prospects were unreachable — instead he 
focused on these new opportunities in  
his business.  In this way, Frank was able to 
take command of the five levers that drove 
his business and steer himself toward 
growth.  For Frank, the answer lay in moving, 
not horizontally to markets with similar 
incomes and age ranges, but moving 
vertically up and down generations.  Doing 
this gave Frank the diversity he needed and 
opened up his business to significant 
growth potential.   

Norm Trainor, NQA, CLU, RFC® is the 
President and CEO of The Covenant Group, 
referred by many as “The Business Builder.”  
His team has amassed and diagnosed 
research on top performing professionals, 
distilling that research into The 8 Best 
Practices & Business Builder concepts.  The 
Covenant Group (TCG) is in the business of 
performance.  TCG educates and coaches 
entrepreneurs, providing them with the 
necessary business tools to enhance their 
performance and achieve new levels of 
profit and productivity. 
 
Norm is an international speaker; the author 
of the best-selling books, The 8 Best 
Practices of High-Performing Salespeople & 
The Entrepreneurial Journey; and has written 
articles for various leading publications in 
North America and internationally.
 
Contact: 877 903 3878
tcg@covenantgroup.com
www.convenantgroup.com

Norm Trainor, NQA, CLU, RFC®

Financial  
Planning  
Process™ 
course

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

Self-study, or  
in the classroom

Call today  
for details:

800 532 9060 x 34
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•	 Franchise	down	payments
•	 Acquisition	of	other	firms
•	 Opening	more	locations
•	 Marketing	or	package	development

No One Reads Agreements

A business owner is so pleased to obtain 
critically needed funds from a bank that most 
details of the loan agreement are ignored.  
Focus is on just three loan elements: 

•	 Amount	of	new	capital
•	 Interest	rate
•	 Payment	terms

The personality of the typical founder of a 
business or professional practice contributes 
to this customary failure to carefully examine 
all the terms of the loan.  A typical founder 
generally has the following characteristics:
 
•	 Visionary
•	 Leader
•	 Risk	taker
•	 Hard	worker
•	 Mono	focused

Business owners want to expand their 
customer base, offer new products and/or 
services and occupy more territory.  
Professional practitioners want to see more 
patients or clients, delegate minor tasks to 
an expanded staff, acquire the latest 
technology, stay at the cutting edge of their 
professional and hope that a lawsuit does 
not jeopardize the practice.

What’s in the Small Print?

Every bank loan contains a few items easy 
to identify — the amount of the loan, the 
interest rate, and the planned repayment 

such as “$4,800 per month beginning 
August 15, 20XX.”

However there is extensive text in every 
loan agreement that includes warnings and 
loan default terms.  The warnings are 
required since the borrower (and all 
guarantors) are giving up protections to 
which citizens are normally accustomed:

•	 Right	to	written	notices
•	 Right	to	object	or	request	court	review
•	 Possession	of	other	assets	and	accounts

The warnings notify the borrower he or she 
has given up these traditional legal rights.  
Of even greater consequence are the 
various default terms.  There are generally 
from 11 to 15 conditions in the very fine 
print of the agreement on all of the events 
which make a loan in default — regardless 
of whether or not payments have been 
made on a timely basis.

Here is What Happens

Magnum Auto Parts was formed by Bill 
Smith and Tom Jones as a 60/40 
partnership.  Bill owned more because he 
contributed the starting customers and 60% 
of the capital.  Later they incorporated and 
eventually they conveyed 10% of the stock 
shares to Sam Green, their leading 
salesman.  Stock ownership is now:

•	 54%	Bill,	age	57
•	 36%	Tom,	age	44
•	 10%	Sam,	age	31

Bill has always handled bank negotiations 
for the enterprise.  When the business 
started a new line for foreign cars, sales took 
off and more capital was needed for 

Bank loans threaten the growth of a business 
and the family of the principals.  However,  
the extent of this hazard is generally not 
recognized by the owners of a business.  Nor 
is it recognized by the family members who 
are assuming that the successful business will 
continue to provide for their financial security, 
income and healthcare needs. 

This is an enormous market for financial 
professionals — one that has been largely 
ignored.  Even the banks lending money  
to businesses have failed to capitalize on 
the opportunity.

Why a Business Needs Loans

When a small business is first created, it is 
often a proprietorship or a two-person 
partnership. The capital contributions are 
from personal savings and a lot of sweat 
equity.  As the enterprise grows, it needs 
more and more capital.

But small business owners cannot sell stock, 
float bond issues, obtain government grants 
or qualify for non-selective lucrative 
government contracts.  They turn to family 
members and local banks.  Often there is a 
combination of loan sources.  Well-to-do 
Uncle Jim may initially loan some cash, but 
often will endorse a loan made by a bank.  
When the business expands, due to 
successful operations, intra-family loans 
become impractical.  Bank financing is the 
only way to expand and fund the following:

•	 Expanding	inventory
•	 Accounts	receivable
•	 New,	more	expensive	equipment
•	 Raw	materials	storage
•	 Research	and	development
•	 Royalties	or	licenses

Disaster Looms!
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farm land, but no cash and very little 
securities.  She asks Tom and Sam, “Where 
is Bill’s salary check and are you going to 
continue us on the group medical plan?”

The bank is not very happy and is seriously 
and secretly considering attaching all  
the other company accounts — such as 
payroll, credit card receipts, and a small 
reserve account — which it can do instantly, 
without notice.

Employees are getting nervous because 
they have heard about the non-paid bank 
loan, and they are spending as much time 
on gossip as on their work duties.

Sam, who is a great salesman, is considering 
a position with a competitor and his first 
move would be to solicit all the customers 
of Magnum Auto Parts.  Tom is under a lot 
of stress and his former jovial personally  
has disappeared.  

What’s the Solution?

Can this disaster be solved today?   
The answer is “NO” unless the sky starts 
dripping a lot of $100 bills.  Could it have 
been solved a month ago, while Bill was  
in good health?  “YES”.  What would have 
been required?

1.  A regular, periodic recalculation of the 
business valuation would have pointed 
out the shortfall.  The business could 
have adjusted the buy/sell agreement  
to the current value of $3,000,000.   
The existing life coverage could have 
been leveraged to start the additional 
insurance required.  This would solve 
the problem for Tom, Sam and all  
the employees.

2.  The company could have covered Bill, 
Tom and Sam for critical illness in the 
amount of $1 million each – for less 
than $1,000 per month.  As soon as 
Bill’s stroke was diagnosed, the company 
would have received the $1,000,000, 
which would have temporarily funded 
payment of Bill’s salary to Grace and 
continued medical coverage.

3.  The Friendly Financial Bank could have 
been requested to modify the loan 
terms in exchange for a full assignment 
of a new life insurance policy on Bill.   
Modestly improved terms would have 
provided the cash flow for the required 
$2,000,000 of coverage.  The bank loan 
would be paid in full upon Bill’s death! 

Had this been done the following would 
have been the result:

inventory, an extensive merchant website 
and purchase of new equipment.  Carrying 
receivables became a major issue, since 
their customary terms to retail car service 
shops and distributors was net 90 days and 
payment from reliable customers often 
exceeded 120 days.

As they expanded, the loan balance reached 
$2 million and Bill’s wife Grace was required 
to sign the bank loan as a guarantor, along 
with Bill personally.  They were happy to 
receive the much-needed money.  Because 
this was perceived as “just a bank loan” 
rather than a “legal instrument”, they did not 
ask their attorney to review the agreement 
and explain the provisions.

Bill then had a stroke.  The doctors do not 
offer any hope of recovery.  The company 
has a funded buy/sell stock redemption 
agreement, but the value has not been 
updated.  A current valuation of Magnum 
Auto Parts is now $3 million.  But the 
agreement is insured for only half that 
amount — and the coverage on Bill is only 
$810,000 (54% of the outdated $1.5 
million value).

The Friendly Financial Bank now declares  
the loan to be in default based on the 
“competency” provision, despite the fact  
that the company has never made a late 
payment.  Friendly wants the full $2,000,000 
loan balance paid in full — now!

If Bill dies soon, the company group life 
insurance of $100,000 will go directly to 
Grace.  The $810,000 would go to the 
Corporation and the bank wants that – plus 
the balance of the loan, $1,190.000.  The 
bank takes precedence over the non-
trusteed buy/sell agreement.

The company does not have the  
$1.2 million.  All of its money is tied up  
in the business.

Since Bill’s stock will not be redeemed, Sam 
and Tom are devastated to learn they will 
not become the sole shareholders as they 
had expected.  Grace still has controlling 
interest.  They like her well enough, but 
realize she has no business experience.

Grace had been of the impression she 
would be paid 54% of $3,000,000 or 
$1,620,000 plus the group coverage of 
$100,000.  She believes she can count on 
the earnings from $1,720,000, which at 5% 
would provide her an income of $86,000.

She does not have the amount the bank is 
seeking — $1,190,000.  There is a residence 
with a small mortgage and some inherited 

•	 	Grace	would	have	the	full	income	she	
expects.  The company could have 
provided short term medical protection 
under an employee agreement.

•	 	Tom	and	Sam	would	now	be	the	full	
owners.  Based on prior share holdings, 
when Bill’s shares are redeemed, Tom 
will own 78% and Sam will own 22% of 
the shares.

•	 	Sam	would	own	22%	of	a	company	
worth $5,000,000 (since the bank loan 
had been fully paid) — for a grand total 
of $1,100,000.  He’s not going 
anywhere now. 

•	 	Friendly	Financial	Bank	would	be	happy	
to have been paid off in full.  In fact, it 
would now be willing to consider some 
new financing for Magnum Auto Parts.

•	 	Because	there	are	no	bank	loan	
payments to be made, the company will 
instantly be more profitable.

Ignoring Reality

Business owners and professional 
practitioners focus on the everyday  
aspects of operation.  There are many 
challenges and economic changes to  
keep them occupied.  That’s why they need 
a financial consultant — whose job it is to 
assess these exposures, analyze and 
quantify the risks, develop creative solutions, 
initiate the legal documents required, and 
monitor the continuously changing 
company circumstances. 

Forward to the Past

Many years ago life agents took LUTC and 
CLU courses to learn the problems faced by 
the owners of small businesses.  

LUTC equipped them with marketing 
techniques and basic analysis tools.  CLU 
offered risk assessment, tax background and 
calculations for business valuation.  But 
today, they are not having the same impact.  
That is why the IARFC has developed the 
Business Owner Consulting Workshop.  It 
offers the motivation, education and all the 
tools to achieve success in this underserved 
and highly profitable market.

The owners of businesses and professional 
practices are accustomed to payment  
of fees to respected advisors.  Their  
wide circle of associates makes them 
superior sources of referrals.  They represent 
the ideal client — one with growing  
needs, one who can be seen during the 
daytime, one who is comfortable paying a 
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fee, and one who can and will offer a flow 
of referrals.

Consequences

Since the end of World War II, there has 
been a steady shift of employment in 
America.  There has been consistent growth 
of employment in the government sector 
and in the number of retirees.  However, 
the private sector drives the economy of the 
US — as it does in every other country.

The percentage of employees working for 
large companies has steadily declined — 
while the percentage of those working for 
small and medium sized companies is 
constantly increasing.  The future of our 
economy and our society is that these 
businesses continue to thrive.  Never before 
has there been such a strong need for 
financial consultants!

As a business grows, its financial exposure 
compounds.  The owners or executives are 
attentive to business and marketing risks — 
but often ignore opportunities to assure 
business continuity.  In the next 15 years, 
nearly every business owner currently age 55 
will have to consider a business transition — 
stimulated by disability, death or retirement.  
The opportunities are enormous!   

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

Ed Morrow, CLU, ChFC, CFP®, RFC®

Approach... small to medium sized businesses and practices
Sell... life insurance in large volumes 
Cover... bank debt and lease obligations, signed personally
Offer... incentive compensation and rentention plans
Acquire... new affluent clients

Business Owner 
Consulting 
Workshop

Instructor:   Ed Morrow, 
CLU, ChFC, CFP®, RFC®Chairman & CEO of IARFC

Identi fy and Prospect a New Market
Leading fi nancial consultants and Top of the Table insurance 
producers have long reconized that the soluti on is to go where the 
money is!  The more successful the business, the greater the need 
for objecti ve assistance from a third party advisor - LIKE YOU!

Acquire All the Tools
PowerPoint presentati on, fact fi nder, lett ers, agendas, checklists, 
forms, moti vati ng arti cles, plan text and easy-to-use calculati on 
spreadsheet that moti vates business owners to immediate acti on.  
Approach local businesses using tested lett ers, arti cles, sample 
plans, certi fi cates, agreements and a proven professional system 
fully scripted. Also:  Why and how to insure all business debts.

Close the Sale
Maximize this workshop experience. Practi ce the initi al 
presentati on, business evaluati on and funding analysis — 
so you can immediately see revenue results.

Download Registration form at www.iarfc.org 
or call Amy at 800.532.9060  ext 34 

Workshop Tuition:   Non-Member  $595
1-Day Special Workshop 
Special - IARFC Member   $395
Cost for Each Associate    $195

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

Fax:  513 424 5752
Questi ons:  800 532 9060
www.IARFC.org
info@iarfc.org

Internati onal Associati on of Registered Financial Consultants

Middletown - October 13
Denver - October 20
Portland - November 10
Middletown - December 1

Venue Locations:  9am to 5pm  

7 IARFC approved CE credits for workshop  att endance; 
15 additi onal with post workshop study and exam completi on.



As a financial services professional,  
you are doing good in the world.  
Believe in the value of our products  
and services for your prospects  
and clients.  Think greatly of your 
function.   

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 too bad we can’t all read our 
obituaries and determine how other 
people view our life.  There is at  
least one exception to this and that is 
Alfred Nobel. 

Nobel was the wealthy Swedish 
businessman who established the 
Nobel Prize.  He had invented dynamite 
and became one of the world’s largest 
producers of explosives.  When his 
brother died in a test of explosives, a 
newspaper mistakenly printed Alfred’s 
obituary instead of his brother’s.  It read: 

“The Merchant of Death is dead…  
Dr. Alfred Nobel, who became rich by 
finding ways to kill more people faster 
than ever before, died yesterday.” 

When Alfred read it and saw that his life 
amounted to so much destruction and 
killing, he was devastated.  He decided 
to do something to benefit humanity, 
and he used his fortune to establish the 
Nobel Prize for people who do good in 
the world.  

Believe in the Value 
of What You Do

“Virtue is its own reward. 
There’s a pleasure in  

doing good that  
sufficiently pays itself.”

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



Aiming At Specific Benefits for You

Cato Comments — About Your Image…

At the respected sales training program, — 
the Insurance Pro Shop® — Lew Nason, 
Director, harps on the fact that, “Every aspect 
of our training is for a specific targeted 
benefit for you.”

Last month a struggling speaker/sales trainer 
with the demeanor of a whipped puppy, told 
me, “Wally the things you talk about, such as,  
Hollywood Walk-of-Fame Stars, presidential 
proclamations, celebrity endorsements, etc., 
are all nice, but I am selling authenticity, and 
paying for that stuff just doesn’t seem 
particularly consistent with my objective.”

His thinking is locked into the past.  Without 
creating, establishing, and maintaining his 
desired image, he is not communicating his 
authenticity.  In fact he has no defined 
authenticity or much of anything else to 
communicate.  He is not ‘establishing’ his 
authenticity.  Nor is he protecting his 
reputation.  He is not causing anything to 
happen that would cause his prospects to 
become aware of his authenticity, or the 
services he can deliver.  

This guy is a nice man, but hopeless — 
unless he can alter his muddled thinking.  
There are so many speakers and sales 
trainers who can and will out-perform him.  
He concluded, “I see no specific benefits for 
all those image-building efforts.”  

I decided not to bother even talking further 
with this guy since he has such smarter 
competition — competitors that will eat him 
for lunch.  

Your Potential Awaits Its Moment

According to the MDRT, Mehdi Fakharzadeh, 
RFC®, is considered to be one of the world’s 
most successful living and active insurance 
sales agent today.  I asked the beloved 
92-year old “Mister Mehdi” to comment on 
this experience and he said, “Your potential 
always awaits its moment.  Your potential will 
wait forever if you find reasons to discourage 
it.  Your potential remains dormant, unless 
you muster the courage to act and help your 
potential become alive and grow.” Mehdi goes 
on to say, “You will be what you become.  
You can become what you want to be.  But 
you must have enough intelligence to see 
how to achieve this.  You have to cause your 
desire to result.  If you can’t accept and 
master this truth then forget about reaching 

your potential.  Most people go through life 
without ever even knowing their potential.  
They think they are not authentic, not special, 
not worthy, not unique, not one-of-a-kind, and 
so on.  They find reasons to limit themselves.”

Specific Benefits for Establishing a  
Desired Image

Fame results from a series of ongoing 
image-building exposures to a target market.   
These exposures must then be marketed 
merchandized and exploited for years.  Here is 
a partial list of specific benefits that result from 
becoming famous in your region.  You can:

Stop selling ‘the hard way.’

Establish your ‘one of a kind’ brand.

Turn your ‘image power’ into useful ‘sales 
power.’

Sell far more products and services.

Become the ‘recognized market leader’ in 
your area.

Make known what is unique, special, and 
precious, about you.

Revitalize your personal brand.

Obtain more prospects.

Place the media to work continually 
promoting you.

Reach personal fulfillment.

Experience far greater career satisfaction.

Become better understood and more 
accepted.

Enjoy status that ‘opens doors’ for you.

Be ‘known in advance’ by your reputation.

Receive the respect you deserve.

Become much more interesting.

Receive greater welcomes.

Gain acceptance more quickly.

Be invited more often.

Strengthen your motivation.

Obtain more desired speaking 
engagements.

Receive the admiration you deserve.

Experience credibility more quickly.

No longer be among the ‘distrusted 
unknown.’

Become the ‘consummate role model’ in 
your territory.

Increase your confidence.

Build your discipline.

No longer be considered typical or 
routine.

No longer be ranked among the average.

Make your brand more meaningful.

Simply become ‘more popular.’

Be sought after by more people, 
prospects, and companies.

Do you think these specific benefits would 
add to your authenticity?

No single technique will achieve these 
results.  Many elements are required to 
create your desired image.  For example, if 
you write a short article for a local business 
tabloid with a circulation of 10,000 — 
perhaps only 500 will read your article,  
many will not be your desired prospects.  
But if you send qualified prospects a reprint 
of that article, then 100% of your prospects 
will be re-assured by your authority, 
recognition and knowledge.  Specific efforts, 
diligently employed will ultimately deliver 
significant benefits.   

Forrest Wallace Cato, RFMA, RFC® is an 
award-winning media advocate (image 
builder) for financial professionals.  He is 
former Editor-In-Chief of Financial Planning 
and Trusts & Estates:  The Journal of Wealth 
Management.  Sign-up for Forrest Wallace 
Cato’s FREE 51,000-plus circulation 
newsletter which is widely read by financial 
consultants who wish to enhance their image. 

Contact:  770 516 9395
forrestcato@gmail.com
CatoMakesYouFamous.com

Forrest Wallace Cato, RFMA, RFC®
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Are your clients scared of current market 
gyrations?  Are they asking you to 
recommend alternative investments?   
Do they remind you that their friends  
are collecting bobble head dolls of former 
vice presidents?

So what are you recommending?  How do 
you know what product that is worth only 
pennies today but could be an invaluable 
collectable in a generation?  My advice is to 
think “outside the box.”  My father did.  This 
is his story.

My dad was a collector.  Mom said it was all 
junk.  Sotheby’s will soon prove my dad was 
right and mom wrong.  

Some background:  My Dad worked for 
Donald Trump.  Donald knew my dad by his 
first name, but that was only because dad 
worked the security desk in Trump Towers.  
Sir Donald would say hello every morning.  
(He really is a nice guy.)

All of my relatives used to ask dad if he  
ever got any stock market advice from 
Donald.  No, my dad was content with his 
job.  It was steady and he got home at  
5:30 every evening.

One night Dad brought home an autograph 
of Barbara Striesand.  Actually I would not 
call it an ‘autograph.’  It was the sign-in 
sheet from Trump Towers.  Barbara had 
visited Sir Donald and, as was required, she 
had signed in at the front desk.  Dad 
decided to show it off to the family.   

“Someday this sheet of paper could be 
worth a lot of money.”  Dad said.  My 
mom’s retort: it’s just junk, throw it away.”  
Fortunately he didn’t listen to her.

Dad continued his obsession.  As the shop 
steward for the union of doormen at New 
York’s fanciest buildings, he put out the 
word that he collected  sign-in sheets.  His 
pals responded.  For example, he would get 
cartons of sign-in sheets from CBS studio’s 
Ed Sullivan show.  Somewhere inside were 
the autographs of the Beatles, or Elvis.  My 

job was to go through the 
boxes of papers and find the 
autographs.  (And my wife 
wonders why I’m obsessive 
compulsive and never throw 
away any receipts.)

The stuff started collecting in our house, in 
every room, including the bathroom.  Today 
my dad would have been profiled on one of 
those Reality TV shows about hoarders. 

After dad retired from Trump Towers, he 
became an expert in the value of the  
sign-in sheet as a method of tracing the 
history of our country.  One of his pride 
achievements was obtaining a collection of 
sign-in sheets utilized by the White House.  
Did you know that each U.S. President signs 
in at the beginning of his term of office and 
signs out upon his completion?  Dad had 
the August 8, 1974 sign-in sheet.  Richard 
Nixon signed out at 11:58am and Gerald 
Ford signed in at 12:02pm. (Nixon had left 
a message next to his signature, “I am not  
a crook.”)

My favorite was also from the White House.  
One evening in 1962 a woman named 
Marcia Muscovitz signed in at 11:30 pm.  
My dad was able to prove that the name 
was a fake and the signature belonged to 
Marilyn Monroe.

After my dad’s death he bequeathed his 
collection to his grandkids.  They have asked 
Sotheby’s to sell it at an auction.  Each 
grandchild can expect to receive close to a 
million dollars. 

As you can imagine these young new 
millionaires are already spending their new 
inheritance on fast cars and trekking 
vacations in Bhutan.  All of the grandkids — 
except my daughter.  She just finished her 
MBA, and plans to use her inheritance to 
start a new business.  She loved her 
grandpa and wants to continue his business 
model but with a 21st century twist.

Think about this.  When you call your credit 
card company, or just about any business, a 

voice tells us:  “Your call may be recorded 
for quality assurance.”  Whatever happens to 
all of those recordings?  My daughter has 
options to buy all of those digital recordings, 
she is betting that there are priceless gems 
of famous people screaming at lowly 
telephone operators.   

So this is a warning to Lady Gaga:   
Speak clearly into your cell phone your 
inane comments are being captured for  
an eternity.   

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
‘Collectables’ As Alternative 
Investments, Yes — But Collect What?

Hesh Reinfeld
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I’ll never forget the day I graduated from 
college.  I was eager to begin a rewarding 
career in financial services.  The program I 
enrolled in was difficult.  Nevertheless, I was 
up for the challenge — I loved studying 
about financial consulting.  To relax, I would 
pick up a financial journal.  Prior to 
graduation, I decided to prepare for the real 
world and obtain the licenses necessary for 
employment.  Always the maverick, I 
decided to focus on investment real estate 
as my practice specialty.  After obtaining that 
license, I completed the second module of 
the program, “Insurance Planning.” This gave 
me the impetus to get both my property & 
casualty and life licenses.  

Unfortunately, I did not have a mentor.  After 
completing the program, I hit the ground not 
running… but walking.  Looking around, I 
found few, if any, designated financial 
planners or consultants providing property 
and casualty services as part of their practice.  
Had I obtained that license for nothing?  
Thinking that it made perfect sense to have 
it, I was baffled.  I did not find clear answers 
as to why consultants were not reviewing 
their clients’ P&C policies.  

One of the RFC mission statements 
identifies us as “financial professionals 
dedicated to helping people do a better job 
of insuring.”  To me, it seemed that adequate 
property and casualty insurance should be 
both a fundamental and integral part of any 
comprehensive insurance plan.  It also 
seemed to me that financial consultants 
were even better suited, in some respects, 
than P&C agents to assess these risks given 
that they are provided full financial 
disclosure.  Still, I could not find the right “fit” 
with an agency to begin offering those 
services in a properly integrated manner.

As a Registered Financial Consultant trying to 
add P&C services to my practice, nothing 
seemed to make sense.  Although I had 
come in contact with agencies that did 
referral work, none of them approached their 
clients or business in the consultative and 
administrative way I had envisioned.  Few, if 
any, were willing to offer renewal 
commissions for referral business without 
requiring the servicing of the accounts.

With a unique concept in mind, I set out  
to find the right individuals to create a 
program specifically for financial consultants 
to integrate P&C to their business.  After 
numerous interviews and networking, I  
was finally met the perfect candidates: 
Clifford and David Wright.  After a career 
piloting jets for the USAF, Clifford used his 
leadership skills to operate very successful 
agencies in many states with a focus on  
high dollar personal lines.  David, his son, 
brings years of experience in insurance  
and a strong technology background  
to the business.  Our ideas began to take 
shape together and AMG Insurance Group 
was formed.

As a proud member of the IARFC, I 
immediately began to think of how the 
organization could benefit.  Approaching  
Cliff and David with the idea, they were  
very enthusiastic and began utilizing their 
contacts with the carriers to help develop  
the model.  At the same time, we shared  
our thoughts with both Wendy Kennedy  
and Mark Terrett, who passed them on to  
Ed Morrow and the other members of  
the board.  After many discussions with 
Mark, the idea for creating a program to 
uniquely benefit our members was born.  
When we informed the carriers of this 
prospective, mutually beneficial collaboration, 
we were granted Affinity status which 
means better pricing for our clients, and 
better commissions for the consultants.   
As the program continues to develop  
and grow, both pricing and commissions  
will become even more advantageous,  
true win-win for both our clients and 
consultants alike.

Initially, we rolled out this affinity program in 
only two states: Arizona and Ohio.  We 
wanted to test the waters and be sure we 
had a viable and worthwhile program.  The 
reception in those two states was very 
rewarding.  We are ready now to consider 
the next few states to initiate — there is 
extensive administrative work for every state 
— and will determine which states we open 
first based upon the level of interest.

Within this referral model, you can now 
prospect for more clients and add value 

service by discussing asset protection  
and risk management on a more 
fundamental level, ultimately leaving AMG  
to provide the advice.  Earning “turn-key” 
commissions, residuals, and building a 
sellable book of business provides a great 
new source of income, as does the 
opportunity to cross-sell into other products 
or offer comprehensive services. 

No Paperwork!

The best part is not having to fill out a single 
line of paperwork if you so choose!  AMG’s 
team of Customer Service Reps and Agents 
will perform an “independent review and 
analysis” with an emphasis on the adequacy 
of coverage FIRST.  The goal will be finding 
the Right Coverage at the Right Price!

As your clients’ assets grow, new exposures 
and risks can develop in their coverage.  It is 
our belief that many property and casualty 
agencies are not offering proper coverage  
as clients needs and circumstances change 
due to the lack of obtaining updated 
financial information.  

To remedy this problem, AMG provides 
yearly reviews — one great benefit to being 
an independent agency.  Working together, 
the dynamic of combining the services of 
Registered Financial Consultants with AMG 
Insurance Group creates a new level of 
service and communication that should be 
an integral part of any financial plan.   

Adding value service, new revenue, 
prospecting, and the opportunity to cross-
sell/provide other services — these are four 
separate components that represent solid 
reasons why consultants should consider 
adding property and casualty reviews and 
referrals, and more value to their practice.

The next states to initiate this valuable IARFC 
Affinity Program will be determined by your 
interest.  Call or e-mail me with any level of 
your interest and we may soon have the 
program available in your state.   

Thomas DeAngelis, RFC®
Contact:  602 359 0556
thomas@amginsurancegroup.com

AMG Insurance Group
Property & Casualty Affinity Program 
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 Online quote, bind and certificate delivery in 
 minutes

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

 Flexible payment options are available

             Your premium is based on your activities and Assets 
             Under Management

Take 5 minutes, 
go online and enroll today!

Simply go to:

www.calsurance.com/IARFC
and click on the enrollment link

Do you need
E&O Insurance
for your RIA?

  This communication is an offer to apply and does not constitute a guarantee for coverage.

Phone: 800-745-7189
Email:  info@calsurance.com
California License # 0B02587

CalSurance
E & O P r o g r a m S p e c i a l i s t s 

R

Introducing a New E&O Program
for Investment Advisors affiliated with 

IARFC

AMG Insurance Group, LLC
Many Choices - One Solution

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

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

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

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

Excellent Business Expansion 

Concept for General Agencies

Email: thomas@amginsurancegroup.com



IARFC Referral Program

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 all the 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 filling out this form, 
you are granting your permission to 
mention your name as our source,  
and you will be eligible for the reward.

Mail or fax this form to:

IARFC
Attn:  Membership Services
P.O. Box 506
Middletown, OH  45042 USA

P:  800 532 9060
E:  info@IARFC.org
W:  www.IARFC.org

Fax to:  513 424 5752

Here’s a prospective RFC member!IARFCIARFC
INTERNATIONAL ASSOCIATION OF

REGISTERED FINANCIAL CONSULTANTS

__________________________________________________________________________________________
First (Given) Name                               Middle Name                               Last (Family) Name

Prefix:      Mr.    Ms.    Mrs.                    Sex:      M    F

__________________________________________________________________________________________
Address

__________________________________________________________________________________________
City                                                                State                                       Zip Code

__________________________________________________________________________________________
Phone                                                  E-mail

__________________________________________________________________________________________
First (Given) Name                               Middle Name                               Last (Family) Name

Prefix:      Mr.    Ms.    Mrs.                    Sex:      M    F

__________________________________________________________________________________________
Address

__________________________________________________________________________________________
City                                                                State                                       Zip Code

__________________________________________________________________________________________
Phone                                                  E-mail

Please print or type the information below

__________________________________________________________________________________________
Referred by:

__________________________________________________________________________________________
Address

__________________________________________________________________________________________
City                                                                State                                       Zip Code



the

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

IARFC Cruise Conference
New York to Bermuda

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

msVeendam, Sunday, May 20 – Sunday, May 27, 2012.

™

Reserve your 
cabin now! 

423.741.8224

May 20 – 27, 2012


