
Serving Financial Advisors Worldwide

Vol. 12 No. 8  •  August 2011
Official IARFC Publication 
www.IARFC.org

Professional 
Development

the

William E. Watson. III

Ultimate Tools To  
Longevity Risk Planning ... 8

Over-Communicate And  
Build True Relationships ... 20

Back To Basics:  
Understanding Compliance ... 22



Name _____________________________________________________________

Firm _______________________________________________________________

Address ____________________________________________________________

City________________________________________________________________  State______________  Zip ___________________________

Card No._______________________________________________________________________ Expiration _______________________________

Phone_____________________________  Fax_____________________________  E-mail ____________________________________________

Your Signature__________________________________________________________________  Date __________________________________

Consumer-oriented brochures to distribute to clients or prospects will increase your new client ratio and encourage referrals.  The 3 panel 
full color marketing pieces have a section on the back panel reserved for optional firm imprinting (see details below).  Also available are 
attractive plastic display stands.

Item #SG104    Image Building Brochure
3 panel, 8.5’’ x 11’’ full color

Quantity Pricing
 50 100 200 500

 $20 $36 $65 $150

**Imprinting with full color photo, company 
logo and contact information.  Imprinted at  
the IARFC printing company and shipped 
directly to you.  Quantity Pricing: 500 for $400, 
1,000 for $440.

Item #A102    Do You Need an Advisor Brochure
4-page 8.5’’ x 11’’ full color

Quantity Pricing
 50 100 200 500

 $20 $36 $65 $150

Item #SG102    Referral Card
2-sided, 8’’ x 3’’, full color

    Quantity Pricing
 250 500

 $40 $75

Item #A103    Do You Need an Advisor Brochure
3 panel 8.5’’ x 11’’ full color

Quantity Pricing
 50 100 200 500

 $20 $36 $65 $150

 *$25 *$45 *$85 *$165

*Imprinted with your information in black type,  
shipped flat.

 Item #                          Consumer Brochures Quantites Available Quantity Desired Total Cost

 SG104 Image Building Brochure — 3 panel 8.5’’ x 11’’ full color 50, 100, 200, 500 _____________ _____________
  Quantity pricing and imprinting — see details next to image.

 SG102 Referral Card — two-sided 8’’ x 3’’ full color 250, 500 _____________ _____________

 SG103 Information Request Card — two-sided 8’’ x 3’’ full color 250, 500 _____________ _____________

A102 Do You Need an Advisor Brochure — 8.5’’ x 11’’ full color, 4 pages 50, 100, 200, 500 _____________ _____________
  Quantity pricing  — see details next to image.

 A103 Do You Need an Advisor Brochure — 3 panel 8.5’’ x 11’’ full color 50, 100, 200, 500 _____________ _____________
  Quantity and imprinting pricing — see details next to image.

                        Subtotal _____________

                                                           Ohio residents add 6.5% tax _____________

                                                                   Shipping and Handling _____________

                              Total _____________

(Please print)

(Please no P.O. Boxes)

FAX:   513 424 5752          MAIL:   IARFC, Box 42506, Middletown, OH 45042-0506

 Visa   MasterCard

 AmEx  Discover

 Check written to: IARFC

IARFC Brand Building

Item #SG103    Information Request Card
2-sided, 8’’ x 3’’, full color

    Quantity Pricing
 250 500

 $40 $75

U.S. Only Shipping Rates
$0 to $10.00 — $5.00

$10.01 to $50.00 — $10.00
$50.01 to $100.00 — $15.00

$100.01 and up — $20.00

Offshore Rates
After receiving your order 
we will email you to advise 
you of the shipping options.
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To date I have done very little.  Usually a birthday lunch and a verbal thank you.  But 
recently, I have been reading Matt Oechsli’s material and am looking into having some 
special events for small groups of clients where not only are they acknowledged for  
their loyalty but they can bring a friend or two.  This does two things, first, the client  
is made to feel special and second, I am introduced to my client friends on a very  
non business non-threatening basis.  There is much to know specifics in doing this  
which I am developing.

Michael W. Moeller, MA, CFP®, CFS, ChFC, RFC®

Plain City, OH

I have a Clients’ Appreciation Night in which we provide  
cocktails, dinner and networking opportunities.

Jeffrey Chiew, DBA CLU, ChFC, CFP®, RFC® 
IARFC Asia Chair, Kuala Lumpur, Malaysia

Client appreciation dinners, breakpoint parties for those who cross a threshold  
for a drop in their fees; Birthday recognition; personal calls for no defined reason.   
All of these efforts keep me at the forefront of their thinking process.   
This leads to more of their business and good referrals to their friends.

Lester Anderson, MBA, RFC®, IARFC U.S. V.P. 
Dacula, GA

Over the years I have tried to express my appreciation to my clients in some way.  
The biggest way is staying in touch.   My clients are separated into four categories 

based on revenue streams: the top 25%, the next 25%, the next 25% and the 
bottom 25% who are mostly maintenance.  Techniques have been created to touch 

these people from 4 to 8 times a year.  The top 25% have quarterly, semi-annual, 
annual review meetings and at least one to two “appreciation” lunches a year.  I tell 
the client thank you for trusting me as their advisor.  A lunch and a thank you go a 

long way.  “It is the little things that are appreciated the most by our clients.”

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

Dallas, TX

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

This month’s Round Up question:
How do you express appreciation or celebrate their loyalty to your best clients?
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NEW IARFC MEMBERS

Lonnie W. Hood, RFC®, CA
Edmund Maldonado, RFC®, TX
Sussil K. Liyanage, RFC®, NJ
Kenneth G. Gallacher, RFC®, NV
Susan Cullen, RFC®, FL
Jerome Mark Mikulich, RFC®, IL
William Lloyd Wiley, RFC®, NC
Fred S. Schwartz, RFC®, PA
Bryan Robert Szczurowski, RFC®, NY
Patrick J. DiNuzzo, RFC®, PA
Jack Joseph Maiz, RFC®, FL
Michael M. McGoldrick, RFC®, FL
D.V. McKinney, RFC®, TX
Robert R. Nursey, RFC®, TX
Donna L. Jordan, RFC®, FL

Members Who 
Recommended  
New Members 

Tyrone Clark, RFC®

Ronald Gelok, RFC®

Bill Moore, RFC®

John Kwasny, RFC®

Eric Szczurowski, RFC®

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

Matthew P. Hightower 
East Lyme, CT

Referror of the Month 
Bill Moore, RFC®

CALENDAR OF EVENTS

Fee-Based Planning Business Workshop   August18, Charlotte, NC

IARFC Philippines CE & Graduation   September 30 – October 1, Makati City

Fee-Based Planning Business Workshop   October 13, Middletown, OH

Fee-Based Planning Business Workshop   October 20, Denver, CO

Fee-Based Planning Business Workshop   November 10, Middletown, OH

Fee-Based Planning Business Workshop   December 1, Middletown, OH

IARFC CE @ SeaTM   Bermuda, (Holland America, Veendam) May 20 — 27, 2012
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Tell us about your current practice:

Currently, I run a General Agency in Dallas, 
Turtle Creek Financial Group.  Our primary 
company is Aviva.  We focus on “Safe 
Money Strategies” utilizing Indexed Life and 
Annuities.  We support a network of about 

60 agents throughout Texas and Oklahoma.  
We started from scratch, zero, in 2003  
and hit the Million Dollar commission level 
in 4 years.  Since then we have been 
refining our operation and focusing on 
lateral growth for our core producers and 
horizontal growth of the organization. 

How did you first enter  
financial services?

Upon first entering financial services, I was 
recruited to the Dallas Agency of what was 
then MONY Financial Services.  Prior to that, 
I was an independent multi-line agent 
focusing primarily on P&C. 

What was your educational 
background? 

Perfect for this business — a major in  
Horse and Ranch Management at 
Claremore JC in Oklahoma!  Then I  
studied Insurance and Risk Management, 
with a minor in Psychology at the University 
of North Texas (UNT).

What were your early job duties?

As the first detached agent for the MONY 
Dallas agency, my duties were prospecting 
for and selling Permanent Life Insurance 
“belly to belly”. 

Were you successful at first?

My first year, I nearly starved and didn’t 
make minimums.  The second year, I made 
MDRT, “Rookie” leader for the following four 
years, and MDRT and Court of the Table 
qualifier each year until I became a GA.

What or who influenced you the most?

Fortunately, I had two great agency leaders; 
Jim Ellis, CLU and Bill Moore, CLU, ChFC, 
RFC®.  Those two veterans taught me the 
fundamentals of the business as well as 
management.  I also benefited greatly from 
a “work horse” Sales Manager, John 
Ferguson, LUTCF.  John kept me focused on 
activity and keeping a full pipeline of 
pending business and prospects.

What were your major obstacles?

My major obstacles in the beginning were 
being 25 years old, single and in a brand 
new community.  I had to learn quickly how 
to package and present myself in the “adult, 
professional” world. 

Profile Interview

William E. Watson, III
Professional Development



How do you market now for  
new clients?

We support our agents with very thought 
provoking, unique concepts to provide  
an “endless chain” of prospects.  All  
media types from the Internet to good  
old fashioned letters, brochures and  
referral talks are utilized.  Like many  
agents we have occasionally been lured  
into trying various mass marketing and 
“incoming” lead programs.  Our experience 
is these are not effective for us.  Everyone 
wants to find the magic bullet that will 
forever eliminate the need to prospect.   
Of course the problem with any incoming 
lead program is the prospect is shopping, 
approaching our products and services  
as a commodity.  We find it much  
more productive to focus our resources  
on proactive prospecting.  We do this 
through a prospecting and presentation 
system built around a study we developed 
at Turtle Creek Financial Group titled 
“Economic Reality & Your Personal 
Economy”.  This system is designed around 
allowing agents to have a non-threatening 
conversation with clients and prospects  
that leads to prospects asking to see a 
personalized analysis and offering to 
introduce us to others that they feel will  
find these insights interesting.  I firmly 
believe that if agents open cases properly 
and bring more insight to the table than the 
average advisor, the close of the sale is 
merely implementation.

What are your major frustrations?

My major frustration, I believe, is one that 
was communicated to me years ago by Jim 
Ellis, “Often times I want success for the 
agents more than they want it for 
themselves.”  There are certain core duties 
an agent must perform; constant 
professional development and seeing 
people.  If an agent won’t do these two 
things in roughly equal measures they will 
not be content in this profession.

Tell us about your business 
continuation plan.

Developing quality second line 
management is my current plan.  Like any 
professional practice we are aware our value 
is in our people.  We strive to promote and 
protect the image of our firm to protect and 
enhance that value.

What feature of benefit of the IARFC 
has been of greatest value?

Telling clients that the RFC® designation is 
distinct from all others because it is not 

purely academic is something I make  
a point to do.  I have known many  
fine office managers that were CLU or  
CFP®.  To be an RFC you not only have  
to study, but you must actively be  
serving clients.  Clients see the significance 
of the RFC® designation when explained  
in that light.

What should financial advisors be 
doing in this economy?

Talking to people about realistic expectations 
and that the result of their long term 
financial strategies will depend primarily on 
how much they are willing to commit to 
savings as opposed to expecting the market 
to miraculously grow their money.

What will be the impact of technology 
on the practices of financial advisors?

Technology has boomed in my 25 year 
career.  When I started we had no desk top 
illustrations, fax machines or internet.  
Technology should be viewed as a means 
for efficiency in our core functions.  It will 
not make sales or find quality prospects.  It 
will never be a substitute for activity.  We are 
in the people business, people do business 
with people.

What do you advise an RFC to 
concentrate on?

Each RFC should be showing clients how to 
integrate their savings and investment 

accounts along with their insurance 
program, the foundation of it all, to develop 
the most predicable outcomes for their 
financial lives.

What’s looming on the horizon for our 
profession?

We have a great opportunity in this 
economic climate to show clients that  
our products and strategies are the 
benchmark for immediate and long term 
financial security.  We have nothing to 
apologize for, we are the ones they need  
to rely on for guidance.  

What do you wish you had done, early 
in your career?

Saved even more money.  Because we 
have the opportunity to make very 
significant incomes in our field, it is very 
tempting to consume more than we save.

What have you done to create a 
reputation in your professional 
practice?

Our physical and web presence in our target 
market is very strong.  In addition we focus 
on constant professional development from 
our associates.   

Contact:  214 923 6669
watson@turtlecreekfinancial.com
www.turtlecreekfinancial.com
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CAREER OPPORTUNITIES

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

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

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

LET OUR STRENGTHS BE YOUR ADVANTAGE.

(Willing to Relocate?)



Charge non-investment fees

Sell giant insurance policies

Diversify practice revenue

Acquire new affluent clients

Develop  

a New Market

Fee-Based Business Planning Workshop

 

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

As a financial advisor Ed used these concepts to acquire 
long term clients, charge Non-RIA fees and sell millions  
of life insurance.

This workshop will prepare and  motivate you now to  
provide succession funding, estate planning  and debt 
cancellation insurance for the most profitable class of  
clients — business owners!

Identify and Prospect a New Market 
Leading financial consultants and Top of the Table insurance producers have long recognized  
that the solution is to go where the money is!  The more successful the business, the  
greater the need for objective assistance from a third party advisor — LIKE YOU!

Acquire All the Tools 
PowerPoint presentation, fact finder, letters, agendas, checklists, forms, motivating articles, plan  
text and easy-to-use calculation spreadsheet that motivates business owners to immediate action.   
Approach local businesses using tested letters, articles, sample plans, certificates, agreements  
and a proven professional system fully scripted.  Also:  Why and how to insure all business debts.

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

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

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

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



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

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

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

Fee-Based Business Planning Workshop

Venue Locations:  9am to 5pm  
  Charlotte, NC (HB Financial Resources) – August 18

  Middletown, OH (IARFC Offices) – October 13

  Denver, CO (Brokers’ Choice Offices) – October 20

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

REGISTER NOW

Please print or type information below.

   Mr.            Ms.           Mrs.

_________________________________________________________________ 
First Name                                    Last Name

_________________________________________________________________ 
Firm or B/D

_________________________________________________________________ 
Street Address

_________________________________________________________________ 
City                                                          State                     Zip Code

_________________________________________________________________ 
Phone

_________________________________________________________________ 
E-mail

    Mr.             Ms.           Mrs.

_________________________________________________________________ 
Associate First Name                      Last Name

Workshop Tuition:   Non-Member  $595
1-Day Special Workshop, including all the tools:

  Special — IARFC Member $395
  Cost for Each Associate $195

 Total: _________

   Credit Card                            Check made payable to IARFC

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

________________________________________________________  
Signature

Payment Information:

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

Fax:  513 424 5752
Questions:  800 532 9060

www.IARFC.org
info@iarfc.org

PLEASE MAIL OR FAX THIS COMPLETED FORM TO IARFC

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

Deliverables for you:
SPECIAL  

ONE-DAY WORKSHOP

For a complete list of dates visit the IARFC Calendar at:  
www.IARFC.org or call Amy at 800.532.9060 ext. 34

Sign Up Today or Call Us   
Find out why you cannot miss this opportunity! 
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unfortunately not addressed the true risks to 
the pre-retired community.  These risks are 
the direct economic impact to the client for 
the enormous cost of healthcare and 
catastrophic illness expenses that are costing 
families and spouses their life savings! 

Case Study:  Ethel, who is 85 years old and 
for years has been living independently, 
now needs full-time nursing home care and 
plans to apply for the Medicaid program 
benefits to help cover the new cost of her 
care.  She has $100K in CDs and Savings 
that she had planned to leave to her 
daughter, Kim, age 52, and to her son, 
Mark, age 55, to help cover her 
grandchildrens’ education expenses.  Under 
Medicaid rules, Ethel would need to spend 
the $100K, completely depleting the legacy 
she has worked hard to create.  The usage 
of the single premium whole life insurance 
policy would name Kim and Mark as the 
rider beneficiaries.  Since Kim has three 
daughters and Mark has one son, Ethel 
wants the death benefit to be paid out to 
Kim and Mark in a ten year payout at 75% 
to Kim and 25% to Mark.  Ethel also 
designates Kim as the policy beneficiary to 
receive $1,000 in lump sum death benefit.  
Kim would receive a monthly income for 
ten years of $619.00 and Mark would 
receive a monthly income of $265.33.

The new era of single premium life product 
is intended to provide a limited guaranteed 
death benefit and cash value that meets the 
Medicaid rule standards to fully exempt 
assets in order to qualify for government 
entitlement benefits.  By the use of this type 
of SPL Whole Life policy, there is no 
underwriting requirement or any type of 
physical in order to qualify, because it is a 
guaranteed issue life insurance policy.  
Utilizing this type of life insurance, our 
clients can still maintain “peace of mind” 
from the enormous expenses of LTC costs 
and offer guaranteed death benefits for 

their family.  These are two things 
in life that are certain — 
catastrophic illness/nursing 
home spend down and death.  

As a Senior Business 
Development Advisor with 
BCA Marketing, I strongly 
believe it’s a ripe time to 

implement this new life insurance product.  
With this product, if our clients live another 
30 years, they know that they can leave 
their legacy to their children and 
grandchildren while also protecting their 
hard earned assets from the costs of long 
term care.   

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.

Joseph and his wife reside in Littleton, 
Colorado.  They are the proud parents of 
three children; Haily, Kaira and Ivaiah.

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

Attention: Advisors and Attorneys, there is a 
new tool within the niche market of Medicaid 
and Aid & Attendance Veterans Benefits 
Planning.  The era of the single premium life 
is back, thanks to the new and improved 
features, which help the most vulnerable of 
clients — the widowed individual.  As we 
know, our single clients tend to be the most 
challenged and also the most common 
because of extended life expectancies that 
are a result of the enhanced medical 
technology of the times that we live in.  The 
new average life expectancy for females is 
now age 85, up from age 81, and males are 
making it to age 81, up from age 78; 
according to the new 2001Commissioners 
Standard Ordinary Mortality (CSO) tables that 
calculate insurance rates for new policies.

This niche is set to become the Holy Grail 
for Medicaid & Veteran Benefit planners who 
are seeking answers to the complex strategy 
of qualifying the single client for entitlement 
benefits, due to the challenges presented by 
the extended look back period of any 
transfers done within five years.  The Deficit 
Reduction Act (DRA) has made it a bit 
challenging and limited for these clients.  It is 
a well-known fact that the US population is 
aging, and as a result, many of financial and 
estate planning techniques that have been 
used for years need to be revisited and 
revised.  It has been estimated that 80% of 
women outlive their husbands by 7 to 10 
years as widows.  The sad reality is that the 
financial advisors or “Safe Money” advisors, 
whatever they portray themselves as, have 

Ultimate Tools to

Longevity Risk Planning 

Joseph Clark, CFEd®, RFC®
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which often times can lead to 
disagreements given the added  
stress and emotions.

 8.   When dealing with multiple family 
members and loved ones, it can be 
difficult to integrate religion, spirituality 
or personal wishes and preferences.

 9.   Trying to plan for “exactly what our 
loved one would have wanted” is often 
extremely difficult, especially considering 
the different opinions involved.

10.   When there are multiple people 
involved in planning the details of  
the memorial services, it can be 
challenging to agree on the location, 
funeral music, speakers who will be 
giving a eulogy, guests, funeral flowers, 
date and time, etc.

15 Most Common  
Legal Documents Needed

After a death occurs, family members or the 
person in charge of the estate will need to 
gather the following legal documents, most 
of which need to be the original versions:

 1.   Last Will and Testament

 2.   Revocable Living Trust

 3.   Irrevocable Living Trusts

 4.   Valid Birth Certificate

 5.   Social Security Card and/or Number

 6.   Current Marriage License

 7.   U.S. Citizenship Papers

 8.   All Insurance Policies, Contracts,  
and Paperwork

 9.   Copies of Recent Bank Accounts 
(Usually Within the Past 6 Months)

10.   Copies of Current Deeds to Property

11.   Auto Title in the Deceased Name  
(or Joint Name)

12.   Most Recent Income Tax Returns

13.   Any Veterans Discharge Papers

14.   All Current Disability Claims

15.   Documents Recording Any  
Cemetery Deed

Top Six  
New Funeral and Memorial  

Technology Tools

Below are some of the ways you can help 
your families take advantage of the new and 
innovative memorial technology and 
memorial service options when planning a 
funeral:

1  New Gravestone Technology – An 
amazing way to see much more than a 
name and date.

2.  DVD Video Tributes – A powerful 
combination of video, pictures, and 
funeral music.

3.  Funeral Webcasting – Allows families to 
“attend” a memorial service “live” online.

4.  Memorial Diamonds – Customized 
genuine diamonds for family heirlooms.

5.  Memorial Reefs – Green burials at sea 
offer an underwater living legacy.

6.  Memorial Websites – Personalized 
websites so families can share together 
anywhere.

To learn more about these new cutting edge 
tech tools, I strongly suggest you and your 

When your clients lose a loved one, this is an 
excellent opportunity to provide yet another 
value-added service by helping them work 
through one of the toughest challenges of 
their lives.  This article also reinforces my 
strong and recurring message on why it is so 
important for you to help your clients prepare 
in advance by creating an End of Life Plan. 

So below I have listed some of the helpful 
information both you and your families can 
benefit from learning about, provide access 
to, or store for a future need.

Top 10  
Funeral Planning Challenges

As you can see below, this list details  
only a small fraction of the actual funeral 
planning challenges your clients and their 
families will be faced with when making 
funeral arrangements:

 1.   In the large majority of situations, most 
do not preplan funeral arrangements  
in advance of a loved one’s death, 
causing much stress on surviving  
family members.

 2.   Critical decisions need to be made, and 
usually in a timely manner.

 3.   There are many funeral planning 
options to consider, and the funeral 
costs can add up to significantly more 
than anticipated, or affordable.

 4.   When struggling and coping with loss, 
making the most efficient and rational 
decisions can be a much more difficult 
task than it should be.

 5.   There are often family members who 
are emotionally incapable of making 
many key decisions given such an 
emotional and challenging situation.

 6.   There may be family members who 
prefer to take control of these details, 
even though they may not be the 
appropriate person in many situations.

 7.   There are usually multiple family 
members and loved ones involved, 

New Opportunities  
To Help Your Clients
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EASY
EFFICIENT

AFFORDABLE
Proven solutions that work to make  

your planning practice more profitable

800.666.1656  x13
for a FREE WEB DEMO

www.FinancialSoftware.com

                                                financial planning software helps you develop  
comprehensive financial plans, quickly and easily. 

  Comprehensive goal-based
  Clear easy plans in just minutes
  What-if Scenario Modeling Monte Carlo Analysis

Financial Notebook, data-gathering for                                                 .
Secure client questionnaire that 
works for you and saves you time 
and improves communication.  
Give your clients another choice  
for gathering their information.  
An intelligent interview guides 
them in creating a file they can send 
to you. Then a few keystrokes later, 
you are preparing for a much more 
meaningful meeting with the client. 
Focus on helping clients clarify and 
crystallize their goals and dreams. 

  See it  (Register for a Free Web Demo)
  TRY IT  (30 day fully functional trial version)
  Buy it  (Order Now)  

families visit a new informational website I 
recently built, www.MemorialTechnology.
com.  This resource center helps makes it 
easier for you and your families to raise 
awareness about these new ways to heal, 
remember and create a special tribute.

As it stands today, there is no official 
“course, training, or education” that I am 
aware of which directly helps Financial 
Advisors and their clients/families to plan in 
advance for death by creating an End of Life 
Plan…nor is there any way for us to help 
our clients/families with what to do after 
someone has passed.

However, I can assure that this will soon  
be changing in the near future.  And  
by adding End of Life Planning to your 
services, you will be able to open up 
multiple new doors of opportunity that you 
never knew existed, making this difficult 
process much easier and more beneficial 
for everyone involved.   

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

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

Christopher Hill, RFC®
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fixed the computer architecture.  This  
did not count the lost costs in our  
inactivity while we were trying to piece 
together everything from our calendars  
to client records!   

I was not going to let that happen again.  
The first step was buying a secure router.  
The next step was setting up three separate 
computer servers, one for general company 
files, one for our CRM system, and one for 
our confidential client files.  Each server had 
a Raid backup drive and each Raid had a 
USB hard drive for redundancy.  What was 
the final step?  I created a complete parallel 
system (secure router, three servers, Raid 
drives, and so on) at our home that does a 
full backup every night.  On top of this, I 
replace all our team’s computers every 
three years.  

It is very complex to manage and maintain, 
but the system is secure, and we have not 
had a failure since.  Unfortunately, unless 
you personally have my background in 
technology, outfitting your practice like this 
will cost a lot of money.  

What is the counterpoint out in the field in 
most of the advisor offices we have visited?  
Mostly old computers, old operating 
systems, few (if any) backup systems, 
online backup systems that will recover your 
data but could take 30 or more hours to 
restore your systems if such a failure 
occurred, and niggling monthly costs of third 
party tech support teams.   

Perhaps one of my most incredible 
experiences in assessing technology with a 
client was two years ago in an East Coast 
advisor’s office.  One highly successful 
advisor and three team members to support 
him created over $900,000 in GDC 
annually.  It was a great organization and 
wonderful people.  

Unfortunately his chief of staff was using an 
old Dell.  It was running Windows 2000 as 
an operating system on 512K RAM with a 
slow DSL connection to the Internet.  On 
top of that, her computer worked as the 
server for managing all the data storage and 
Internet access for everyone and everything 
in the office.  The result?  You would type 
the letter “E” and could count “1, one 
thousand, 2, one thousand, 3, one 
thousand” before the “E” would appear on 
the computer screen.   

So, what do you do?  There is an 
undeniable need to improve efficiency, 
stabilize the computer systems,  
minimize tech costs, while still keeping 
current with a constantly changing 
technology environment (iPad anyone?).  
There is also a fairly large cost to pay to 
match what Vestment has done internally.  

Recently I interviewed Randy Olson of 
IVDesk (www.ivdesk.com) and learned a lot 
has changed since Vestment’s system was 
infected.  Randy showed me I needed to 
put my head “in the cloud” to break out of 
the costs and system support issues faced 
by advisors.  

Tax season is long over; your clients are 
wondering what is going on with the 
markets while your thoughts might be  
on what is going on with potential changes 
to regulatory law.  On top of this, your 
practice is facing challenges ranging  
from staffing and workflows to trying  
to provide a sense of stability in very 
unstable times.  Running a business is  
hard enough during Bull Markets; it can be 
even more challenging during a prolonged 
recession.  More stress is not a great 
formula for growth. 

Our own financial services practice has 
taught us some powerful lessons in the  
past year.  We have had to constantly 
modify and “tweak” methods and systems 
that have been proven for over a decade.  
Mostly, we have had to assess our 
workflows and how we leverage our most 
valuable asset: our time.  Being efficient 
while we help clients and prospects cope in 
a strange new world has been the key to 
surviving and growing.  

For anyone that has worked with Vestment 
you know that we want advisors to stay in 
PMS: that is, Prospecting, Meeting with 
clients, and Securing the relationship.   
Time spent outside of this is only preventing 
growth and limiting the number of clients 
you have and the quality of the services  
you provide.  This is why people on your 
team fulfill all the other efforts.  Efficiency  
in your workflow is the key to building  
your practice and you staying in PMS.   
This is why we are so dependent on these 
“other efforts”. 

There are a lot of other efforts.  Our own 
financial services group has over 1,000 
steps in the workflow.  I set up our CRM 
software to defined and assign each step  
to the right person on the team while 
allowing me to monitor any activity in the 
practice at the click of the mouse.  This 
system allows me to manage the practice 
no matter where in the country I might be 
as long as I have Internet access.  Your 
workflow systems are ultimately dependent 
on your technology systems, and that is 
where the rub is…

What happens if the technology systems  
go down?  I know, because it did a  
few years ago when a worm infiltrated.   
Two and one-half weeks and $12,000  
later we had recovered our data and  

Is Your Head in the Clouds?
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What if I have a problem?  No problem: 
IVDesk has a 24 hour 7 day a week  
live person hotline to get me past my 
challenges, even if I am trying to dress up  
a fancy graph in Excel for a client.  Most 
Cloud delivery systems in financial services 
have some form of fast acting support. 

Is it stable and does it work long-term?   
I was astonished to find out Randy’s 
company had been serving the financial 
services industry for 8 years, and that they 
had never have a client leave them!

Cloud technology is systematically  
being adapted by many large organizations 
in the industry.  Merrill Lynch created  
an energy-saving risk management  

platform, Wall Street has a hosted  
Electronic Settlement Network that offers 
pay-as-you-go FX trade processing, and 
Pareto Group has had Cloud Based CRM  
for years, and is now partnered with 
Microsoft to offer Cloud based CRM 
customized to the practice management 
needs of financial planners.  Most 
independent Broker Dealers are offering  
an increasing number of applications 
through their websites that are “Software  
As A Service” (SAAS) through the web. 

The combination of a controlled monthly 
cost for technology, little to no service  
or maintenance fees, not having to  
manage the updates to all the systems  
is combined with a secure backup system.  
We think this is becoming an important 
piece of the practice management pie  
for Financial Advisors.  

Who would have thought that the speed of 
your Internet was more important than the 
speed of your computer?  After all, our focus 
should be on serving our clients, not 
managing our technology!

Net-net?  We have to get our head in  
the Clouds.

If you would like to listen to my  
interview with Randy, please visit http://
vestmentadvisors.com/zen-of-bus.php   

Peter Vessenes, RFC® is the CEO of 
Vestment Advisors, Inc. and ProfitSee, Inc.,  
a cloud based financial analytics tool.  His 
practical tools have helped business owners 
achieve the success they desire and get 
more money to the bottom line.  

Contact:  952 401 1045
peterm@myprofitsee.com
www.myprofitsee.com

Randy’s company had taken all the 
Microsoft Office Suite, Advent, Juncture, 
your portfolio manager and other financial 
services packages and made them work on 
any computer via the Internet.  The software 
is kept up to date with the latest releases, 
and even my Apple MacBook Pro could run 
PC based Advent and Juncture software 
through Firefox!  

Did I need backups to our data?  Cloud 
based technology systems manage this on 
the Web with the same kinds of redundant 
backup systems used by Google.  Was I not 
able to make it to the office due to flooding?  
No problem, I just stop at the coffee shop 
that has wireless Internet and BLAM!  I’m in 
my system.   

Peter Vessenes, RFC®

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

To order by phone IARFC Members can speak with Andrew Trout, Account Representative at:  
513.263.0213 or Andrew.Trout@sprint.com. 
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fact that lowest price is not part of their 
value proposition.  Both Wal-Mart and 
Neiman Marcus optimize in serving their 
customers, but their value propositions are 
quite distinct.

The Oxford dictionary defines optimization 
as “make the best or most effective use of”.  
Entrepreneurs are always looking for the 
best or most effective use of a product or 
service to create value.  In business, rewards 
are given to those who optimize, i.e. find 
the best or most effective use.

The starting point for optimization is for 
entrepreneurs to always work at the highest 
level of their capabilities.  In fact, the 
greatest opportunity lies in making the best 
or most effective use of their unique abilities 
or talents.

People often choose to become  
financial advisors because they have a 
unique ability to build relationships with 
their clients based on trust.  Yet too often,  
as their practice grows, they end up 
spending less time building relationships 
with clients and high-quality prospects.   
The complexities of running a business  
get in the way.  To optimize, they must  
learn to master the various aspects of 
building a business, while expressing their 
unique ability.   

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

Entrepreneurs want to make a difference  
in the world.  However, there is a 
fundamental distinction in the way in  
which entrepreneurs operate.  That 
distinction is grounded in the difference 
between profit and not-for-profit enterprises.  
With a not-for-profit, the objective is to 
maximize the benefit to all constituents.   
If we started a charity to find a cure for 
cancer, we would be working to maximize 
the benefit to all of those people affected 
by cancer.

The largest not-for-profit association is the 
government.  Its purpose is to maximize the 
benefit to all of the governed.  Sometimes, 
when the policies of the government serve 
the general interest, but not our individual 
interests, we get upset.

In business, however, the objective is  
to optimize.  Not all clients or customers  
are equal.  Profit is the key driver that 
sustains the enterprise.  Maximizing the 
benefit to everyone is a sure way to 
undermine profitability.

Wal-Mart’s differentiation is the lowest  
price.  Everything they do is designed to 
drive down costs and deliver the lowest 
price to consumers.  Neiman Marcus caters 
to the affluent and ultra-affluent.  Their 
moniker “Needless Markup” emphasizes the 

The First Principle of 
Entrepreneurship

Norm Trainor, NQA, CLU, RFC®
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If you are not selling effectively it is not likely 
that you can do a personality changeover.  
What you CAN do is hire associates that 
have complimentary styles, and discover 
how they can work in harmony with you to 
achieve superior results.

Using Kolbe Scores

Hundreds of cases have been studied in 
various sales environments and the results 
have been conclusive.  The Kolbe Conative 
Index™ (KCI) has singled out top producers 
by industry, product line and client base.  It 
not only identifies those most likely to 
succeed or fail, it has predicted them in 
order of productivity.

It does not take days to get the information, 
nor does it cost an arm and a leg to  
identify the best opportunities for a person 
interested in selling.  The KCI is a 36-item 
online instrument easily interpreted by your 
own Kolbe certified experts.  Immediate 
results offer common sense alternatives, 
never leaving only negative feedback.

Powerful Achievements

Use of the Kolbe Index helped Hank Brock, 
RFC®, build the largest financial services 

firm in Salt Lake City, “We quickly matched 
the work styles of our staff and producers 
with the needs of the organization — saving 
time, money and frustration.”
 
Brock understood that many persons could 
provide excellent analysis and service, but 
were not good at initiating the sale.  Some 
producers were excellent prospectors, but 
did not follow through effectively, and were 
not sufficiently detail oriented.  “Now we are 
using the Kolbe Conative index to build a far 
more complex structure with Mutual Benefit 
International Group.”

Kolbe Scores are Easily Understood

The Kolbe Concept has identified  
four Conative instincts — the natural  
ways of striving — that make up every 
individual’s MO — Method of Operation,  
or modus operandi.  The force behind  
these instincts gives a person drive, or  
the intensity with which to approach  
any situation.

It’s been said that the ability to sell cannot 
be defined, predicted, or taught.  We have 
heard that, “People either have what it takes 
or they don’t!”  But that does not tell the 
whole story, since there are many different 
types of very successful salespersons. 

•	 	It	is	true	that	selling	strongly	depends	on	
instinctive traits.  

•	 	Now	it	is	possible	to	better	define	and	
predict these traits.

•	 	It	is	a	terrible	waste	and	expense	to	
ignore this information.

The Kolbe Concept™ has isolated the 
instincts that define success in sales.   
It also provides a written measurement  
of those instincts within any person, so  
that it accurately predicts his or her ability  
to sell.

Are You Selling?

All financial service professionals need to 
sell their services – to acquire new, high 
quality clients, to retain their valuable clients, 
and to cooperate with other professionals 
and the media.  This requires selling skills.  
Few financial firms are so large that they 
have persons who are dedicated only to 
new client relationship.  

Every new associate should have selling 
skills.  Great salespeople come from all 
backgrounds and with 
different personalities 
and work skills.  
The Kolbe 
Conative index 
can be used to 
attract persons with 
natural selling work 
styles.  These will not 
be “all great talkers” 
nor will they be the 
“most gregarious 
country club” types.

Predicting Sales Ability
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•	  Turning down opportunities for failure

•	  Ascertaining why your success won’t go 
away

•	  Determining how to live on the edge 
and love every minute of it

•	  Discovering why your underwriter 
doesn’t want to win the vacation to 
paradise

•	  Learning why you can’t change places 
with just anyone 

These are just a few of the topics which  
you may choose for a presentation by  
the international consulting company, 
recognized worldwide as the leader in 
identifying and maximizing sales talent, 
Kolbe Concepts, Inc.

For more information, visit  www.kolbe.com  
or call 800 642 2822   

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

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

Research conducted by Kolbe Corp 
indicates that success in selling is related to 
the degree of mental energy available in 
each mode.  Everyone is equal in total 
mental energy, but the Kolbe identifies the 
characteristics most essential in a sales 
position — whether it is of tangible or 
intangible products or services.

•	 	Those	whose	greatest	insistence	is	 
in the Quick Start mode will be 
excellent cold-callers and will be good  
at closing sales.  

•	 	Those	insistent	in	Fact Finder will  
write good proposals and offer strong 
case work.  

•	  Follow Thru insistence provides  
the service dimension of a  
sales organization.

•	  Implementor insistence predicts the 
need to do outside sales, rather than 
work behind a desk.

Kathy Kolbe states that… “If sales  
people take full advantage of their  
instincts every step of the way, rather  
than feigning rapport, they will be  
perceived as more authentic and believable.  
When salespeople don’t engage their 
instincts, they can come off as the kind  
of superficial, pushy people who give sales 
a bad name.”

The Kolbe Concept has analyzed the 
differences among insurance industry 
agents who have made the Million Dollar 
Round Table, the Top of the Table and those 
who are not in either group.  It has also 
analyzed the insurance industry in various 
countries and compared home office 
executives to managing agents.  The  
Kolbe Index usage has been very effective 
in catapulting some financial planning  
firms to the top — achieving success far 
beyond what their peers would have 
predicted.  The results are definitive in  
their ability to isolate the factors, which 
forecast success in each group.

Kolbe Corp research provides an  
in-depth look at conditions which prompt 
performance from those of different MOs.  
It identifies ways to target, focus and 
maintain mental energy at peak levels. 
Practical applications include:

•	  Selecting those who will succeed

•	  Training to build on sales instincts

•	  Learning why some people defy  
the odds

COACHES
O
R
N
E
R

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.LTCcoach.com

Wilma@TheLTCcoach.com
720 344 0312

Max Bolka
Comprehensive Business Consulting

www.MaxBolka.com
Max@MaxBolka.com

800 472 3288

Forrest Wallace Cato, RFMA, RFC®

Media Advocate & Publicist
www.CatoMakesYouFamous.com

ForrestCato01@BellSouth.net
770 516 9395

Mark Gremler, RFC®

Billion Dollar Mentoring
www.billiondollarmentoring.com

marketing@billiondollarmentoring.com
877 736 7492

Christopher Hill, RFC®

End of Life Plan —  
Education, Training and Marketing

www.FuneralResources.com
Chris@FuneralResources.com

703 917 8501

Maribeth Kuzmeski, MBA
Practice Management & Marketing

www.RedZoneMarketing.com
MK@RedZoneMarketing.com

847 367 4066

Ed Morrow, CLU, ChFC, CFP®, RFC®
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employs 1.4 million people in the US.  
Paying taxes is big business!  

Incredibly, ignorance of the tax code is no 
excuse for filing an incorrect form!  Only our 
government could write a 71,000 page 
document of legalese and expect full and 
accurate compliance.  So we go about our 
assumed duty of rounding up the proper 
forms and calculating our remittance.  
Otherwise, we all face government 
penalties.  None of us want to be 
waterboarded by the government agency  
in charge of taxation enforcement — the  
IRS.  The IRS employs 90,000 workers and 
costs $11 billion dollars to operate (2008 —
According to Freedomworks.org).  

So, the process of paying taxes is 
cumbersome and costly.  Most of us hire 
accountants to take care of the forms but 
we still have to answer questions and 
provide documentation for everything we 
do.  How costly is the process?  According 
to the Tax Foundation, tax code compliance 
will cost $384 billion in 2010.  For every 
dollar of tax revenue collected, it costs an 
additional $.15 cents to pay for the revenue 
collection.  All that for a government 
regulation that was prohibited by the 
framers of our Constitution!

Where was I?  Oh yeah, I wanted to  
share some investment ideas to get our 
money working for us.  The first thing we 
need to do…

Hold on.  The government securities 
regulators are imposing a new change  
in the way investment advisors have to  
write their disclosures.  As part of the new 
‘financial reform’ known as the ‘Dodd-Frank’ 
legislation (another 2,139 pages of 
regulation better known by me as ‘The 
Skipper and Gilligan do the US’), we have to 
change our disclosures so they are more 
understandable.  Actually, I think this is a 
good idea but nevertheless, it will require a 
great deal of work for most advisors to meet 

the new regulations. The regulators  
estimate this will take 60 hours to complete.  
Specifically, we will be required to write  
our disclosure in sentence and paragraph 
form without using ‘big words’.  Yes, that  
is a specific requirement.  Advisors will  
need to spend the time to comply with  
the new regulations.  There is a time 
deadline so we need to complete the task 
or we will be waterboarded by government 
regulators.  Excuse me while I adjust the 
shackles of slavery. 

Let me get back to my job of advising 
clients on what should be our investment 
strategy to make money.  Here is the 
opportunity of a lifetime.  What we need  
to do is…

Excuse me for a moment.  The Plunge 
Protection Team (PPT) is driving up the 
stock market in the final few minutes of the 
day.  I really need to gauge this action as to 
its effect on the mood of the stock market.  
The PPT has been responsible for every 
down-trend reversal since the Fed’s coup of 
August, 2007.  It is very important to listen 

When people find out what I do for a living, 
they invariably ask me questions about 
investing.  They want to know what is  
going on today and what they should do  
to make some money.  So, with all my 
experience, I thought I should share the one 
basic theme that should be profitable for 
everyone.  Here we go!

For investors to make money, all they have 
to do is this.  Hold on a second, my phone 
is ringing.

Okay, I’m back.  That was my accountant.  
When you run a small business, taxes are a 
constant concern and the task of paying 
those taxes is a part-time job.  Government 
regulations compel us to pay taxes and the 
code that details how those taxes are to be 
paid is now over 71,000 pages long 
(according to the tax publisher CCH as 
quoted from webpage http://thehill.com/
homenews/house/92377-few-members-
file-own-returns).  

The standard tax form required is the 
two-page Form 1040.  It carries 174 pages 
of instructions.  Even the so-called ‘EZ’ tax 
form has 41 pages of instructions.  From the 
same source, only 8% of Americans in 
2009 complete their tax return without the 
aid of a tax-preparer or software.  Small 
businesses and individuals alike spend a 
great deal of time just trying to comply with 
the government regulations.  

From the webpage http://blogs.forbes.com/
janetnovack/2011/01/05/tax-waste-6-1-
billion-hours-spent-complying-with-federal-
tax-code/, we learn that the federal tax  
code in 2001 entailed 1.4 million words.   
In 2010 it had swollen to 3.8 million  
words.  Astonishingly, businesses and 
individuals collectively spend an estimated 
6.1 billion hours per year complying with  
tax code.  That amounts to 3 million 
workers working full-time all year.  For 
perspective, the federal government 
employs 2.1 million civilians and Wal-Mart 

The Single Most Important 
Investment Idea – 2011

(The following was written over a period of time punctuated by a series of interruptions.)
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market that has been turned into a roulette 
wheel by the Federal Reserve and 
associated regulators, suitability for any 
investment is an exercise in futility.  All of 
this is of course duplicitous, but everyone is 
afraid of government regulators coming in to 
waterboard them.  The result is the business 
world tries to load up on compliance 
documents and disclosures.  In truth, almost 
all of them are meaningless and worthless 
but the government wants to make sure we 
are all busy processing paperwork.  They 
want to make sure we are all properly 
indoctrinated to government rule.  There 
goes another day’s work!

So let’s get back to what I am really paid to 
do — advise clients on their financial 
investments.  The most important thing right 
now that will affect all investments is…

Again, I’m sorry.  The state where my 
business is located is offering a security 
regulation meeting that I must attend.   
I also think these types of meetings are 
good but it speaks to the complexity of the 
regulations for which we must conform.  
The difficulty is that regulation requirements 
are always changing.  The Dodd/Frank bill is 
an example of how drastically the 
regulations changed.  The regulators have 
the badges and the army.  We have to 
continuously educate ourselves on what we 
are required to do for our government 
taskmasters.  I know very well what my 
clients want me to do.  Their requirements 
rarely change.  I think the government likes 
to change things up so they will have an 
excuse to waterboard those who don’t 
receive or understand the memos!

Okay!  I’m back from the securities meeting.  
It was more government control, but I 
expected that.  So back to the single most 
important thing investors and clients need 
to know. It is…

Hold on a second.  Ruler Bernanke is 
speaking.  He is King of the Fed and we all 
know the Fed completely controls the stock 
market and therefore our economy, 
retirement, and the credit default swaps that 
insure the world’s debt.  He seems serious 
about ending Quantitative Easing 2 at the 
end of June.  The stock market is of course 
now trembling because without the Fed 
manipulating stocks every single day of 
trading, the house of cards might finally fall. 

Now where was I?  There was something 
that I wanted to make sure everyone knew 
about investing going forward, but I have 
completely forgotten what it was.  Let me 
check to make sure I have all my securities 
regulations covered.  Let me make sure I 

to the new ruler, Bernanke, and understand 
what he has in store for investors.  Since  
the government decided to take over  
the economy and by default the stock 
market, the government regulators have 
become the driving force.  Their goal is to 
waterboard sellers of equities, short-sellers, 
and recovery disbelievers. 

Okay, I’m back.  Where was I?  Oh yeah 
– the investment idea to make us some 
money.  We need to…

Sorry, there are some quarterly forms that  
I need to complete as a requirement of  
the securities regulations imposed upon 
advisors.  The vast majority of forms that are 
required are never read by anyone and are 
more ridiculous than Nancy Pelosi at a 
MENSA meeting.  For instance, advisors 
have to make sure they mail out ‘Privacy 
Policy’ notices to all their clients each year.  
It basically says that we won’t share 
personal information about our clients.  
That’s fine — I would never breech that 
confidentiality with my clients anyway.   
But, we are required by the regulators  
to have a form made up saying that we 
don’t engage in this behavior and mail it  
out each year.  Every client gets one every 
single year.  Of course, the regulators can 
come in and pour through every file and 
make copies of everything and do God 
knows what with the information.  And of 
course, I’m sure that Bernard Madoff had a 
real nice ‘Privacy Policy’ but that didn’t stop 
him from stealing billions.  Epsilon probably 
had nice privacy policies but their servers 
were hacked and customer credit 
information was compromised.  Whatever.  
Regulators dictate and we conform to try to 
avoid government waterboarding.

So, getting back to what I am supposed to 
do — work for my clients.  The investment 
information I want to share is important  
and could really grow our portfolios.  To  
get started…

Sorry.  A broker/dealer for whom I do third 
party advisory work has just emailed me a 
ten-page compliance questionnaire that I 
must complete immediately.  They also 
want other compliance related documents 
to be included.  Most importantly, they want 
to know how my company responds to SEC 
rule 206(4)-7.  This is, of course, the 
regulatory requirement imposed on advisors 
(instituted in 2004 I believe) mandating a 
comprehensive compliance program to 
prevent violations of the Investment 
Advisors Act of 1940.  I won’t bore readers 
with all the details but the rule is an attempt 
to document and qualify all things related to 
trading and billing of client accounts.  In a 

have my tax regulations covered.  Currently 
the commodities trading regulators are 
pumping up the margin requirements for 
silver and oil to try to tamp down the price.  
The markets are in such a confused state on 
this day that I write that long silver and short 
silver are both down.  I don’t know exactly 
what the single most important idea that 
investors need to know because I have to 
do so much work for the government.  But I 
do know this:  Government regulators are 
crushing the American worker and the 
American spirit.  From the police who can 
now feel us up anytime, anyplace, for no 
reason, to the goons that man the entry 
gates to the airline terminals, to the goons 
at other government regulatory agencies, to 
the goons that run hit-squads in the name 
of ‘national security’, there is a subtle shift 
from the land of the free to the home of the 
bullied.  The government is in our face all 
the time.  Maybe that is the single most 
important investment idea of today.  In the 
Fed we now trust.  Unfortunately, a review 
of the Fed’s track record would be hard 
pressed to turn up a single instance of an 
accurate economic prognostication!  Now 
you know what is really important.   

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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entitled to?  Or as special gifts that have 
been entrusted to our keeping? 

This month we are going to talk about the 
application of wise stewardship with regard 
to each of these three asset classes:

Human
Physical

Financial Assets

Human assets are often the most easily 
overlooked, but give someone six months 
left to live, and they won’t be out there 
seeking promotions or buying cars.  They 
will be spending time with loved ones.   
In an interview with CBS news, Gloria 
Vanderbilt talked about how at age 10, she 
gained the family fortune, but lost what she 
really wanted — a relationship with her 
mother.  Human assets include family 
relationships as well as friends, and the 
balancing act of our own time and energy.

Stuff is the way I like to think of our Physical 
assets.  This category includes our house, 
our cars, and our favorite chair, as well as 
anything that could fit in a suitcase.   

And finally Financial Assets, what most of 
us think of first, but in the grand scheme of 
things really comes in last.  We will talk 
about utilization verses accumulation, and 
how you can keep money — and the stuff 
you accumulate — in their proper place, as 
tools to serve you rather than the other 
way around.

With regards to all three asset classes, the 
application of wise stewardship is the 
quickest way to attract more of whatever 
you want in life.

Take good care of what you already have, 
and more of it will come your way.
 
By the same token, the quickest way to lose 
what you have is through neglect and 
self-centered thinking.  To apply this first 

principle of caring for what you already 
have, this week’s call to action is simple and 
even kinda fun.

ACT Before You Think

Yes, you get to go against what your mother 
has always told you.  When that paycheck 
arrives, act overjoyed!  When your spouse 
arrives late, be glad to see them!  Don’t 
think about the unpaid bills, the short 
comings and the flaws.  Look at the check in 
your hand, the person in front of you, and 
appreciate what or who they are.

Being grateful for the people and things  
in your life can radically turn things around.  
I challenge you to apply this to one area of 
your life today and watch what happens.  
Please, tell me about your experience.   
I’d love to hear from you!   

Beau Henderson, RFC®, CMSC is a  
financial advisor, author, trainer, coach,  
radio personality, and CEO of RichLife 
Advisors.  He has helped over 3,000 clients 
to not just improve their relationship with 
money, but to live the life of their dreams.

Contact:  770 540 9142
beauhen@yahoo.com
www.richlifeadvisors.com

Cornelius Vanderbilt achieved the 7th largest 
fortune ever accumulated in the US during 
his time, yet only 48 years after his death, 
there was nothing left.  A direct descendant 
died penniless, and every one of the famed 
Vanderbilt Fifth Avenue Mansions were torn 
down.  The Vanderbilt generations are as 
well known for their failed marriages and 
drug addictions as they are for their 
accomplishments and talent for foolhardy 
spending.  While most of us cannot relate to 
the problem of having millions to lose, it is 
essential to understand the mechanics of 
wise stewardship when building any kind of 
fortune of your own.   

As every RFC well knows, it is the rule rather 
than the exception that money will not stay 
in your life unless you have the wisdom to 
take care of it.

I admit the word stewardship sounds a bit 
old-fashioned, but the concept is not only 
timeless but wise.  Closely related to 
responsibility, a life based on stewardship, 
or more specifically on taking responsibility, 
is one of the core principles necessary for 
building a RichLife.  While Cornelius built 
himself a fortune of millions, he also gave 
millions away, establishing the Vanderbilt 
University in Nashville and living in a modest 
home that was easy to care for.

The IARFC encourages accountability.  
Stewardship is the behavior of an 
accountable person.  Its root word is keeper, 
meaning one who cares for and manages 
people and things. 

The careful management of that which has 
been given to us pertains to many facets of 
life, not just money.  But changing the way 
we treat those assets, including the way 
we treat money, can result in a drastic 
and life changing shift. 

It comes down to one important distinction:   
Do we view our talents and physical 
possessions as something we own and are 

Why Money 
Without Wisdom 
Won’t Stick Around

Beau Henderson, RFC®
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4.  At the event, there is an organized way 
to capture information from guests, who 
attend, and for them to request an 
appointment so their interest doesn’t 
have time to cool off.

We created an event calendar at the 
beginning of the year and set out to  
host client events designed to foster 
introductions.  There are two event 

categories:  educational and entertaining.   
It is important to host non-financial events 
to build client relationships.  If the only 
event your client is seeing you at is 
financial/business related, it will be a 
shallow relationship and may never 
approach a true relationship.  

In addition to the typical client only 
educational seminar, which we hold twice a 

The highest compliment a professional 
advice giver can be paid, “is that of  
an introduction, commonly known  
as a referral.  Once your clients are  
satisfied and thoroughly impressed with  
the level of service you provide, your  
next responsibility is to ensure they don’t 
forget about you.  

The old adage ‘out of sight, out of mind’ is 
certainly true when it comes to getting 
introductions to prospective clients.  If you 
make it a point to stay in front of your 
clients constantly, they will always have you 
in mind.  This way, when their neighbor is 
complaining that he never hears from his 
advisor, your client will be quick to say, “You 
should talk to my advisor, I hear from him 
all the time.”

Over-communicating with clients has a 
profound impact on the development of the 
client-advisor relationship.  The stronger 
your client relationships, the better your 
two-way dialogue.  This is paramount to 
giving advice in any economic condition.  If 
you have created a strong bond and easy 
flow of communication with your client, 
when the market turns bearish, or a life 
event sends the client into a tailspin, your 
communication conduit will withstand the 
stress and enhance your professional 
guidance.

Once you have happy clients who hear from 
you all the time, your referral tree will be 
loaded with low-hanging fruit.  To reap the 
fruits of your labor, you must host effective 
client events.

Effective client events share  
four basic elements:

1.  They are either entertaining or 
educational in nature, so everyone who 
attends will benefit in some way.

2.  They are advertised well in advance, 
with attractive marketing materials.

3.  Attendees are strongly encouraged to 
bring guests, and are reminded of this 
more than once.

Over-Communicate  
and Build True Relationships



year, we host a monthly wine tasting event, 
a semi-annual ladies shopping excursion, 
only for our lady clients, friends and staff, a 
summer Luau, a paper shredding event and 
a Christmas celebration.    

The wine tasting event has become a 
popular event for clients and there 
introductions.  We host these monthly at our 
local upscale wine shop.  Each month of the 
year we feature a different region/country to 
taste; complete with hors d’oeuvres and 
give away gifts.  As of this writing, we can 
attribute over $30,000 of new fee revenue 
to the wine tasting events alone.

The most important task we all have, both 
in our business and personal lives is to build 
true relationships.  What is a true 
relationship?  A true relationship is a 
connection between two people that is 
sincere, uplifting, joyful, and continuously 
strengthened by trust and empathy.  To 
build true relationships you must work at 
this connection and live by the premise:  it 
is better to give, than to receive.  In our 
business, people will do business with 
someone they like and trust.  The client or 
person you are trying to build a true 
relationship with has to feel appreciated.  
People don’t care how much you know, 
until they know how much you care.  We all 
need to reach out and touch the lives of 
other people.

The goal of our advisory practice has never 
been to be all things to all people, but all 
things to a few, select people.  It is like we 
are building a well-crafted ark and there is 
only so much room.  Our mission, with our 
clients help, is to invite the next group of 
clients onto our ark.  To that end, we 
continue to focus effort on our existing 
client relationships and give them the wow 
experience they deserve.  

For this reason, we have to create 
opportunities for those that are already on 
“our ark” to introduce us to new nice people 

that will fit with what we are all about.  As 
noted poet Bob Dylan once wrote, “things 
are a changing”.  It is imperative that you 
and your clients stay in close contact, 
because life happens and things change.  
This is critical if you are going to continue to 
create the proper financial plan with the 
proper tactics.  The world of finance and our 
economy is changing.  Your commitment to 
communicating and staying ahead must be 
a priority.   

Phil Calandra, RFC® is the co-founder and 
CEO of Calandra Financial Group and 
Calandra Wealth Management.  Phil is a 
member of the Investment Management 
Consultants Association (IMCA) and the 
National Association of Independent 
Mortgage Bankers, qualified for MDRT Top 
of the Table  and he earned entry into The 
Chairman’s Council of The AmerUs Group 
and Tucker Advisory.  A native of the Atlanta 
area, Phil resides in Kennesaw, Georgia with 
his wife and business partner, Jennifer.  
They have four sons.  Phil is an active 
member of Burnt Hickory Baptist and enjoys 
reading and playing trumpet.

Contact:  678 218 5925
phil@calandrafinancialgroup.com
www.calandrafinancialgroup.com
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Recruit a new member today

Refer Financial Advisors  
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When you nominate these professionals 
and they join the association, the IARFC 
will send you $50!
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your membership dues.   
No waiting  
till the end  
of the year —  
as soon as  
your referral  
signs up, we send you a check for $50.

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

Mail, fax or phone in referrals to:

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

P:  800 532 9060 — Ask for Amy
E:  info@IARFC.org
W:  www.IARFC.org

Fax to:  513 424 5752

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

513 424 6395 x14

Make the best use of  
your advertising dollar...

Phil Calandra, RFC®
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first, then consider the following three 
internal levels of social media guidelines: 
blogging policy, outbound commenting 
policy and employee guidelines.  

1. Rules of engagement 

■   Be judicious:  know and follow your 
organization’s code of conduct and 
privacy policy. 

■  Be transparent:  represent and identify 
your company truthfully. 

■  Your responsibility: know your role and 
stick to your area of expertise — don’t 
overstep your bounds.  

■  Be a leader:  don’t denigrate 
competitors, let alone your organization. 

 
2. Contractors and endorsements 

■  Give and take credit where credit is due. 
■  Respect proprietary information, content 

and confidentiality. 
■  Clarify who owns what. 

3. Moderation guidelines
 
■  Reviewing and approving content:   

It is unnecessary to have each and  
every piece of content reviewed; 

however, it is recommended that 
organizations implement a monthly 
review process of activity. 

■  Identify and define what your company’s 
purpose, scope and focus of information is. 

■  Exercise good judgment. 

Other helpful tips include: 

■  Implement a social media accreditation 
process for your employees to complete 
before participating in your organization’s 
social media practices.  Many companies 
and employees are simply uneducated 
in regards to social media and are 
therefore hesitant to engage.  Education 
and accreditation are key to success.  

■  Create a social media best practices 
guide to break down the creation and 
maintenance of blogs, podcasts, 
discussion forums, Wikis, RSS feeds, 
video sharing and social networking 
platforms such as Facebook, Twitter  
and LinkedIn.  

■  Disagreeing or debating with other 
companies is not forbidden.  Just be 
sure to be polite and behave 
diplomatically.  

■  Use common sense.  Don’t comment 
on legal matters, crisis situations or any 

The exponential growth of social media in 
the online world has quickly caused the 
lines to blur between the personal, 
professional, private and overall general 
models of interaction and conduct online.  
Implementing a social media policy for you 
and your organization is key in setting 
guidelines, rules and regulations on what is 
appropriate and how you and your business 
are displayed online.  

But, ugh, rules and regulations?  Social 
media policy?  Proprietary information and 
content?  What are these things?  

It would seem that social media popularized 
so quickly that the idea of a social media 
policy was an after-thought for most 
companies. Regardless of whether you or 
your business has a social media policy, it’s 
crucial that you create and implement a 
strategy in regulating the use of social media 
and how your organization is being seen by 
the online world. 

We’ve created a list of useful tips that will 
help you and your business continue your 
online success.  If you or your business 
already has a social media policy in place, 
review your organization’s existing policies 

Back to Basics:  
Understanding 
Compliance 

We’ve created a list of useful tips that will  
help you and your business continue your 
online success.  We’ve also included a short 
checklist that outlines what you should have 
in mind while creating a social media policy 
for you or your organization.  
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other topics that could possibly  
be viewed in a negative light.  
Remember the three Rs of social  
media engagement: representing, 
responsibility and respect.  

If you are an individual that’s looking for 
specific social media guidelines to follow, 
feel free to adopt the strategies above.  I’ve 
also included a short checklist below that 
outlines what you should have in mind 
while creating a social media policy for you 
or your organization.  

The first point is determining where you  
and your company stand in the social  
media sphere.  How far do you plan on 
delving into the social media ecosystem?  
You also need to know what social media 
actually is, and be sure your employees are 
educated as well.  Determine who owns the 
rights to specific names, content, social 
networking sites and so on.  That way, if an 
employee leaves, you still hold the rights to 
specific property.  

Confidentiality and privacy may seem  
like common sense, but addressing  
these issues with your employees will 
ensure that they do not share private and 
confidential content on the business’s 
networks.  Deciding who is responsible 
simply means delegating certain social 
media jobs to certain people.  That way,  
for example, if a public complaint is listed 
on your network, a certain person or team 
within the company has the responsibility  
to address it.  

The second portion of the checklist starts 
out by detailing the importance of trying to 
dictate the rules of engagement without 
being a dictator.  Social media is meant  
to be an open forum, so try to keep it that 
way.  You can’t stop employees from 
communicating using the new mediums, 
but you can set some ground rules that 
work for everybody’s benefit.  While your 
employees are already practicing good 
common sense while participating online, it 
still doesn’t hurt to set some ground rules to 
work around taboo topics.  

Also, having a tracking system will make it 
much easier to archive and find social 
media records from the past.  Education 
and training are huge — protect your 
company and your employees by making 
these resources easily available.  It will give 
you and your company the confidence to 
succeed using social media.  

Finally, always have a crisis plan.  Anything 
can happen, especially in open forums like 
social media.  So, keep a backup plan that 

addresses any issues that could arise and 
how to attack them.  

Compliance is a touchy subject, and it affects 
everyone differently.  Regardless of whether 
you are an individual or a business in search 
of a set framework and set of rules to abide 
by, it is crucial to have some sort of guidelines 
in place.  Be sure to take into account the 
types of professionals and businesses within 
your field and the hoops they may have to 
jump through in order to use social media.  

Also consider your audience — their 
demographic and area of expertise may play 
a significant role as well.  The great news is 
that many individuals and organizations are 
facing the same compliance issues, and 
there are loads of resources online and off 
to help you in deciding what is best for you 
and your business.   

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

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

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

Visit:  www.financialsocialmedia.com

Reprinted with Permission Producers Web

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

   Display the RFC group designation with the logo on  
your profile

   Connect with RFC professionals across the country

   Start or participate in discussion topics

   Share practice concerns and solutions

   Stay up to date on RFC classes and events

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

Contact mark@IARFC.org for 
assistance with IARFC LinkedIn Group

Great News!
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Enthusiastically Develop Your Edge

to four or five people every day, Frank 
Bettger immediately applied the principles 
of Enthusiasm and the Slight Edge.  He 
literally turned his career around.

He applied the Principle of Enthusiasm by 
giving himself a pep talk.  “You’ve got two 
good legs.  You can do it.  You can tell your 
story to four or five people every day.  You 
will make good.  Why?  Mr. Talbot said so.”  
Bettger said, “What a great relief came over 
me.  Now I knew I was going to make good 
in selling.”

Bettger then applied The Slight Edge 
Principle by devoting extra time to 
enthusiastically telling his story to four or 
five people every day.

The rest is history.  Frank Bettger went on to 
become one of the greatest insurance 
salesmen of all time.

Here’s the Slight Edge Creed:

•	 Put	enthusiasm	to	work	for	you.

•	 	Show	that	you	care	—	by	attitude,	word	
and action.

•	 	Treat	the	customer	as	you	would	like	to	
be treated.

•	 	Respect	prospects’	intelligence;	never	
overestimate prospects’ information.

•	 	Do	today’s	jobs	today	—	never	put	off	
until tomorrow.

•	 	Make	right	first	impressions.

•	 	Seek	an	answer	to	every	question;	never	
leave the customer in doubt.

•	 	Deliver	more	than	customers	expect.

Frank Bettger turned his selling career 
around by applying two principles:

1. Enthusiasm — “Enthusiasm is the greatest 
method of persuasion without pressure.  
Enthusiasm is the yeast that raises the 
dough.  Enthusiasm is the greatest one-
word slogan for living ever devised.”

2. The Slight Edge — This principle has to do 
with what making a slight improvement in 
one skill can do to one’s performance over 
a period of time.

After hearing his boss, Mr. Walter Talbot, say 
that this business boils down to seeing the 
people — enthusiastically telling your story 

•	 	Do	what	it	takes	to	assure	the	
customers’ satisfaction.

•	 	Follow-up	to	make	sure	the	job	is	well	
done, and done right.

Enthusiastically develop your Slight Edge!   

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

Dr. William L. Moore, Sr., CLU, ChFC, RFC®
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This business of selling boils down to one thing, just one thing:  Seeing the people.  Show 

me an individual of ordinary ability who will go out and enthusiastically tell his story to four 

or five people every day and I’ll show you a salesperson who just can’t help making good.  

Walter Talbot
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n  Attract new clients and service existing clients better

n Generate leads and maximize referrals

n Get a professional and attractive online presence

n Easy to maintain and update

n Supplied with proven content and features

n Improve your search engine rankings

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

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

www.iarfcwebsites.com  |  1-800-593-9228

Create your own IARFC 

website NOW!

Powered by Smarsh Financial Visions Website Services



“Hesh, where is your business plan?”  It was 
a question I expected from my banker, but 
not from my wife.  She tried to sweeten it 
by adding, “honey.”  It didn’t help.  I looked 
at her with displeasure.  I realized I had 
created a monster. 

Let me explain.  I had encouraged my  
wife to go back to school.  The kids were 
entering middle school, she was bored  
with car pooling, and we also could use the 
extra money. 

I told her not to limit herself to speech 
therapy, her profession prior to marriage and 
child rearing.  I suggested she see a career 
counselor.  To my surprise, she scored very 
high in finance.  I think it related to her 
compulsiveness for details.  And then, as 
always, luck played its part. 

The business school was under pressure to 
bring more women over the age of 40 into 
its mid-career MBA program.  My wife 
applied, was accepted, and a year later she 
had an MBA (and I am proud to say she 
finished in the top 10 percent of her class). 

But then she crossed the line.  She started 
getting involved in my business.  We always 
had a non-verbal agreement.  She stayed 

out of my business other than answering 
the phones when my secretary took a 
three-month maternity leave.  And I stayed 
out of her gourmet kitchen.  She hated all 
those husbands who thought they could 
star in their own cooking shows on cable TV. 

And yet, she just couldn’t refrain from 
commenting on my latest business idea.  I 
was ready to bet all of my extra cash on 
acquiring my competitor’s book of business.  
The guy was retiring. 

My wife ran the numbers (without asking 
my permission) and told me, with a big grin 
on her face, that I was making a poor 
business decision.

She reminded me of some of my other 
purchases that were real dogs.  I counter 
punched, reminding her of the one killing I 
had made; that deal had paid off the 
mortgage on our condo at the beach. 

She continued to pepper me with questions 
about client retention, ages of the customer 
base, the unhealthy focus on a narrow  
niche of business owners, all the while she 
was putting numbers into a spreadsheet  
on her laptop. 

She flipped it around, and showed me the 
results.  Her projections showed that I really 
miscalculated.  I was paying much too much 
for the business.

She thought I would be so proud of her 
work.  Instead, I stormed out. 

She followed me upstairs.  “Don’t clam  
up,” she yelled.  “Remember what Walter 
(our marriage counselor) told you.  Stop 
distancing yourself.  Tell me what you really 
feel.  Say it to me right now.” 

“OK,” I blurted out.  “Stay out of my 
business.  When I started, I had no help.  I 
did it all by myself.  Sure, I made mistakes, 
but I just kept on working harder.” 

“Now you want to get involved, and use all 
your MBA smarts to improve the business?  

And who will get all the credit?  You.” 

She fired back, “My God, I married you 
because I thought you really respected me.  
You promised that we would be equal life 
partners.  Now I realize you are a jealous 
man.  You’re just like your friends.  You can’t 
deal with a smart woman as a wife!” 

And then just as quickly she calmed down, 
“Honey, how can we fix this problem?  I love 
you too much to let this get between us.” 

“Let me cook Sunday night dinner,” I said.  “I 
have this great brazed-beef recipe.” 

Her response was quick and emphatic, “Hell 
No.  Stay out of my kitchen.”   

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
“MBA” is an Abbreviation for: 
“Marital Bliss (it) Ain’t”

Hesh Reinfeld
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and works out of his car, is being foolish, 
unrealistic, and wasting time.  Every planner 
or agent must at least invest in the basics.   
I am amazed when these people who 
operate from their car trunks ask me to  
tell them how they can become more 
successful.  When I tell them that first they 
must invest in themselves they just stare at 
me with disappointment.  And I am only 
talking about small investments.  They want 
me to give them a magic formula that will 
make everything quick and easy.  But there 
is no magic formula.”  

“For everyone, including for all top sales 
achievers, there are many, many ways to 
waste your time.  It seems like our world is 
composed of a million factors that can cause 
you to waste your valuable time.  Wasted 
time is wasted opportunities.  Wasted time is 
wasted money.  Some people will take 
advantage of your knowledge and your 
kindness.  They will lead you on when they 
know they are unable to become clients.  You 
have to protect your working time and spend 
your limited time wisely.  Pursuing loser type 
prospects is generally a waste of your 
valuable time.  Loser types will not buy from 
you or from anyone else.  These unfortunate 
people often need different types of help and 
assistance to adequately survive.  They can 
not invest in anything.  They are stretched out 
to the max, living on credit cards, in deep 
debt, and putting up a false front.  Often they 
are pretending to hold their place in the 
economic middle class.  They go from crisis 
to crisis.  Winner types will understand your 
offer and how it applies to them.  They will 
appreciate the benefits, and they will buy 
from you.  Winner types are more consistent, 
more stable and less cynical.”  

Don’t Fake Anything

Most financial specialists will immediately 
answer every question, even when they do 
not know the precise correct answer.  I try to 
never do this.  Always immediately 
pretending to know everything is a terrible 
practice!  Such advisors may feel they must 
present an impression of knowing 
everything.  Or they may view ‘not being 

I would gladly be president of The Mehdi 
Fakharzadeh Fan Club.  I have heard this 
great sales champion praised every year 
during my entire career.  The acclaimed 
Mehdi Fakharzadeh, RFC®, is our own 
beloved IARFC and MDRT super achiever!  
He is world famous for his huge yearly  
sales totals and because his sales 
knowledge has helped many agents and 
planners become millionaires.  

Unlike the claims by a typical sales  
training expert this is not exaggerated  
hype.  Mehdi is a one-of-a-kind original 
whose accomplishments have been well 
documented for many years.  He insists  
that he is not a sales and marketing guru.  
For 27 years “Mister Mehdi” has simply 
received recognition for being one of the 
world’s most successful financial 
professionals of all time.  When he speaks  
I listen!  Mehdi tells us:

“High producing winners invest wisely in 
themselves.  Average producers who 
struggle forever apparently never invest 
anything in themselves!  The loser never 
seems to realize that you achieve more if 
you wisely invest more in yourself.”

The IARFC has made possible the purchase 
of Mehdi’s new book of sales secrets, Mehdi’s 
Fast Track Sales System, at a special discount 
for you.  This title resulted from 60-years of 
highly successful financial sales experience.  
This easy-to-understand volume is published 
by the IARFC Press.  The regular price is 
$47.95 for non-members, or when ordered 
from book shops.  But as an IARFC member 
you can purchase this valuable guide for only 
$24.95 plus $10.00 S&H (It’s a large, thick 
and heavy volume with room for you to make 
notes.).  That totals $34.95.  That is a $23 
savings for you and this cost is tax deductible.  
Will you invest $34.95 in yourself?  

Don’t Waste Your Time

Mehdi urged me to tell Register readers 
that:  “The planner or agent who wants to 
serve millionaire clients but has no office, 
no staff, abides by no proper dress code, 

Mehdi’s Methods
For Record Sales
You Don’t Have To Know Everything!
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able to answer fast’ as a weakness.  So they 
fake answers or information.  They may 
believe not answering reveals poor 
knowledge.  Often they almost answer, or 
answer something else, change the subject, 
ignore the question, or whatever.

But a true authority or secure professional 
can easily say “I don’t know.’  Doing so does 
not lose face or cause you to lose the 
confidence of your prospect.  Doing so 
increases your prospect’s respect and trust 
for you — as long as you do not say this too 
often.  You can always say ‘I will research this 
for the best option and get back to you.’  If 
necessary, for a limited number of times per 
prospect, can you say, ‘I don’t know.’?  Then 
indicate that you will research or make 
special efforts to find correct answers.  Can 
you do this plus motivate yourself to get back 
with your prospect on a timely basis?   

Denise McManus, RFC® directs YGG 
Wealth Builders located in, Wayne, PA 
19087.  Her radio program, The Repairing 
Cracked Nest Eggs Radio Show, appears 
every Wednesday at 12 noon over radio 
station WCHE 1520 AM in Wayne, PA.  Her 
slogan is: “When you absolutely and 
positively want to feel financially secure.”   

Contact:  800 980 3481
denise@repairingcrackednesteggs.com
www.repairingcrackednesteggs.com

Denise McManus, RFC®
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   Learn from the greatest!

   Great Habits = Great Results!

   Enhance your abilities!

   It only takes a few great ideas 
to make a dramatic increase 
in your income.

This is the most outstanding and simple system, 
and it can make a monumental difference in the 
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 — Guy Baker, 2010 President of the MDRT 
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IARFC has partnered with International Medical Group® (IMG®) to provide your international clients protection from 
the unforseen risks of global travel. For over 20 years, IMG has been protecting the health and wealth of travelers by 
providing international medical insurance, travel medical insurance and trip cancelation programs. 

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

to learn more visit 
www.IARFC.org
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How can you be sure a financial consultant is among the finest?  Just visit with a Registered 
Financial Consultant®.  Those financial advisors who meet high standards of education, 
experience and integrity carry the RFC® designation.

Find a Member at:  www.IARFC.org  
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