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Our cover this issue as you may have noticed, is not our typical Member Profile.  Once or 
twice a year we stray from the standard format and focus on a popular subject.  This month 
we had such a strong response to our Register Round Up question:  What approach have you 
found successful when presenting fee-based services to prospects? that Les Anderson, IARFC 
President, expanded on the question with an article that brings the subject under more intense 
scrutiny.  I hope you enjoy the Shakespearean take "To Fee Or Not To Fee" on page 12.  We 
will be back to our profile in April, featuring Albert F. Coletti President and Board Chairman of 
Design Capital Planning Group, Inc. and the Institute for Financial Education.

A column I will not cover often in this editorial is Ed Morrow's Chairman's Desk, it speaks for 
itself and is a must read.  However, I would like to encourage you to take notice of a new 
IARFC member program Ed is working on for the IARFC — group disability and critical illness 
coverage.  In the next few months you will receive details and opportunities to be part of a 
program that will be a benefit to you, the IARFC member.  See page 6 for details.

Influence of the retiring “baby boomers”, Social Security article series is back this month.  Tony 
Filippone continues to raise the issue on advising clients on when to elect Social Security 
benefits.  Take advantage of reading these diverse planning approaches delivered by our RFC 
members.  See page 20.

Don't miss out on our Consumer Focus article by RFC, Mark Wendell on page 31, "IRA 
Beneficiary Discussion".  It is easily reprinted and made available to your clients.  Send an 
email to editor@iarfc.org with a subject line that includes:  the Register volume, number and 
article name.  We will send you an Adobe PDF electronic copy for your distribution.  Consumer 
Focus articles can be viewed on the IARFC website at: iarfc.org/consumer_articles.asp and is 
shared on the IARFC Facebook page.

Help us expand our specialty columns by writing a monthly Book Review.  If you are a 
voracious reader who would like to volunteer the time and skill reviewing member and 
industry published books, call me at: 800 532 9060 x 308.

Wendy M. Kennedy, Editor
the Register magazine

editor@iarfc.org

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

Recruit a new member today

Refer Financial Advisors  
and We’ll Send You Cash!

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

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

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

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

Mail, fax or phone in referrals to:

IARFC
Attn:  Membership Services
P.O. Box 506
Middletown, OH  45042 USA
P:  800 532 9060 — Ask for Amy
E:  info@IARFC.org
W:  www.IARFC.org

Fax to:  513 424 5752

IARFCIARFC
INTERNATIONAL ASSOCIATION OF

REGISTERED FINANCIAL CONSULTANTS

Journal of Personal Finance

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

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

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

Contact:  Dr. Michael S. Finke   P: 806 742 5050 x259   E:  michael.finke@ttu.edu

www.journalofpersonalfinance.com
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Converting a Traditional IRA to a Roth IRA
Ronnie J. Clayton, Jacksonville State University

Lemuel W. Davis, CFP®

William Fielding, Jacksonville State University

When to Claim Social Security Benefi ts
David Blanchett, CFA, CFP®, Morningstar Investment Management 

After The Global Financial Crisis: 
Attitudes Toward Immediate Annuities

Jean M. Lown, PhD. (corresponding author), Utah State University
Devon Robb, M.S., Utah State University

Financial Advice: What About Low-Income Consumers?
Ning Tang (corresponding author), San Diego State University

Marie-Eve Lachance, San Diego State University
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A: We advocate what you might call "extreme transparency" when it 
comes to fees.  Whether you charge a flat-fee or a percentage of 
assets or net worth fee, it's vital for the client to understand how much 
they are going pay in terms of total dollars and what they get for that.  
In my opinion, they should not have to do any math in their head.  In 
other words, if you quote a percentage you should also tell them how 
many dollars that will be based on their personal situation.  It's 
interesting how many advisors stutter or stammer or just generally lack 
confidence when explaining something as simple as, "this is what you 
get and this is how much it costs."  You can imagine which direction 
the needle on the "trust dial" moves when you stiffen up during a 
discussion about fees.  Therefore, you have a competitive advantage if 
you are one of the few advisors who can explain what they pay and 
what they get in a relaxed, confident manner.

Bill Bachrach 
San Diego, CA

A: We have been fee-only for the last 17 years, so we distinguish 
between fee-only and fee-based as well as commission-based.   
Our approach is simply to explain the three approaches and to talk 
about why working with a fee-only advisor is better for the client —  
it allows them to be confident that the only thing driving our 
recommendations is what is best for the client, since we have no 
possible conflict of interest.

Norm Boone 

San Franciso, CA

A: It is critical that the presentation of the fee based services is done 
in a phased process for successful uptake by the client.  A financial 
consultant must be aware that the client usually goes through several 
psychological phases during this process.  The first phase is the 
interest phase, where he or she is becoming aware that they may 
need your services and at this point it is important that you present 
yourself and your practice as a credible and professional service.  The 
second phase is the interview and fact finding phase, where the client 
clearly understand through your questioning that they have a problem 
that you can effectively address, and it is critical at this phase that start 
to introduce the cost benefit analysis of your services, so the client 
buys at this point.  The last phase is the solutions/presentation phase 
where you deliver your service, and the client at this point should be 
pleased that you were able to listen carefully and come up with a 
implementable personalized solution.  Trust is at its highest level, and 
this where you get paid.  The last phase that many consultants miss is 
the cognitive dissonance phase, where you have left the client and he 
or she may be questioning themselves.  It is imperative that you 
always follow up the day after with a summary, recap of the benefits of 
the plan.  This is also the stage that you can get referrals from the 
clients.  In closing, always imagine yourself in the shoes  
of the client and you will be able to present your fee-based services 
with success.

Inshan Meahjohn, RFC® 

Port of Spain, Trinidad

A:  Fee-based services provide the ability to purchase trade and 
manage client accounts with reduced or eliminated sales charges and 
fees, as well as provide access to an extensive array of products.  
However, by far the single greatest feature of a fee-based service is 
that it is a mutually-beneficial and incentive-based arrangement.  Since 
the annual fee usually remains constant, as the clients account grows, 
so will your fees.  Consequently, if the client’s account goes down, 
your fees are accordingly reduced.  Put another way, both you and the 
client have the incentive to succeed over time, offering a win-win 
situation.  What’s not to like about that?

Christopher P. Hill, RFC® 

Falls Church, VA

A:  When presenting fee-based services, advisors should include the 
following elements:

What you offer, what are the benefits, to whom those benefits are 
directed (your target markets), how the service works, how you are 
paid and what the client receives for their money (deliverables) that 
builds value.

Max Bolka 

Ashville, NC

R e g i s t e r  R o u n d  U p

IARFC Leaders and Financial Industry Experts were asked for their insight and advice on issues  
facing consultants in today’s economy.  Note: Responses are printed in no particular order.

Q: What approach have you found successful when presenting fee-based services to prospects?

The ideas and strategies you receive from this and other  
sections of the Register may inspire you to send us your 
answer to one of our future Register Round Up questions.  
If you would like to share your tips and techniques with 
other RFCs, please do not hesitate to send in your 
response to editor@iarfc.org.   

Our May issue will ask this question:

How are you helping the next generation of 
financial consultants?

You can also send us a short article for the Register or 
suggest additional topics for future issues.  Remember,  
our goal is to make this magazine an even more valuable  
resource for you and the clients you serve.

Join the IARFC  on LinkedIn 

Contact mark@IARFC.org for  
assistance with IARFC LinkedIn

Like us at facebook.com 

Contact wendy@IARFC.org for  
assistance with IARFC Facebook
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Financial consultants have all studied the 
various aspects of risk that they and their 
clients are facing on a constant basis:

Living too long
Dying too soon
Loss of earning capacity
Catastrophic medical expense

Residence fire
Automobile accident
Natural disaster
Personal liability event

Office furnishings
Loss of valuable papers
Business interruption
Electronic loss or theft

These might be grouped into three major 
categories, personal, home and business.  
Every reader is well covered in category two 
— primarily through a comprehensive 
personal lines policy sold by a property and 
casualty agent.  Most of our readers have 
purchased business coverage, including 
professional Errors & Omissions — but  
many are not covered for the potential 
damages of electronic destruction or theft.  
After all, it is unlikely that those events  
might take place.

However, the top category includes items 
that are almost certain to take place.  If you 
don’t die too soon, then you will probably 
live too long.  As your professional practice 
has grown, have your protection limits 
increased in accordance with the increased 
size and likelihood of your risks?  Maybe you 
bought a long term disability policy 15 years 
ago, and paid those premiums religiously — 
but now the limit of protection is very 
inadequate?  Ten years ago you may not 
have been concerned about having a heart 
attack, stroke or cancer — but recently you 
have seen these events strike your clients, 
friends or family.  

How well are you covered for medical 
catastrophe?

•	   1 in 8 workers will be disabled for more 
than 5 years 

•	   93%  of disabilities are caused by 
illness, not accident 

•	   Major medical expenses contribute to 
62% of bankruptcies 

If you have a critical illness event or are 
disabled for any extended period (the 
average is 31 months), will the value of  
your practice decline along with your  
loss of income?  If that takes place, when 
you return to work, your income will be 
significantly less.

Can you say YES!  to the following question?

Do I really have enough long term 
disability and critical illness coverage?

If the answer is “No” then you will want  
to give careful consideration to a new 
benefit program offered by the IARFC — 
group disability and critical illness coverage.   
You can obtain high limit, high quality 
coverage for an amazing amount.   
You will want to coordinate this with  
your current coverage — so while we  
are preparing enrollment procedures,  
you can be evaluating the adequacy of  
your coverage.

By the way, do you have your staff 
associates covered?

When an associate is disabled or has a 
critical illness, you have a moral and legal 
problem.  If someone has been an 
important contributor to your success, how 
can you feel comfortable knowing you have 
no benefits to pay them?  Suppose you are 
incorporated and several years ago you 
personally were disabled and you continued 
to pay your own salary or draw in full.  This 
becomes a precedent if not otherwise 
documented.  Then your employee is 
disabled and they mention this to their 
attorney.  You will be requested to continue 
their salary in full – plus cover their 
replacement.  It might be a lot less trouble to 
cover your associates and document your 
practice in your employee handbook!

Individual coverage is expensive and hard to 
qualify for.  That is why the IARFC is now 
designing special coverage plans for you.  
Look for the details in a future issue.

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

From the

Chairman’s Desk…

Are You Fighting Against Bad Odds?

How well are you covered for medical catastrophe?

1 in 8 workers will be disabled for more than 5 years.

93%  of disabilities are caused by illness, not accident.

Major medical expenses contribute to 62% of bankruptcies.
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Windom, visited the IARFC and spent time 
speaking with all of the staff members.  She 
also made contact with many of you to 
discuss the IARFC and the designations you 
currently hold.  From her various interviews 
and her review of the documents of the 
IARFC she was able to put together an audit 
report that we are using to move toward our 
goal.  This report has become the initial 
framework for the development of various 
policies and procedures that are necessary 
for accreditation.

At this time, we are working diligently on 
developing and updating our policies and 
procedures.  These policies and procedures 
are designed to be of value to our members 
and designees as well as the public at large.  
A very big concern of accrediting agencies 
and the IARFC is to protect the public from 
non-qualified financial professionals.  By 
having clearly written and publicized 
policies, we can make sure that everyone 
knows of our mission and our desire to 
provide the public with a pool of well-
qualified professionals.  The latest versions 
of the policies will be made available to our 
members as well as the public.  We are 
confident that the changes, if any, will be of 
great value to all we serve.

A large part of the work that is currently 
being done has to do with the development 
of a functional and psychometrically 
accepted testing program.  The accreditation 
of our designation will require that a new 
test be developed that is clearly defensible 
and up to current standards within the 
testing industry.  We will be working with a 
professional testing service to help us survey 
members of the financial services sector.  
These surveys will help us determine the 
most likely subjects that are part of the 
everyday work life of a financial advisor.  
From these surveys, we will bring together a 
panel of subject matter experts to help in 
the actual writing of the many test questions 
that will be a part of the testing pool.  We 
will create several versions of a test, have 
several volunteers take the test, and from 
that determine the passing scores that will 

As you read this column we have moved 
further down the path headed toward the 
accreditation of our association and our 
planned designation.  I am going to take  
this month’s column and share with you the 
process we are going through to achieve  
the accreditation we are seeking from  
the National Commission for Certifying 
Agencies (NCCA).  I know this is not as  
fun a topic as we might find to discuss,  
but it is important nevertheless.  I will not 
bore you with a full-blown reiteration of  
the actual application that we are going to 
have to complete.  Rather, I will walk you 
through the steps that we are taking to 
achieve this much needed and very 
valuable accreditation.  

As you can imagine, accreditation is a 
systematic procedure through which any 
group seeking affirmation must go.  The 
process begins when an organization, or in 
our case the IARFC, decides that they wish 
to have their certification program 
accredited by a third party as a means of 
enhancing already strong designation.  Back 
in February 2012, during the annual Board 
of Directors meeting, the decision was 
made to apply to the NCCA and request 
that they review our designation.  We know 
that having an accredited designation will 
give our members and our designees 
additional strength when it comes to 
marketing themselves and their practices.  

The application process is relatively 
straightforward, but involves some very 
intricate steps and some work on the part of 
the association staff and board.  The first 
step is to do an audit of the current program 
to determine what is being done “right” and 
where we might make improvements and 
changes.  This is the diagnostic portion of 
the accreditation and gives us the starting 
point for any adjustments that will be made 
as part of the accreditation application.    

We teamed up with an outside consultant 
who had the experience necessary to 
provide the audit from which we would 
begin our quest.  Our consultant, Kate 

best reflect the purpose of the testing 
program.  We will be asking for volunteers 
from our members so if you are interested 
in being involved in the development of the 
new test please let me know.

Once the testing is fully developed, we will 
continue to update our program to reflect 
the latest work being done in the financial 
services industry.  We will do additional 
surveys on a regular basis to make sure that 
we are maintaining an accurate measure of 
responsibility for those who are seeking our 
designation.  We cannot afford to fall behind 
the industry if we are truly going to be an 
association that brings value and benefits to 
our members and to the public our 
members serve.

The work of accreditation is a slow and 
steady push to the end.  We know that 
ultimately we will have a designation that is 
worthy of the effort that we have put into it.  
For the time being, we will continue to do 
the work that is involved, from the creation 
of new policies and procedures to the 
development of a world-class testing 
program.  Stay tuned to the Register for 
continuing updates of the work that is being 
done to improve the IARFC and to make our 
members more valuable to their clients.  
Since this work is going to have an effect on 
all of our members, we would enjoy hearing 
your comments on the process.  Please 
contact me with any questions or concerns 
about our work on third-party accreditation.  
Thank you for your continuing support as 
we strive to improve the association.   

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

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

Jim Lifter, MBA, RFC®

On The Path to Accreditation
Accrediting Process
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The American Taxpayer Relief Act of 2012 averted the Fiscal Cliff, made income tax rates 
permanent and solidified the Roth conversion opportunities for millions of IRA and qualified plan 
owners.  Many IRA owners who contemplated converting to a Roth IRA in 2012 were like a deer 
in the headlights - frozen and waiting for clarification on expected changes/increases in income 
tax brackets.  Well the waiting is over and the deal was made to avoid the Fiscal Cliff and we 
now have the needed tax bracket information to make the decision to convert to the Tax Free 
Roth or not.

Most IRA and plan owners see the obvious advantages of converting to the Roth IRA; tax free 
growth, tax free distributions and tax free wealth transfer.  The only logical reason not to convert 
is the income tax that will be due on the converted amount. 

For example, if your prospect owns a $200,000 IRA, is married filing jointly, and their combined 
adjusted gross income (AGI) is $75,000; they would fall into the 25% tax bracket (see in the 
chart below in blue).  However, if they elect to convert their $200,000 IRA to a Roth IRA, their 
taxable income would increase by $200,000 for a total of $275,000 pushing them into the 33% 
Tax bracket (See chart below in red).  

The end result is the IRA owner will owe conversion tax of $66,000 (33% tax bracket) rather 
than $50,000 (25% tax bracket).  It’s the perfect IRS catch 22.  The more they convert, the 

higher their tax bracket will be and they will 
end up paying a premium to convert to the 
tax free Roth. 

Here is a simple solution.  When converting 
to a Roth it’s not necessary to convert the 
entire IRA at one time.  Your prospects can 
convert their traditional IRAs in steps so they 
can remain in a tax bracket they are 
comfortable with — if there is such a thing.  

Using the chart — $75,000 adjusted gross 
income and a $200,000 IRA, you might 
consider recommending they convert only 
the portion of their IRA that will allow them 
to remain in the 25% tax bracket.  They can 
have an adjusted gross income of up to 
$146,400 and still be in the 25% tax 
bracket.  Here is the math:

$146,400 maximum income for the 25% 
tax bracket — minus $75,000 current AGI 
— equals $71,400 they can convert to a 
Roth and remain in the 25% tax bracket.  In 
this case that would represent an 8% lower 
conversion tax — the difference between 
the 25% and 33% tax brackets.

If your prospect is currently in the 15%  
tax bracket (Adjusted Gross Income  
$17,851 — $72,500) and they converted  
a $200,000 IRA to a Roth, that could easily 
push them into the 33% tax bracket  
on the converted amount.  That would 
create an additional 18% of unnecessary 
conversion taxes or, in this case, $36,000  
of additional taxes.  

Another approach would be to convert 
portions of your prospect’s IRA to the Roth 
over period of years.  For example:

  2 Years — ½ now and ½ later
  5 Years — 20% per year
10 Years — 10% per year  

Fiscal Cliff Deal — 
Solidifies  
Roth Conversion 
Opportunity

2013 and beyond tax rates

Tax rate Single filers Married filing 
jointly or 
qualifying 
widow/
widower

Married filing 
separately

Head of 
household

10% Up to $8,925 Up to $17,850 Up to $8,925 Up to $12,750

15% $8,926 – 
$36,250

$17,851 –  
$72,500

$8,926 – 
$36,250

$12,751 – 
$48,600

25% $36,251 – 
$87,850

$72,501 – 
$146,400

$36,251 – 
$73,200

$48,601 – 
$125,450

28% $87,851 – 
$183,250

$146,401 – 
$223,050

$73,201 – 
$111,525

$125,451 – 
$203,150

33% $183,251 – 
$398,350

$223,051 – 
$398,350

$111,526 – 
$199,175

$203,151 – 
$398,350

35% $398,351 – 
$400,000

$398,351 – 
$450,000

$199,176 – 
$225,000

$398,351 – 
$425,000

39.6% $400,001 or 
more

$450,001 or 
more

$225,001 or 
more

$425,001 or 
more
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Wilma Anderson, RFC®

Long Term Care & Critical Illness
www.CriticalIllnessCoach.com
WilmaAnderson@q.com.com
720 344 0312

Max Bolka
Comprehensive Business Consulting
www.MaxBolka.com
Max@MaxBolka.com
800 472 3288

Connie S.P. Chen, RFC®

Chen Planning Consultants, Inc.
CPCinc@ChenPlanning.com
212 426 1910

Roccy M. DeFrancesco
The Wealth Preservation Institute
www.TheWPI.org
Roccy@TheWPI.org
269 216 9978 

Mark Gremler, RFC®

Billion Dollar Mentoring
www.BillionDollarMentoring.com
Marketing@BillionDollarMentoring.com
877 736 7492

Donald A. Hansen
The Ark Group
www.ArkGroup.com
DHansen@ArkGroup.com
866 725 0777 x201

COACHES
O
R
N
E
R
Some extend free time  
or a discount to IARFC  
members.  This listing  
is not an endorsement or guarantee —  
as RFCs are qualified to judge who can 
help them in the areas where services 
are most important.  This roster is 
alphabetical by last name.

The IARFC is 
pleased to 
provide contact 
information on 
persons who 
offer coaching, 
mentoring or 
tutoring services.

Kerry Johnson, MBA, Ph.D. 
Preformance Coaching
www.KerryJohnson.com
Kerry@KerryJohnson.com
800 883 8787

Maribeth Kuzmeski, MBA
Practice Management & Marketing
www.RedZoneMarketing.com
MK@RedZoneMarketing.com
847 367 4066

Michael Lovas
Practice Marketing Psychology
www.AboutPeople.com
Michael@AboutPeople.com
847 367 4066

Fred Ostermeyer, RFC®

Communicate with Congress
Fred.Ostermeyer@KMSFinancial.com
208 773 69245

Katherine Vessenes, RFC®

Consulting and Education
Vestment Advisors
Katherine@VestmentAdvisors.com
www.VestmentAdvisors.com
952 401 1045

To advertise in this section call 800 532 9060 x 308

If a mistake is made and they convert too 
much in any year or they simply change 
their mind, you can Recharacterize the 
converted amount back to a traditional IRA 
and avoid the conversion tax altogether.  If 
you choose to Recharacterize, this must be 
done no later than October 15 of the year 
following the year they converted to a Roth.   

Now that The American Taxpayer Relief Act 
has taken the guesswork out of future tax 
brackets, you can develop a plan to help 
your prospects convert fully taxable IRAs to 
the tax free Roth and enjoy a lifetime of tax 
free growth and tax-free income.

In the past when there was uncertainty 
about changing tax brackets, many 
prospects elected to do nothing like the 
deer staring into the headlights of an 
on-coming truck.  Now that the dust has 
settled, many of your prospects will 
welcome the opportunity to take advantage 
of the Roth conversion opening more sales 
opportunities for the savvy advisor who 
knows all of the Roth conversion rules.   

David F. Royer entered the financial services 
industry in 1969 after completing his military 
obligation.  He began studying the growing 
IRA Distribution market in 2002 and today 
he is a nationally recognized speaker and 
trainer in qualified plan distribution.  David's 
many articles on qualified plan distribution 
have been published in leading national 
financial periodicals.  He is also the author of 
The Top 10 IRA Mistakes and How to 
Avoid IRS Tax Traps.

In 2004 David developed the ultimate IRA 
distribution training course "The Keys to the 
IRA Kingdom"®, that he teaches nationally.  
He educates financial advisors in the art of 
helping their clients get the most out of their 
IRAs, 401(k)plans and other qualified 
retirement accounts. 

Contact: 214 850 7859
david@irakeys.com
www.keystotheIrakingdom.com

David F. Royer
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Imagine this.  Just for a minute, pretend 
you are not an consultant.  Let’s say you’re 
a manager in a bobblehead manufacturing 
firm.  In other words, you’re an expert with 
skulls on springs, but you likely know zero 
about the financial industry and financial 
products.  Hey, isn’t that the situation many 
of your prospects are in?

Continuing with our little drama, let’s say 
you get a nice inheritance unexpectedly.  As 
that manager, what would you do with the 
money?  As an advisor, you’d probably 
entertain lots of ideas.  But, as that manager, 
it’s possible you wouldn’t have any clear 
idea of what to do with it.  As one recent 
lottery winner said about what he’d do with 
his new millions, “pay some bills.”  

OK, back to reality.  If you were to help 
that manager by coaching him in how to 
find the right advisor, what questions would 
you suggest he ask potential advisors?

Why is that important?  Because it takes 
you out of the role of sales person and 
turns you into a personal resource.  You 
might say, “Bill, you might consider talking to 
other advisors.  And, here is a list of 
questions you need to ask them.”  Or, you 
might say, “Bill, I’m guessing you’ve already 
looked at other advisors and asked them 
some really direct questions.”  

Both give you the opportunity to share  
those really direct questions – showing that 
you’re not afraid of being put under the 
microscope.  Then, you can teach Bill how to 
understand the answers he is likely to hear.  

What does that do for you?  Bill is learning 
more and more about you and your 
credibility.  You are getting a rare opportunity 
to prove that you are a credible and 
magnanimous professional.  The two most 
important goals you can shoot for with your 
clients are:  likeability and credibility.  

Without both, your chances of gaining a 
new client plummet.  Guiding people 
through the questions below will lead them 
into seeing you as likeable and credible.

Questions for Prospects to Ask Advisors

1.  What is your educational background, 
and why are you qualified to be my 
advisor?

 a.  What is the prospect looking for?  
Someone who has a real education 
and is obviously an expert in multiple 
areas of the financial world.

2.  Describe your investment philosophy 
and style.

 a.  Bill probably does not need 
someone who fancies himself as a 
good stock picker.  Doesn’t he need 
someone who understands true 
diversity and is comfortable working 
with Bill’s own risk tolerance?

3. How many clients do you have?

 a.  Logic – an advisor with “too many” 
clients is not likely to be able to 
provide personal contact and service.  
Bill might get lost in the crowd and 
become just a number.

4. How do you make money?

 a.  Bill needs to know if his gains are 
going to be eaten up by fees.  He 
also needs to know if the advisor is 
married to commissions in a way 
that would prejudice his advice.

5.  How long have you been in the 
business?

 a.  This is not nearly as important as 
most advisors think.  Longevity is no 
substitute for results and wildly 
satisfied clients.  We like to ask this 
question to see how self-indulgent 
the advisor is.  

6.  How are you different and better than 
other financial advisors?

 a.  This is a really important question 
because it gives Bill a picture of how 
aware the advisor is regarding the 
local marketplace and his own 
competition.

7.  Where is your personal money 
invested?  

 a.  We understand that funds are often 
invested based on risk tolerance and 
need, but that’s often also a smoke 
screen to hide that the advisor is not 
invested in the same entities he’s 
recommending.

8. Describe your favorite client.

 a.  The key to this answer is in the 
specificity.  Most advisors will begin 
like this, “My favorite clients?  The 
kind that.”  Stop.  This is the wrong 
answer.  He’s giving Bill a concept 
answer, not a specific one.

9.  Describe a client or client situation 
that’s not a good fit for you.

 a.  This is a question designed to  
elicit confidence level.  If the  
advisor is looking for anyone who 
can fog a mirror, then Bill would 
likely do better elsewhere.  But,  
if the advisor gives a sincere  

Mental Marketing 

The 10 Most Important  
Questions Prospects Ask Advisors
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answer, that’s a huge peek into his 
integrity.

10. How accessible are you? 

 a.  As you know, some advisors want to 
land the client, then be left alone.  
“We could get some work done here 
if it weren’t for those pesky clients!”  
Not a good fit for many clients, 
especially the ones with questions or 
requests.

In Conclusion.  In my business, I work with 
advisors.  I get to see the psychological 
needs and styles of a very broad cross-
section of the advisor population.  I can see 
pretty quickly which type of advisor will be a 
good match for which type of client.  The 
weird part is, most advisors don’t know who 
they work well with.  If you go through those 
ten questions and answer them for yourself, 
you’ll immediately gain a better picture of 
who you are and the type of person you 
want to work with.

Your IARFC Reward.  If you like these 
questions, and would like to see the other 
ten, just let me know.  I’ll send them to you.  
My gift to you.   

Michael Lovas is the author of twelve 
books, mainly on Professional Credibility 
and Psychological Communication in the 
financial industry.  He has been published 
more than a thousand times since 1986.  
All of Michael’s work teaches professionals 
how to use simple, effective psychology to 
write more business and inspire their clients 
to love them.  He is also the cofounder  
and a principal of AboutPeople, a unique 
consultancy focused on helping advisors 
build credibility and relationships with thier 
chosen target.  

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

Michael Lovas

Business  
made easy.

Staples saves you  
time and money

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

•  Dedicated Account 
Management

•  J.D. Power Certified Customer 
Service

•  Spending and compliance 
programs

•  Access to more than 80,000 
products

•  Easy on-line ordering and 
unprecedented control

•  Fast and Free Delivery
•  Customized program to fit  

your needs

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

IARFCIARFC
INTERNATIONAL ASSOCIATION OF

REGISTERED FINANCIAL CONSULTANTS

Code of 
Ethics

Where does the IARFC stand?  We 
solidly re-affirm our Code of Ethics. 
The simple, straightforward yet 
thorough Code is easily and clearly 
understood by consumers as well as 
other advisors, and it sends a strong 
message of your professionalism.

Proudly Display your Code of 
Ethics Wall Plaque in the entrance of 
your office, waiting area, or in the room 
where you meet with clients.  The 
Code of Ethics is handsomely placed 
behind clear plastic on a walnut base.  
Wall or tabletop display. 

8.5” x 13” 
(with some assembly required)

Order your  
IARFC Code of Ethics plaque

$50 plus shipping

800 532 9060
info@IARFC.org

Enhance Your 
Professional 

Image with the

IARFC Code 
of Ethics
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Cover Story

To Fee Or   
     Not To Fee

Providing a choice as to  
how the client would like  

to do business rather than  
risk losing the business.  

Most advisors approach this subject with a great deal 
of fear; after all you are about to ask for the business.  
One can feel the pulse increase, the breath grows 
more rapid and if blood pressure could be measured 
at that moment — it would be elevated.

Why such intensity — fear of rejection?  This anxiety 
can be relieved by providing a choice as to how the 
client would like to do business rather than risk losing 
the business.  This is all accomplished by the 
questions you ask.

A dialogue might go something like this:

Consultant says to client:  I can do business in one of 
two ways:

•	 	The	first	method	would	be	the	traditional	way,	
which is the client pays for the services rendered 
at the time it is preformed, better known as 
commission.  This would include buying a mutual 
fund, stock, bond, exchange traded fund or 
annuity.

•	 	The	second	is	to	pay	for	services	rendered	in	a	
fee-based account with little or no charges for 
activities (buy or sell transactions).

Let’s examine the entry process.  Using a commission 
based account, the investor pays a charge for the 
transaction that is taking place.  These transaction 
charges are normally determined by the money 
manager (Mutual Fund) or the Broker/Dealer; 
whomever is performing the tasks.

No One Does This Free!

In the case of a mutual fund, the charge can be as 
high as 5¾% or less, depending on the amount 
invested or whether the funds are in the same fund 
family.  Most annuities and some mutual funds hide 
the fees by imposing an exit fee; which gradually 
declines over a 3 to 10 year period.  The exit fee can 
be 3½% to 10% if the client leaves earlier than the 
minimum required stay period.  This information is in 
the prospectus and available to all who are willing to 
dig through and read the volumes of information.

In a commission account for example if an investor 
has $200,000 to invest, the initial fee in a mutual 
fund is typically 2½% to 3% or $5,000 to $6,000 on 

No One Does This Free!
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realize this.  If an investor knows what he/
she wishes to invest in and they intend to 
hold these investments for a long period, 
then the best course of action is to pay the 
commission and forget about it.

If you want to be able to adjust to market 
changes without a charge each time, 
fee-based is probably the best solution.  In a 
commission account there is a charge every 
time this takes place.  Therefore investment 
decisions are not impacted by a commission 
charge.

Which sounds better to you?

As one can readily see there are advantages 
to each method of doing business.  Only a 
trusted advisor can help identify and 
implement some of the programs at the fee 
level.  The IARFC is a great place to identify 
the highly qualified consultant who is able to 
help clients make these decisions.

Over the past 25 years I have trained 
thousands of advisors to develop the skills 
needed to present the pros and cons of both 
types of investing.  I have received many 
letters describing how this has helped to 
change their practice, increase their income 
and increase their client satisfaction.   

Lester W. Anderson, MBA, RFC® of Dacula, 
Georgia, has more than 40 years of 
experience in sales and marketing and 
investments.  He is the author of the book, 
You Are the Product — Powerful Self-
Marketing for Practicing Professionals, and 
has spoken to more than 50,000 industry 
professionals worldwide on the subject.  Les 
also has served as national sales manager for 
Oppenhiemer Capital and Prudential 
Investments.  For more than 12 years has 
managed money for clients and family.  Les 
also serves as the President of the IARFC.   

Contact:  770 831 1286
les.anderson@ceteraadvisors.com

the first day of investment.  Once invested in 
the fund, that sales charge is non-refundable 
after a “Free Look” period whether the client 
wants to sell in 3 days or 3 years.  After the 
initial mutual fund charge the fund managers 
charge a management fee as long as the 
client is invested.  A typical management fee, 
which varies with different mutual fund 
companies or annuity companies, could be 
½% to 2% annually.

This same investor with $200,000 who 
chooses a fee-based system, is charged the 
fee each quarter or portion thereof.  The 
investor now pays for only the days he uses 
the service.  There are no start-up fees/no 
exit fees.  Most fees range from 1% to 2½% 
annually depending on the services provided 
and the amount of the total assets invested.  
There is a disclosure agreement so the client 
is aware of the fees charged.  Therefore the 
investor will have the same cost for the first 3 
to 4 years.  This will be spread out over this 
time period rather than a large fee charged 
up front.

Which would you prefer?

In a commission system, everyone is paid as 
business is transacted.  Therefore a program 
is in place to sell something to someone as 
there is a charge each time an activity takes 
place.  The incentive for the consultant and 
the Broker/Dealer is to have as many buys 
and sells as possible as these activities 
generate income.

In a fee-based system activity does not create 
a charge; it is covered by the fees.  Therefore 
a charge or commission does not affect the 
buying or selling decision.  The incentive is to 
manage assets and make the account grow 
as much as possible within client’s risk 
parameters.  There are no exit fees other 
than account closure fees, (about $100,000).  
This exit fee is charged on fee or commission 
accounts.

Which would you prefer?

In a fee-based account you may go to cash 
or cash equivalent as many times as the 
investor and advisor choose.  The investor 
also sees the actual fees he/she is charged.  
In some cases the fees have been tax 
deductible (check with tax advisor).

Which would you choose?

With commission accounts that use mutual 
funds and especially annuities, there is a 
tendency to shroud the charges in “expense 
ratios” and “trading costs” presented in a 
prospectus.  These fees are deducted from 
the investor’s assets and only savvy investors 

Lester W. Anderson, MBA, RFC®

One decision 

can impact  

your retirement  

by tens of 

thousands of 

dollars.

SocialSecurityTiming.com

877 844 7213

The Software, Microsite  

and Directory Listing 

normally costs  

$49.99 per month  

with a 10 day free trial.  

IARFC members receive  

a 30 day free trial and 

$29.99 per month 

subscription price.   

There is no long term 

agreement – the software 

is simply month to month 

subscription.  

Mention Coupon Code: 

IARFC
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Probably the most crucial part of any sales 
process is getting your seminar attendees to 
commit to coming to your office.  You may 
be the best speaker in town, but if you can’t 
motivate your audience to meet with you, 
you won’t be in business for long.

Here are a few things I have learned over 
the years that will increase your chances of 
getting your seminar attendee to meet with 
you for a personal consult:

1. Have a dependable, repeatable, 
predictable process.  The entire sales 
process is much like manufacturing — we 
do the same thing every time.  We never 
“wing it”.  This is how we become efficient 
and more profitable.  It is also how we can 
test what is working and what is not.  Your 
process needs to be so predictable that you 
can forecast how many new clients you will 
capture from every seminar or dinner 
meeting.

As I tested out a new seminar process over 
the last 18 months, I found that about 50% 
of those who initially attended an 
educational event would eventually become 
clients.  This means if there are 8 units at 
every seminar, then on average, I would 
capture 4 new clients.  Some meetings the 
numbers would be higher and some would 
be lower.

Having these figures allow me to do some 
great revenue forecasting over the next year.  

Here is how the math might work out:  

Seminars per month:  1
Months doing seminars: 10
Units per seminar:  8
Gross closing ratio:  50%
Average Annual New  
Client Revenue:  $7,500

Estimated total NCR:   
  $300,000

The math:  1 seminar per month, times  
10 months per year (We don’t usually  
do them over the December holidays  
or in August), times 8 units per seminar, 
times a 50% closing ratio, times the  
average annual new client revenue  
comes to $300,000 per year in new  
gross revenue. 

Obviously if you want to do more income, 
then do more seminars!  Two seminars per 
month, would give you about $600,000 in 
New Client Revenue in our example.

We wouldn’t be able to do this kind of 
forecasting without doing the same thing at 
each step of the way. 

2. Limit the number of attendees.  We 
limit these meetings to a number that is 
manageable, where we can stay high touch 
and personally connected to each guest.  I 
actually found that hosting fewer people 
gave us better returns and a higher closing 
ratio.  It also saves money on expensive 
seminars. 

If it is a dinner meeting, I prefer about  
12 to 15 people max.  Without a warm 
connection, it is more difficult to get them to 
come to your office.  With smaller numbers 
it feels more like an intimate dinner party 
with friends, not a sales event.

For straight educational meetings, I like 20 
to 25. 

3. Have help.  I have found it is almost 
impossible to do these meetings well 
without someone else from your office  
to assist.  I spend so much time focusing  
on the needs of the audience, that it  
doesn’t leave me the bandwidth to take 
good notes on their issues and concerns,  
or to give them the personal attention  
they need to feel warm, fuzzy and 
connected with us. 

Your co-partner could be your spouse, another 
advisor or your client service manager.  

Both you and your co-partner need to look 
every guest in the eye and have a 
meaningful conversation.  I always ask the 
guest about themselves, their family and 
their business.  Then I ask this key question: 
“So tell me, what brought you here tonight?” 
This tells me their biggest pain point and 
how I can best help them.  Later I will make 
notes about this conversation on their 
evaluation form.

4. Introductions.  Another reason it is 
important to have a co-partner at these 
events, is they can introduce you.  I found it 
was more powerful for someone else to 
say:  “You are in for a treat tonight.  We have 
Katherine Vessenes, one of the most 
well-known and respected financial advisors 
in the country.  An author, attorney and 
Registered Financial Consultant®, she loves 
to help.  I have never seen a case where 
she couldn’t improve their financial situation 
in some way.  Here’s Katherine!”

No matter how I introduce myself —  
it doesn’t come across as well — if I say  
I was legal counsel to a former president 
and on the CFP Board of Ethics, a few 
people in the audience will think I am 
bragging or trying too hard.  On the other 
hand, if my introducer says: “just Google her 
name and you will find 12,000 hits!”, it 
becomes an informal endorsement, and 
starts to build trust.

The best conversion rate comes when I 
invite an existing client to come, and they 
introduce me and also talk about their 
experiences with the firm.  This can 
dramatically increase the number of people 
who want to meet with you.

5. The presentation.  All of my 
presentations are content rich and full of 

Katherine Vessenes 
 JD, CFP®, RFC®

COMPLIANCE-FRIENDLY MARKETING

Getting People from your Seminar into your Office

8 Critical Steps for Getting More 
Derrières in Your Chairs
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information that can change the lives  
of the attendees.  I don’t bother with  
fluff or do “teasers”.  I want to make  
sure we are getting a good reputation  
from the event and that the audience 
perceives us as knowledgeable and 
trustworthy, even if they decide not to  
work with us. 

I always have an outline of my topics, 
making sure it covers the audience’s main 
pain points.  I then will weave in each of the 
topics that the attendees want me to cover.  
Once again this customizes the presentation 
and lets each attendee feel like they are 
getting exactly what they need.

I believe a great presentation also brings up 
pain points that the audience didn’t even 
know they had.  Every issue is another 
reason they need you.  In short the 
presentation needs to be disturbing and 
offer hope at the same time.  

6. The “evaluation” form.  This is the key 
part of the entire meeting.  In fact your 
entire presentation is a lead in to the 
evaluation form.  If you don’t do this part 
well, you have just wasted a lot of your 
time, and money.

Here are key things that I discovered over 
the years should be on your form:

•	 Client’s	name

•	 Mailing	address

•	 Email	address

•	 Cell	phone

•	 Home	phone

•	 	A	place	to	evaluate	what	they	liked	
about your presentation

•	 	A	place	to	indicate	whether	they	would	
like to meet with you

•	 	Referrals:	a	place	for	them	to	list	the	
name, email addresses and phone 
numbers of 3 people you should invite 
to your next event

The last item, 3 referrals to the next  
event, came as a complete surprise  
to me.  By accident, I had two sets of 
evaluation forms for the same event.   
One of them had a place for referrals on  
the bottom, and the other did not.  Much  
to my great surprise, about 40% of the 
attendees listed at least one other person 
we should invite to a future presentation!  
Nothing could have shocked me more.  In 
fact, about 20% gave us 3 names!  We 
found the likelihood of these referrals 
attending a future event was especially high 
and they are more likely to become clients, 

even if the person originally referring them 
didn’t become a client.

Having learned my lesson, I never do an 
event without asking for referrals on the 
evaluation form.

7. The debrief.  After the last guest leaves, 
I will sit down with my co-partner and 
review the evaluation forms and his notes.  I 
will also make other notes on their forms so 
I can better remember them and their 
issues.  We will also prioritize the responses, 
so I call them back in order of priority.

We also go through anything that could be 
improved for next time.

8. The follow up.  The next crucial part of 
this process is following up to set the initial 
meeting.  Here timing is everything.  Here 
are the things that are working for me:

•	 	The	day	after	the	event,	I	send	a	short	
email to each attendee.  I thank them 
for coming, and mention something 
personal that we learned from the 
dinner meeting.  The purpose is to let 
them know to us they are a person, not 
a case, and we really do care about 
them.  The email also say I will be calling 
to set up a follow up meeting.

•	 	Within	the	next	two	to	three	days,	 
I will reach out with a phone call to  
their cell.  Some of the best times to 
reach prospects is between 7:30 pm 
and 8:30 pm in the evening and 
Saturday mornings.

Here’s the good news about these 8 steps: 
they don’t cost you any additional money!  
You have already spent a lot just getting 
your prospects to your party or educational 
event.  These 8 steps will increase your 
closing ratio without putting a strain on  
your budget.    

Katherine Vessenes, JD, CFP®, RFC®, has 
the best job in the world. She gets to help 
advisors, broker-dealers and insurance 
companies get their businesses to the next 
level. Known for fun and content rich 
training programs, she is an in-demand 
public speaker.  Author of Building Your 
Multi-Million Dollar Practice, she also has 
her own private practice where she works 
with physicians.   
 
Contact:  952 401 1045
katherine@vestmentadvisors.com
www.vestmentadvisors.com

www.insuranceproshop.com/FactFinding/

How To Close ‘9 Out Of 10’ ™ 
By Asking The Right Questions

It’s The Very Best Questioning, Presentations and 
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Videos: 6 hours (DVDs)…  Audios: 6 hours (CDs)  
W/Forms, Scripts, Questions & more (Text CD)



Page 16 The Register  | March 2013

evening, now would be an excellent time to 
gather your belongings and deplane.”

Mr. Totally Comfortable And Relaxed jumped 
like he’d been poked with a cattle prod!  He 
was reading his book and only half listening 
to the announcement, when his head 
swiveled around.  He looked at the 
passengers in his vicinity in a minor state of 
shock and asked, “Did she say CHICAGO?”  
I heard another passenger say, “Yes, she 
said Chicago.”  He jumped out of his seat 
and yelled at the flight attendant, “Don’t 
shut the door, don’t shut the door, I’m not 
going to Chicago!”  None of us had ever 
seen anything like it. 

In a nanosecond, he went from relaxed  
and comfortable to mobilized into action.  
The drink goes down, the book goes  
back in the briefcase, the shoes go back  
on, the carry-on bags fly out of the  
overhead bin, and he digs his jacket out  
of the closet all in one, big sweeping 
motion.  The rest of us just looked at each 
other, bewildered as he exited the plane.  
Did that just happen? 

Here’s my first question:  Why did he get off 
the plane?  Because that’s what you do 
when you discover you are going 
somewhere you don’t want to be, of course! 

Second question:  How long did he wait to 
get off the plane?  He got off the plane as 
fast as he possibly could.  Why?  Because 
the moment you are certain that the path 
you are on is not taking you where you 
want to be, the only reasonable course of 
action is to get off that path and get on the 
right path immediately, right?

My story about this passenger on the wrong 
plane is an analogy for life’s journey.  

Sometimes you are on the right path and 
sometimes you are not.  The key is to be 
aware of the path you are on and make the 
appropriate change when you determine 
you are on the wrong path, based on your 
desired destination. 

There are as many destinations as  
there are important things in life.  Which 
destinations should you check?  The  
ones where you want to go and arrive  
at by a certain time.  Here are a few 
destination-check suggestions for the 
successful and the serious-about-being-
successful financial advisor. 

Personal Money.  What is your desired 
personal money destination?  This one  
is easy to start with because money is  
easy to count.  It’s easy to figure out  
how much you need in order to pay  
for the present lifestyle you want, to  
fund your future lifestyle and get your  
own financial house in order.  Getting  
your own financial house in order means 
having the right amount of cash reserves, 
reducing or eliminating your debt, having 
the right amount of every type of insurance 
relevant for you and your family, saving and 
investing enough to be financially 
independent and fund your other goals, 
having all the appropriate legal documents 
(wills, trusts, etc.), and paying your taxes  
in full and on time.  You can dramatically 
increase your confidence about the  
future by having a good handle on your 
personal money destination.  Not to 
mention the confidence it will give you to 
be a financial advisor with your own 
financial house in order. 

Action Idea:  Hire a financial planner  
to write your financial plan and answer  
the questions about how much money  

Flight attendants have a step in their 
preflight process called the destination 
check.  It sounds something like this: 
“Ladies and gentlemen, welcome to Flight 
123 bound for wherever.  If wherever is not 
in your travel plans, now would be an 
excellent time to gather your belongings  
and deplane.”

Most of the passengers ignore the 
announcement and a few shake their heads 
in disbelief that anyone could actually get 
on the wrong plane. 

A few years ago, I was on a flight headed to 
Chicago.  It was the flight at the end of the 
day that tends to be packed with business 
people going home or to the next city.  I 
had gotten lucky and been upgraded to first 
class.  There I was, sitting in row five on the 
right-aisle seat, and I noticed the man sitting 
one row ahead of me on the opposite aisle.  
He had obviously been on the plane for a 
while by the time I boarded because he had 
already gotten very comfortable.  His shoes 
were off, his tie was loose, his carry-on bags 
were stowed in the overhead compartment, 
his suit jacket was hanging in the flight 
attendant’s closet, he had a cocktail in his 
hand and was reading his book.  He was 
fully settled in.

I was about to witness something I had 
never seen before and, until I saw it with  
my own eyes, might not have believed  
was possible. 

The boarding door was to close in just 
another few minutes, but before it did the 
flight attendant took the microphone to 
make the destination check announcement, 
“Good evening ladies and gentlemen, 
welcome to Flight 718 bound for Chicago.  
If Chicago is not in your travel plans this 

Destination Check



The Register  | March 2013 Page 17

together with these people and ask 
questions like, “How do you know when  
our relationship is working?” and “What  
can I do to be a better (spouse, father, 
brother, sister, friend, aunt, uncle, mentor, 
boss).  The very fact that you ask and  
listen to their responses will improve  
your relationships. 

You can have similar destination checks 
regarding your spirituality, your philanthropy, 
and everything else that is important  
to you.  Be aware of what’s important  
to you, engage in some honest reflection, 
and make a change where and when 
change is appropriate.  There are no  
secrets to getting off the wrong path and 
getting on the right path.  There are people 
who do and there are people who don’t.  
Which type of person you choose to be is 
up to you. 

If you are not on the right path, how  
long are you going to stay on the 
metaphorical plane flying you to the  
wrong destination?  Don’t make it long.   
Be clear about your destination, make the 
choices to get where you want to go, and 
be willing to do the work your desired 
destination requires.   

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

Contact:  858 558 3200
www.billbachrach.com

you need to pay for the present lifestyle  
you want, get your financial house in  
order and fund your future goals.  Pay 
someone else to do this for you even 
though you are in the business.  This will 
help you be clear about your personal 
money destination. 

Business Revenue.  What is your desired 
business revenue destination?  It needs to 
be adequate to cover your business 
expenses and leave enough left over to 
fund your personal needs and wants.  
Anything beyond that is probably just 
overkill for your ego.  I recommend that  
you focus on the business revenue that 
makes your life work instead of being 
distracted by numbers set by your company 
to qualify for a trip or to compete with 
others in the industry. 

Action Idea:  Do the math.  How many 
ideal clients paying you what amount of 
recurring revenue will generate the business 
revenue to get you to your destination?

Fitness and Health.  What is your  
desired fitness and health destination?   
This is also easy to measure.  You might 
measure lipids, body fat, body mass, 
calories consumed, number of workouts  
per week (strength, cardio, flexibility, 
balance), etc.  Barring some unusual  
genetic health situation, you don’t end  
up out of shape and unhealthy by accident.  
It happens from being on the wrong  
health and fitness path and choosing 
(maybe refusing) to get off and get on  
the right path.  What’s the point of being 
financially successful but not healthy and  
fit enough to enjoy it?

Action Idea!  Get a comprehensive 
executive physical and ask your doctor, 
“What are the most important things for me 
to measure; what should my target number 
be in each area; what is the best way for 
me to get that number from where it is now 
to where it should be?”  And consider hiring 
a personal trainer and/or nutritionist to help 
you create a fitness and health plan and 
stay on track. 

Relationships.  What are your relationship 
destinations?  Some people feel that  
these are not as easy to measure as  
money and fitness because different 
people in your life will have different 
metrics.  This is true.  And yet, like most 
destinations that matter, there are plenty of 
things within your control that you can do to 
make them work better. 

Action Idea:  Make a list of the most 
important relationships in your life, get 

Bill Bachrach, CSP, CPAE

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

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

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

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

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

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

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

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



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

7    RFC® and CFP® approved CE credits for workshop attendance; 15 additional RFC® CE with post workshop study & exam completion. 
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Deliverables for you:
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If you are a financial consultant that does 
any kind of income planning or roll over 
work sooner or latter someone is going to 
ask you (if they have not asked you already) 
when is the best time for me to elect my 
Social Security benefits?  Is it better for me 
to elect early or wait?  What is the smart 
thing to do?  How will you answer?  How do 
you answer?

On the surface this may seem like a fairly 
simple question, but is it?  For a long time it 
seemed like no matter who you asked you 
would get one of two answers. 

1. Take it early at age 62 because you have 
to live to about age 80 for it to pay for you 
to wait.  And since no one really knows how 
long they will live, a bird in the hand is 
better than two in the bush. 

2. We really don’t handle that.  After all we 
have little control over it and Social Security 
is not an asset we can manage.  

I don’t know about you but I found both of 
these answers to be disconcerting.  I knew 
that there had to be a way to help our 
clients figure this out with a little more 
certainty than a rule of thumb or a pass the 
buck approach.  So I began to do some 
digging and here is what I found out. 

There are 81 different ways for a married 
couple to elect Social Security and that does 
not include several of the more complicated 
strategies that hardly anyone is talking 
about.  People tend to oversimplify the 
whole decision figuring that they can either 
elect at age 62 or at full retirement age 
(Age 66 for many) where in reality there are 
many different election combinations and 
each one has a very different cumulative 
lifetime income result.  Most clients have no 
idea that all of these options exist and 
would be hard pressed to try and compare 
them all and find the best one all on their 
own.  It was also mind boggling to me to 

assets but we can earn something far more 
important.  We can truly earn our clients 
trust and referrals by going the extra mile 
and becoming proficient in this important 
area of financial planning. 

By now you are probably wondering how 
you can learn more about these Social 
Security election decisions so you too can 
become an even greater resource in your 
community and to the clients you serve.  
One great resource is the Social Security 
website found at www.SSA.gov there are 
many valuable tools and articles that will 
help you get up to speed quickly.  In 
addition to the website you might also want 
to pick up a copy of Social Security The 
Inside Story by Andy Landis.  Also I have 
found that the best way to become 
proficient is to start talking to your clients 
and using your analytical skills to help them 
work through the best options.  If you are 
serious about working in this very rewarding 
area, it will probably be necessary to invest 
in some analytical software to help you 
compare all of the options. 

No matter what you decide with the wave 
of baby boomers all starting to retire there 
will be a very great demand for this 
specialized knowledge in the coming years.  
I have found that the clients I share this with 
are eternally grateful and very willing to 
introduce me to others who are also 
pondering that same question.  When 
should I take Social Security?   

Antonio “Tony” Filippone, RFC® is the 
owner of Rockford Retirement Resource 
Center of Rockford, IL.  Tony specializes in 
consulting with middle American families 
helping them to get out of debt and save 
more for their financial goals without having 
to change their lifestyles to do it.

Contact: 815 633 9595
tony@rockfordretirement.com
www.rockfordretirement.com

learn that the difference between the best 
combination and the worst often meant 
over a $100,000 of lifetime income without 
even taking into account inflation.  This is a 
very big decision and it seems too often the 
client is expected to make this decision on 
his/her own as Social Security clerks are not 
permitted to give financial advice.  

If you think helping your clients compare 81 
different Social Security options and then 
assisting them in finding the optimal strategy 
is difficult, this is only the beginning of the 
problem.  It turns out that there are some 
very interesting yet little known claiming 
strategies that can make a huge difference to 
your client’s bottom line.  For example many 
people are still unaware that they can file for 
benefits and then suspend their benefits.  
This technique allows the client’s spouse to 
start collecting spousal benefits while the 
client’s benefits continue to grow as if he/she 
has never claimed them.  And as if that were 
not complicated enough there is another 
strategy that allows the client to file a 
restricted application and collect only their 
spousal benefit thus allowing them to switch 
later to their own benefit that has grown to a 
larger amount.  These strategies are mainly 
for married couples but can also be applied 
in numerous ways for clients who are either 
widowed or divorced.  Both of these 
strategies, when properly applied could add 
thousands of additional dollars to the client’s 
cumulative Social Security benefits yet most 
retirees are missing this opportunity.

With all of these different election options 
and strategies available can we as 
consultants really say we are doing our job 
completely if we don’t at least address 
these issues with our clients and try to help 
them in making the best decision?  After all, 
how can we say we are income planning 
experts and then ignore what for most of 
our clients may well be 30% to 40% of 
their retirement income.  Granted we can’t 
get paid for managing their Social Security 

Tony Filippone, RFC®

When Should I Take 
Social Security
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With the revenue proposal from the President, 
expanding the pro-rate interest disallowance 
for COLI (corporation-owned life insurance) 
would have created a tax on owners of COLI 
policies.  The proposal was not part of the final 
Bill.

This also provides opportunities using the $5 
million – Generation Skipping Transfer (GST) 
into Trusts.  Grantors who made the gifts to 
Dynasty Trusts are fearful of the Unified Credit 
being lowered to $1 million.  It opens the 
opportunity to begin using Private Banking 
Strategies.  With people’s longevity increasing, 
waiting to gift or have already gifted that 
money into Dynasty Trusts, and/or to the 
children, waiting to use this gift after the 
grantor dies, just seems ridiculous. Now the 
grantor can enjoy the fruits of these gifts, 
along with the children and grandchildren, 
when they might need it the most, or during 
the Grantor’s lifetime. 

Also, due to the higher income and capital 
gains tax that the wealthy and Trusts will be 
subject to under the new law, Life Insurance, 
Annuities, and PSD (Private Split Dollar) with a 
loan regime, will play a large part of the new 
strategies/opportunities.

Another technique useful in the new 
environment is the SLAT (Spousal Lifetime 
Access Trust).  SLATs provide a creative way 
for a spouse to access cash values of life 
insurance (held inside the SLAT) while having 
the death benefit excluded from the Estate.  
SLATs have been an effective tool for a long 
time, but using PSD/loan regime, perhaps 
from a Dynasty Trust or other, trusts will be 
even more useful. 

Congress did not change valuation discounts.  
Grantor Retained Annuity Trusts, (GRATs), are 
still a good tool to use in this environment.

New opportunities are also found in working 
with the moderately wealthy, small business 

After years of changing Estate Tax Rates and 
Gift Tax exemption amounts and an uncertain 
economy that caused many people to freeze 
their financial decisions for years, the new 
permanent Estate Tax law opens the door to 
new opportunities and concepts for wealthy 
clients, prospects, and advisors who are 
looking for fresh and innovative concepts.

With the new law, there are a multitude of 
new opportunities now that the lifetime estate 
and gift tax exemption amounts are 
permanent — $5 million for individuals and 
$10 million for couples, indexed for inflation 
remaining unified.  The top estate tax rate is 
up from the previous 35% to the current 
40%.

This new legislation also keeps the portability 
provisions in place.  This legislation governs 
the unused credits for surviving spouses and 
since portability is non permanent (there will 
be no need for credit shelter trusts), the 
grantor can directly transfer assets to the 
surviving spouse.

New Opportunities in Business Planning 
and Succession Planning

The unified credits of $5 million will help the 
transfer of business shares/ownership while 
business owners are alive.  With more than 
70% of US Corporate earnings being 
retained and added to the already 
unprecedented mountains of cash on the 
balance sheet.  As of mid-2012, S&P 500 
companies alone held $1 trillion in cash 
reserves.  America’s Cash Mountain has set 
the stage for the corporate PSD/loan regime.  
This is where the corporation loans money 
to the Trust, and repays by the death benefit 
or other income streams from the defective 
trust.  Now, with the decisions made by 
Congress, the unlocking of long-stalled 
corporate cash should start to flow.  With the 
government clarifying the long term rules, 
companies now can do real planning. 

owner, or younger professional.  All these will 
need Wills, Power of Attorney, Trusts, Life 
Insurance, and your insight of how the new 
strategies could be useful to them now or in 
the future.

The new Estate Planning environment 
provides an opportunity to apply new creative 
techniques.  Congress passing the legislation 
is welcomed news, ensuring that the tax 
benefits to Life Insurance, annuities, pensions, 
retirement savings, or employer-provided 
benefits are intact.  

It all works together when helping the wealthy 
or moderately wealthy people plan their 
future.  Remember, due to the needed 
increase of revenue, Congress can always 
change the law in the future.  We will always 
keep you informed of the updates.   

Ronald V. Pullman, RFC® and CEO of 
Pullman Financial Corporation of Carnegie, PA 
is known as one of the country’s leading 
specialist in wealth transfer and estate 
planning.  Ron is the author of “Private Split 
Dollar Strategies for Tax-Busting Solutions” and 
the founder of the International Financial 
Network Radio and TV Show.

Contact:  412 429 2070
ronpullman@rpullman.com
www.pullmanfinancialcorp.com

NEW TAX LAW  
CREATES OPPORTUNITY

How the 2012 American Taxpayer Relief Act  
Can Work for You and Your Clients

Ronald V. Pullman, RFC®
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What he wants to do are the following:

•	 	Deliver	carefully	prepared	plans	to	guide	
the financial affairs of his clients AND 
receive a fee.

•	 	Not	manage	portfolios	or	be	responsive	
to the frequent shifts of the market.

•	 	Be	perceived	as	the	primary	financial	
advisor for his families and bring in the 
services of qualified attorneys, accountants, 
business managers, realtors and trust 
officers as the client needs may indicate.  

•	 	Continue	business	relationships	with	
families to the next generations — those 
of his clients and of his firm (to which 
he is inviting his granddaughter to join 
as a successor).

•	 	Sell	life	insurance,	annuities	and	health	
coverage, but not be so pressed that he 
must maximize the sales to get 
reasonable compensation.

•	 	Call	on	local	business	owners,	many	of	
whom are profitable and growing, 
delivering long-term financial services — 
not just try to sell a policy.

He never hired a public relations firm, an 
advertising agency or a media relations expert.  
He has never sent a simple media release to 
firms in his area.  He has never written or 
revised articles to build a different image.   

His granddaughter is interning with him 
while completing her university education.  
She wants to be in a profession that helps 
people, but the image of a “life insurance 
agent” makes her very uncomfortable.  She 
wants to deliver advice and service and 
“help persons of all ages accomplish their 
dreams!”  (That wouldn’t be a bad motto for 
their firm, would it?)

What am I doing wrong — or what am I 
not doing? 

My response indicated an understanding of 
his problems and offered a clear 
assessment of his issues. These are not 
necessarily in priority — since they all are 
important, and all must be addressed.

Last month I spent an afternoon visiting with 
a long time member of the IARFC.   After 
getting past the light conversation about 
how our friends in different cities are doing, 
we finally reached the most critical item on 
his mind:

He wants to have a well-established image 
as a “financial professional.”  He enjoys the 
RFC designation, certificate, publications, 
training and benefits – but none of these 
association features are having any impact 
on his image in the community.  He wants 
to move from a “perceived salesperson” to 
a “valued consultant”. 

How did this labeling evolve?  When my 
friend entered insurance sales (with a very 
reputable oldline company) he was 
conditioned that he should give advice and 
service away for free .  He’d be paid by the 
purchase of insurance.  This was the hymn 
played daily by the insurance industry — and 
it is still their music.  But he was 
conditioned.  Now that he is dealing with 
much wealthier families and profitable 
business owners, he is still continually 
listening to the same songs. He asked,

How can I charge fees when I am 
regarded as a salesman?  

“The organizations I am associated with (a 
life insurance company and a securities 
broker dealer) discourage me from charging 
fees.  I do not manage portfolios, I am not a 
CFA, so I really do not qualify to be a 
Registered Investment Advisor.  The broker/
dealer has that as an option, but unless I 
become immersed in the stock market, I 
cannot properly guide my clients in this area.”  

“The life insurance executives are constantly 
urging me to sell more policies — life and 
annuities, but not critical illness or disability.  
I know most of my customers (age 45-80) 
need a periodic insurance review.  Their 
need for insurance has increased, not 
reduced.  They now have goals to support 
adult children, grandchildren, charities and 
all are afraid of what the government might 
do to extract the money necessary to get 
the government out of debt.  I can do a lot 
of work, spend a lot of time and not end up 
with a large sale.”

He has a serious branding problem.   
In his community, in his target market,  
he is perceived as “just another life 
insurance salesman.”  He holds the RFC,  
but also displays his CLU and MDRT 
certificates (both of which he is justifiably 
proud of) and all his stationery, business 
cards, brochures and office décor reflect  
this insurance background.  Every year  
he sends out announcements of his  
MDRT status.

He does not distinguish financial  
analysis from investment advice.  He 
avoids charging a fee for estate planning, 
retirement planning, insurance needs 
calculation, business valuation, debt 
cancellation and business planning — 
because he thinks that must involve 
rendering “Investment Advice” when it  
does not have to.

His posture with other professionals is 
that of a salesman.  He does not have or 
use any “financial consultant” marketing 
materials.  He does not conduct any joint 
events with others in which he is a 
consultant, rather than a salesman.  For 
example, he never considered giving the 
Journal of Personal Finance as a “financial” 
publication to other professionals.

His public image is that of insurance.  He is 
listed in local directories under insurance.  
He is a very well educated man, but does 
not write (or re-write) articles on personal 
finance, to gradually build a new image.

He does not have the mechanical tools.  For 
example, he does not have the paperwork 
necessary to close a fee-based engagement:

•	 A	Fee	Schedule	or	Explanation
•	 An	Engagement	Agreement
•	 A	Satisfaction	Assurance
•	 A	Plan	Acceptance
•	 An	Invoice	(for	business	clients)
•	 A	Chart	of	his	Planning	Process
•	 A	Code	of	Ethics	(certificate)
•	 A	Non-Disclosure	Commitment
•	 A	PowerPoint	Presentation
•	 A	Plan	structure	that	is	Objective
•	 A	business	only	bank	account
•	 A	means	of	processing	credit	cards
•	 An	invoice	procedure	for	businesses

Making the Transition  
from Salesperson to Consultant
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None of these are expensive or difficult 
items.  Intellectually he understands all of 
them, and is quite qualified to employ 
them.  But he does not.

Where can he turn for help?  Certainly not 
his primary insurance company, although 
they would applaud anything that caused 
his production to increase.  His brokerage 
firm would resist his charging non-RIA fees 
until they understood that he is excluding 
that service.  His other professional 
associations are product focused and while 
they have some fine publications, 
conferences and electronic distributions, 
they are still commission oriented.

The IARFC can help.  But he must initiate 
this.  When the association was founded in 
1984, the members all charged fees and 
sold products.  Then as the organization 
grew, we attracted many fine people who 
were product oriented but wanted to make 
the transition to that of a financial 
consultant.  Some believed that the 
designation would accomplish that for them.  
Some believed that continued study and 
readings would automatically transform 
them to the role of a consultant.  

As you read the list of adjustments needed by 
my friend, I am sure you realized that they 
were definitely achievable, relatively 
inexpensive and would require modest effort.  
The biggest challenge will be that of altering 
the mindset from salesperson to consultant.  
But, the transition is definitely achievable.   

Ed Morrow is the chairman and chief 
executive of the IARFC and has been a 
practicing financial advisor for forty years.   
As the CEO of the IARFC he is one of the 
developers of the Financial Planning 
Process™ course and a frequent instructor, 
both nationally and in many countries.

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

Ed Morrow, CLU, ChFC, RFC®
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the future?  Yes.  The imputed income is 
used as a “basis;” and when the employee 
takes a distribution from the QP, that income 
can be offset by the basis.

5. The big question:  Is buying something 
as simple as a term life policy a good idea in 
a QP? Answer:  NO!

This is really the question I want to answer 
with this article.  With the estate tax 
exemption being codified at over $5 million 
per person (thanks to the fiscal cliff deal), I 
thought this would mean that millions of 
modestly affluent (couples with estates 
under $10 million) would be able to buy LI 
in a QP in a tax-deductible manner and 
have it make economic sense.  I was wrong.

What factors/variables need to be used when 
determining if it is a good idea to buy term LI 
in a QP? 

Table 2001 costs employees need to 
recapture (which increase each year).

Client’s current and future income tax-
brackets.

Actual cost of the LI (I used 30 year level 
term for my example that becomes the 
employee’s basis).  Assumed rate of return 
(ROR) on a side fund.

A side fund is needed because the Table 
2001 costs make buying LI in a QP slightly 
more expensive over time vs. simply taking 
income home, paying tax on it, and buy LI 
with after-tax money.

Example and outcome without that math:  
The math behind the following outcome is 
complicated.  I strongly recommend you 
download my summary of the calculations so 
you can see for yourself how I arrived at the 
numbers.  To download the summary and 
numbers, please use the following link: www.
pomplanning.net/qualified-plans-real-costs  

I’ve been on the record for nearly 15 years 
with my position that buying Life Insurance 
(LI) in a Qualified Plan (QP) is not only a bad 
idea, it’s a terrible idea.  

In past articles I focused in on the use of cash 
value Life Insurance as an “investment” in a 
QP.  This article will focus on something that 
is almost universally ignored by those selling 
LI in a QP and that’s the "real" out-of-pocket 
costs for the death benefit coverage provided.  
Most advisors are under the misimpression 
that buying life insurance for the death benefit 
(vs. as an investment) inside a qualified plan 
with "tax-deductible dollars" is a no brainer. 
As you will read, it is not. 

Let’s start with a little question and answer:

1. Can you buy LI in QP?  Yes.

2. Is the purchase of LI in a QP tax-
deductible?  Partially.  The premiums are 
100% deductible to the business, but 
employees have to recapture the “costs of 
insurance” every year as income.  Those who 
sell LI in QPs typically ignore this or tell the 
client that it’s just a miscellaneous cost 
(which you’ll see is not true). 

3. How do you calculate the costs an 
employee must recapture as income?  Use 
the Table 2001 one-year term costs and do a 
little calculation. 

For example:  For a 40 year old, the table 
indicates that for every $1,000 of death 
benefit coverage, the cost for recapture 
purposes is $1.10.  Therefore, if an employee 
has a $1 million policy inside the QP, he/she 
would have to recapture $1,100 as income.  
I call the recapture of this income “phantom” 
income because the employee doesn’t get 
the money (just the tax bill for it as if he/she 
did get the income).

4. Does the employee receive an offset for 
receiving imputed income at some point in 

Example:  40-year-old male in good health.  
I assumed he purchased $1 million of 
30-year level term LI inside the QP.  The 
annual level premium is $1,185. 
 
How much more did it cost the employee to 
buy LI inside a QP taking into account “all” 
the expenses vs. paying for it after tax? 

After 30 years of paying premiums, it cost  
the employee (assumed to be the business 
owner) $7,221 more to buy the LI inside  
the QP.

If my math is correct, why would anyone buy 
LI inside a QP?  Because it's deductible and 
seems less painful?  The reality is they 
shouldn’t.  The real problem is that most 
advisors do not understand the math behind 
making this.

Bottom line:  We have thousands of 
insurance agents who recommend LI in  
QPs and have no idea of the variables 
involved or the math supporting or not 
supporting the recommendation.  To be 
good at your craft, you have to know this 
type of information; and, hopefully, the 
majority of readers will find this article both 
thought provoking and helpful.   

Roccy M. DeFrancesco, Jr., JD, CWPP™, 
CAPP™, CMP™, is the Founder of The 
Wealth Preservation Institute, and the 
Co-Founder of the Asset Protection Society.  
Roccy is the Author of Bad Advisors: How to 
Identify Them; How to Avoid Them©, 
Retiring Without Risk©, The Home Equity 
Management Guidebook©, The Doctor’s 
Wealth Preservation Guide©, The Home 
Equity Acceleration Plan (H.E.A.P.)©.

Contact:  269 216 9978
roccy@thewpi.org
www.thewpi.org

Life Insurance in Qualified Plans 
Calculating the Real Costs  
Will Surprise You

Roccy DeFrancesco, Jr.,  
JD, CWPP™, CAPP™, CMP™
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Sometimes motivation is forced upon us. We 
are thrust into the Un-comfort Zone.  And, 
whether we sink or swim depends on how 
we respond to the situation.  How do you 
react during a crisis? 

Here are the stories of two men who faced a 
crisis late in life and how they dealt with it. 
One was a restaurant owner; the other a 
janitor.  The former went into bankruptcy at 
an age when most people retire, and the 
latter was fired from a job he’d had for 
nearly 20 years. 

The restaurant owner enjoyed a successful 
business in a small town at the edge of the 
Appalachian Mountains.  It was a great 
location along busy U.S. Route 25.  And, 
because he offered the best food and 
service around, his eatery was jammed from 
sunup to sundown.  But it wasn’t to last. 

The janitor started his job at St. Peter’s 
Church in London as a teenager.  Over the 
years he married and raised a family and 
enjoyed a perfectly predictable profession 
with solid job security.  That is until the new 
vicar came along. 

Over the course of 26 years, he was 
honored by the state governor for his 
recipes; and was praised by famous 
restaurant critic, Duncan Hines, in his 
column Adventures in Good Eating.  Then in 
1956, the new super highway by-passed the 
little town.  It’s amazing the difference just a 
few miles can make.  Two years later the 
restaurant was closed and the property 
auctioned off to pay creditors.  At 64 years 
old, the restaurant owner was broke. 

It was around the turn of the twentieth 
century when the new vicar, a stickler for 
decorum, took over St. Peter’s Church.  
When he learned that the janitor could not 
read, he gave him three months in which to 
learn.  Quite depressed by the news, the 

man thought it might make him feel better if 
he smoked a cigarette. 

Unable to afford the cost of opening another 
restaurant closer to the highway, he reviewed 
his assets.  All he had left was his knowledge 
and the delicious recipes that made his food 
so popular.  So, he got into his car. 

As he walked home, the janitor searched for 
a tobacco shop.  There was usually one on 
every block, but there were none near the 
church.  He walked block after block without 
finding one.  By the time he reached his 
house he knew exactly what he was going  
to do. 

Town by town, he drove, stopping at every 
restaurant along the way.  He told the 
owners they would be more successful if 
they served his secret recipes under his 
brand name and paid him a royalty.  Two 
years later, in 1960, he had 400 restaurants 
serving his food.  By 1963, he was making a 
profit of $300,000 per year.  And, in 1964, 
Colonel Harlan Sanders sold Kentucky Fried 
Chicken to investors for $2 million, plus a 
lifetime salary of $75,000 per year. 

With his meager savings, he opened a 
tobacco shop near the church.  It was an 
immediate success.  His profits went to 
open a second, then a third and before long 
he thriving tobacco shops all over London.  
Ten years later, he met with his banker about 
investing his earnings.  The banker gave him 
some papers to sign.  The man asked the 
banker to read the papers to him, explaining 
that he didn’t know how.  Shocked, the 
banker exclaimed, “You are so successful, 
just think where you’d be today if you could 

read!” Albert Edward Foreman smiled and 
sighed, “I’d be the janitor at St. Peter’s 
Church.”  (Based on a true story by Somerset 
Maugham) 

Did you know that in Chinese, the symbol 
for the word “crisis” is the same symbol 
used for the word “opportunity?”  Two sides 
of the same coin.  In other words, it’s all in 
our perspective.  Will you find the 
opportunity in your next crisis?  

Robert Evans Wilson, Jr. is an author, 
speaker/humorist, and innovation 
consultant.  He works with companies  
that want to be more competitive and  
with people who want to think like 
innovators.  Robert is also the author of  
the humorous children’s book:  The 
Annoying Ghost Kid. 

Contact:  404 255 4924
robert@jumpstartyourmeeting.com
www.jumpstartyourmeeting.com

Reprinted with permission Robert Evans Wilson, Jr.

Robert Evans Wilson, Jr

The Un-Comfort Zone
Will You Freak Out or Hunker Down?
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conservative person who is negative about 
our country’s growth.  Many companies have 
really lowered the minimum rates to make 
this a “term look-alike” policy, but one with 
many more options.

Indexed Universal Life — is a fixed contract 
that bases its rates of interest on one of the 
markets — usually the S&P 500 (minus 
dividends).  Contract guarantees that a client 
will never lose money if the markets are 
negative.  The contract also guarantees that 
you will never make as much as the market 
with their caps.  The company determines 
the interest for various periods of time, 
generally a year.  Most companies have the 
option to change to a pure fixed and 
guaranteed account.  It appears that this 

concept is replacing the traditional Universal 
Life in the investment grade category.

Variable Universal Life — the cash value is 
deposited into the various sub accounts that 
have been established with mutual funds.  
The cash value is not held by the Insurance 
Company; it is located within the sub 
accounts.  The rate of return, either negative 
or positive, is based on the mutual funds  
the client has selected.  If your client has 
faith in American Business, this is the only 
contract to own.  If the client doesn’t have 
faith, he or she should be looking at the 
Indexed products.

Whichever policy is chosen allows the 
financial consultant to change the death 

Most insurance companies quake when they 
hear the term “Investment Grade Life 
Insurance”.  Many insurers have paid severe 
fines because of the actions of a few 
unscrupulous agents and they are very 
cautious on terms used with potential 
consumers.  This perspective is a powerful 
tool, if used properly.

I want to share with you my philosophy 
about life insurance.  This article is written for 
financial consultants — not for distribution to 
the public.  If money is a problem, term is 
the only answer!  If not, a client should put 
as much money as they can - as quickly as 
they can into a “Universal type insurance 
policy.  The latter is my definition of 
Investment Grade Life Insurance.

By the same token a company’s Universal 
Life Insurance is a financial advisor’s dream 
product.  By the same token, it is an 
insurance company’s nightmare if they do 
not have qualified financial 
advisors representing them.  For 
this article, when I say Universal 
Life.  I am referring to Fixed, 
Indexed and Variable.  One of 
them is a perfect fit for your 
investor or client.

Universal Life Insurance — guarantees  
that a minimum will be credited on the  
cash value.  This is usually about 2%.   
Each year the company will determine  
what rate of interest they will pay for the 
current period.  This is usually 
based on what they think will 
happen in the economy and 
what their competitors are 
paying.  This could be a perfect 
product for the super 

Investment Grade 
Life Insurance

Think Outside the Box

Face Amount $500,000 Age 30

Interest or Yield  
6%

Flexible Premium 
$20,000

Administration Cost 
$25
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benefit to fit the client’s needs and desires, 
while, at the same time allowing the funds 
to accumulate income tax free and creditor 
protected cash (called “spendthrift provision” 
in most states) for the financial future.  This 
is where the financial advisor comes into 
play by helping the client determine which 
policy best fits them.  Each one has distinct 
strengths and weaknesses.  The financial 
advisor helps the client decide.

Let’s take a look at this remarkable financial 
planning tool….

When you use this product, you can no 
longer think like most insurance agents.   
You must “Think Outside the Box!”  
Consider the life insurance product from  
the following perspective:

When your client purchases this product, 
they are buying a container or Pot that they 
are going to put their money into.  The 
main purpose of the Pot is to keep what is 
inside from getting out, and that which is 
outside from getting in.  What we are 
keeping inside is yield or interest earned on 
the cash value.  What we keeping outside 
are the IRS and any creditors.

For our example let’s use a 30 year old who 
needs a $500,000 death benefit and is 
prepared to pay a premium of $20,000.  
When we examine the premium, we see the 
first real difference from the garden variety of 
life insurance we have sold in the past.  We 
have a flexible premium.  This could be 
$20,000 per year, per month or per day.  
However, your clients will want to make 
payments subject to the limits of government 
regulations.  There is an interesting thing to 
note about the policy.  The insurance 
company sets the minimum premium that 
can be paid, while the Government sets the 
maximum premium that can be paid.

Once our client pays the $20,000, the Pot 
begins to work.  The interest or yield paid on 
the cash will accumulate — sheltered from 
taxes and creditors!

This is a Life Insurance Policy, so the first 
thing we must take out of our Pot is the cost 
of insurance.  This may be the best deal in 
the insurance world, monthly renewable 
term on a wholesale basis.  For our 30 year 
old, this would be about $15 for the first 
month.  The insurance company had a new 
problem with this policy.  They had to keep 
track of all this activity, so they charge about 
$10 per month to administer the Pot.  So far 
our client has put $20,000 into the Pot and 
the insurance company has removed $25 
for insurance costs and administration.  We 
now have $19,975 remaining in the Pot.

So what are we going to do with the amount 
left in the Pot?  That will depend on what 
kind of a policy we use, Fixed, Indexed or 
Variable.  This could be a solid guaranteed 
amount or, =/-40% or more!  The first 
product on the market was the fixed account 
which has averaged about 6% over the past 
30 years.  Let’s use 6% in our illustration.  
This would ½ of 1% per month.  So our Pot 
balance would be ($20,000 - $25) .005 = 
$20,060, and none of this subject to current 
tax!  Our client has paid $20,000…has a 
$500,000 Death Benefit, and at the end of 
the first month has a policy value of 
$20,060!  WOW! What a deal!

Let’s assume for illustration purpose that we 
got about the same rate of return each year 
for the next 15 years.  We should have 
about $40,000 accumulated in our Pot.

This is the only financial planning product 
that is subject to FIFO taxation, except the 
Roth IRA.  We might call this the Roth IRFA 
for the rich, since there is no maximum limit 
on client deposits.  At this point the policy 
owner could remove his original $20,000 
and the remaining would provide insurance 
coverage for the next 10 or 15 years.  “Think 
Outside the Box”.  Can you see the 
marketing potential for just this one idea!

Several years ago one of my clients, we will 
call him Art Hoosier, decided to take a loan 
of $500,000 on his vacation home.  He 
made it interest-only so the entire monthly 
payment was tax deductible to him.  He put 
the $500,000 in the bank and transferred it 
over five years into a Variable Universal Life 
Insurance Policy.  You can see already that 
he took money that was not working and 
put it to work.  The only risk was that of 
death which was covered by the life 
insurance policy.  He also created a very nice 
tax write off with the loan.  “Think Outside 
the Box”.

Art loved to tinker with the sub accounts.  
You just never knew what he was going to 
do next.  One day he called to tell me that 
he had just received his statement and the 
insurance company had made a terrible 
mistake.  He said, “My policy previously had 
a cash value of about $600,000 and now it 
was over one million dollars… and the 
insurance company had also raised the 
death benefit by nearly one million dollars”.  
He further commented, “Don’t they know 
I’m 75 years old?”  This is the kind of 
problem you like to have every day.

This company created a new small cap 
growth fund into which Art had decided  
to move all of his money.  The fund  
grew at 116% the first year!  My advice  

was to move it immediately into something 
less volatile.

We just could not have found a better 
vehicle for Art, the aggressive risk taker.  We 
had to “Think Outside the Box”.  After ten 
years he now has enough cash to pay off 
the mortgage if he wished and a half a 
million dollars of profit.  Why would he want 
to pay off the mortgage?

We have talked about the accumulation 
phase of this remarkable policy.  How do we 
get the money out?

1. Dumb
2. Sad
3. Smart

The Dumb Way, is to just withdraw the 
money subject to FIFO taxation.  If you have 
had a gain, you’ll have to pay a percentage 
to Uncle Sam.

The Sad Way is to die.  The insurance 
company will confiscate the cash account 
and pay to the beneficiary income tax free 
$500,000 (or whatever the death benefit is 
at that time).

The Smart Way, is to borrow the money.  
How much tax do you pay on borrowed 
money?  The answer is none!  So we put 
our money into the Pot in a Fixed, Indexed 
or Variable account with all the interest, 
dividends or capital gains growing free of 
income tax.  Now we borrow it out at no tax.  
We could use this money for education, 
retirement or emergencies.  You can see 
under this scenario you could lose a little on 
your account and still be better off (net) 
than in most CDs and Fixed Annuities.   
The higher the tax bracket, the more exciting 
the concept.

Art has created his own “Family Bank”.  If he 
or any family member has a need for a 
major purchase like an automobile, he (or a 
trustee holding the contract) could borrow 
the money from the VUL and make 
payments back into the policy.  This would 
far exceed anything they could work out with 
a bank.  The concepts are endless with this 
remarkable product.

Whether you agree with me or not,  
I hope that you will now give Life Insurance 
a stronger position in your client’s plans  
for the future.  Begin to “Think Outside  
the Box”.

Some may object to the fact that they are 
paying interest on the loan!  You must 
remind them that they are paying this into 
their policy.  They must keep the policy in 



force until death.  Your marketing statement 
is, “You never have a problem taking money 
out of your left pocket and putting into the 
right pocket, as long as you keep your pants 
on!” by keeping the policy in force!

With this unique approach, I am not 
suggesting that you ever make a 
presentation to a client or prospect without a 
company approved illustration and 
prospectus.  My purpose it to get you to 
“Think Outside the Box”.

Investment Grade Life insurance is a policy 
in which the maximum premiums are paid 
while avoiding the modified contract rules, 
MEC.  This article does not relate to any 
specific product or life insurance company.  
This is a reference, in general, to any 
company that issues, Universal Life, Indexed 
Universal Life, and/or Variable Universal Life.  
I did not solicit or look for any company’s 
approval.  Each company has their own 
system for determining the amounts 
credited and when it is credited.  Be sure to 
get the details from your provider.   

James B. Moss, CEP, RFC®, pictured above 
with partner Rebecca C. Müller, CFP, RFC® is 
the Indiana Regional Director at Money 
Concepts International.  The Region has 
always ranked in the top ten in the nation 
based on gross income.  Today they have 32 
Advisors operating throughout the state.  Jim, 
is also the Director of Continued Education 
for Money Concepts International and travel 
through out the US conducting training 
sessions for Money Concepts Advisors.  Ask 
for our “Executive Summary” for a complete 
overview of the Money Concepts Capital 
Corp. Member delivery system. 

Contact:  877 841 0370
jmoss@moneyconcepts.com
www.moneyconcepts.com/jmoss

All Securities are through Money Concepts Capital 
Corp., Member FINRA/SEC

Rebecca C. Müller, CFP®, CFS 
James B. Moss, CEP, RFC®

According to some studies, it takes 21 
days to change a habit.  Why not think in 
terms of 30 days?  If you can do 
something consistently for 30 days, you 
can do it forever.  

In a year, you could establish 12 new 
habits, one per month. 

No matter where you stand today —  
Finish Strong!   

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

Your life is a reflection of your habits.  
Habits are choices repeated.  Change 
your choices and you will change your 
life.  Here are some habits you might 
want to adopt. 

Focus.  Focus on the task at hand.  Clear 
your mind of everything else. 

Focus on first things first.  Make 
prioritizing a priority. 

Finish what you start.  Commit to 
finishing what you start. 

Get up earlier.  The early bird gets the 
worm, which means it's better to be an 
early bird than an early worm.  

Get up earlier and do something 
important. 

Have breakfast meetings.  Get the day 
off to a good start. 

Stop taking work home with you. 

Read more books or listen to more 
messages on a specific subject.  
Become an expert. 

Go home earlier.  If you start earlier, you 
can finish earlier. 

Go home earlier and spend more time 
with your family. 

Watch less TV. 

Go to bed earlier and get more rest. 

Eat less. 

Exercise more. 

Habits — What Would 
Change Your Life…

… If You Were To Do It Consistently? 
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"Successful people form the habit of doing the 
things failing people don't like to do."

Dr. William L. Moore, Sr.,  
CLU, ChFC, RFC®
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This is a question that I hear quite often  
and it is very important to have the right 
answer.  Just as in Life Insurance, where 
every dollar of the face amount is 
accounted for, Critical Insurance should  
not be treated any differently.  In this article, 
I will be reviewing how to recommend 
proper benefit amounts to clients.  That 
being said, before we directly address  
this question, we really need to address  
the foundation of my method.  As such,  
it is important to note that equations  
are a little different depending on the 
marketplace you serve.  So, let’s begin by 
defining a few different marketplaces and 
then we will talk about the equations 
specific to each of those marketplaces.

The first marketplace we will take a look at 
the middle class marketplace.  Considering 
there is normally limited income in this 
market, it is my opinion that the focus  
of Critical Insurance face amount should  
be to shore up holes in Health Insurance 
and in proper mortgage protection.  A 
couple of thoughts to consider about both 
of these marketplaces:  

1. “According to a well-known 2009 study 
by Harvard researchers, 62% of personal 
bankruptcies in the United States in 2007 
were caused by health problems, and 78% 
of those filers had health insurance.” 
(Robertson, Egelhof & Hoke.  “Get Sick, Get 
Out:  The Medical Causes of Home 
Mortgage Foreclosures.”  Health Matrix: 
Journal of Law-Medicine, Vol. 18, No. 65, 
August 2008.  Web Oct. 2011)

2. Many people buy Life Insurance to pay 
off a mortgage if they die. However, what’s 
more likely to happen premature death or a 
serious illness?  The odds of death prior to 
age 65 for a 25–year–old male are only 
about 19%, based on a 2007 Life Mortality 
Table.  In comparison, the same individual 
has a 24% (nonsmoker) or 49% (smoker) 
chance of being diagnosed with cancer, a 
heart attack or stroke before age 65, 
according to a recent CI Risk Assessment 
Study prepared by Milliman, Inc.

What Amount of Critical 
Insurance is Right for My Client?

So let’s talk about shoring up the holes in 
Health Insurance.  Traditionally people are 
concerned about having high deductibles 
because of the added exposure, not to 
mention the limitations that all health plans 
have in how they reimburse based on 
specified networks, the indirect expenses 
caused by major illnesses and the types of 
care that are flat out excluded from 
coverage.  However, if we help our clients 
implement a well thought out Consumer 
Driven Health Package, we can reinsure 
their deductible should a covered critical 
illness occur.  

By having a client increase their deductible 
(with an HSA or traditional plan), we  
can help them save quite a bit of money 
per month.  If they would take a portion  
of their savings and purchase Critical 
Insurance (along with accident and gap 
coverage), the client can still save money 
and have much better coverage.  Even if the 
premium turns out to be the same as what 

they were spending, they would still 
increase their benefits substantially.   
Here are the following factors to establish  
a proper face amount equation for 
packaging CI with Health Insurance: 
deductibles, coinsurance out of pocket 
maximums, network availability, limitations 
and exclusions.  

For mortgage protection, I recommend 
figuring out what the monthly mortgage 
payment is for a client, and figuring out how 
many years they would like to have that 
payment covered should they get diagnosed 
with a covered critical illness.  This 
marketplace is certainly a bit more straight 
forward.  Critical Insurance has a significantly 
higher claim probability than Term Life 
Insurance does and as such, we should 
consider covering the risk that has the 
higher likelihood.  The average face amount 
for CI we are seeing packaged with Health 
Insurance is around $25,000 and the 
average face amount for CI we are seeing 

? ??
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from the mortgage protection market is 
around $45,000. 

The last marketplace we will take a look  
at in this article is the business owner 
marketplace.  This is certainly a diverse 
group of people and situations.  Because  
of that, each situation should be 
approached based on the client’s unique 
situation.  To keep things simple, I will 
narrow our focus in this marketplace to  
the higher income earners.  

In establishing the equation for face  
amount need, there are several questions 
we must help our clients consider:   
Does this business owner have a key 
employee?  What would happen to the 
business if that key employee was 
diagnosed with a life altering condition  
and not able to work the same hours  
as before?  Does this business owner  
have a Buy/Sell Agreement?  Is there a 
mechanism in place to help protect the 
funding or execution of this agreement 
should a partner survive a critical  
illness?  Does this business owner have  
a retirement plan established?  Has  

there been any kind of funding protection 
established should a critical illness  
be diagnosed?  Having a tax free, lump  
sum of money puts this business  
owner in a position to protect against  
the loss associated with any of the  
above questions.  

By taking these questions and establishing a 
value for each of them, the equation for 
proper face amount becomes clear and so 
does the proper face amount need.  The 
average face amount for CI we are seeing 
for business owners is around $250,000.  
Remember, your clients have the ability to 
purchase anywhere from $5,000 to over $1 
million in Critical Insurance face amount.  

So should your client have a need for 
$25,000 in face amount or a need for  
up to $1,250,000, setting up the proper 
equation is ultimately the best way of 
figuring out exactly what your client actually 
needs.  An imperative part of approaching 
Critical Insurance this way is that your client 
has an actual understanding of why they 
need the product and face amount in the 
first place.    

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

www.iarfcwebsites.com  |  1-800-593-9228 Powered by Smarsh Financial  
Visions Website Services

n	 Get a professional and attractive 
online presence

n		Attract new clients and service 
existing clients better

n	 Packaged with consultative 
Internet marketing expertise

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

Create your 
own IARFC 

website NOW!

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

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

Donald A. Hansen



Everyone should take time to go through a 
periodic estate plan review with a qualified 
professional financial advisor.  This process 
may be simple or very complex, depending 
upon the nature and size of an estate.  Many 
potentially perilous tax and/or penalty 
situations for the inheritor of Individual 
Retirement Account (IRA) assets can result 
from a lack of vigilance either when the IRA 
owner sets up the account or in the way the 
beneficiary accepts the assets.

If the owner of an IRA dies before complete 
distribution of assets, regardless of the 
specifications of a will or a trust, it’s 
important that the IRA’s designated 
beneficiaries 1) be clearly named and 2) be 
permissible under IRS rules for tax deferral 
purposes.  Naming beneficiaries requires a 
clear understanding of those rules and the 
distribution implications beneficiaries have to 
consider following an IRA owner’s death, if 
it’s important to the recipient to maintain the 
assets’ tax-deferred status.  If the process 
adheres to the IRS’s strict requirements, 
funds inherited from an IRA can be received 
by beneficiaries and not be subject to 
income taxation until distributed later.

After reaching age 70½, a Traditional IRA 
owner is generally required by federal tax 
law to withdraw a minimum amount from 
retirement savings plans each year — 
Required Minimum Distributions (RMDs).  
Depending on whether the IRA owner dies 
before or after this age, differing IRS rules 
apply that define how the beneficiary must 
withdraw RMD funds on an Inherited IRA.  
Beneficiaries are permitted to withdraw 
more than the required RMDs on an 
accelerated schedule if they wish to do so.

IRA Beneficiary 
Discussion

Consumer Focus

Listed below are basic guidelines about 
complex IRS rules covering inherited 
Traditional IRAs (Inherited Roth IRA rules are 
very similar, but not covered here).  
However, a qualified professional must be 
consulted to be assured that details of a 
specific situation are considered. 

1.  In the event a spouse is named as the 
beneficiary, the IRA may either be rolled 
into a personal Traditional IRA or the IRA 
of the deceased may be continued as 
the beneficiary’s Inherited IRA.  If the 
choice is an Inherited IRA, there is not a 
10% penalty for distributions regardless 
of the recipient’s age, unlike funds 
withdrawn from a personal Traditional 
IRA where a penalty would apply if 
payout is made to someone younger 
than 59½.  RMDs for an Inherited IRA 
would be calculated based upon 
whether the original owner had attained 
the Required Beginning Date (RBD) 
— April 1 in the year after that in which 
the IRA owner turned 70½.  If death 
occurred younger than 70½, RMD’s are 
not required by the surviving spouse until 
the deceased would have achieved the 
RBD.  The RMDs would be based upon 
the surviving spouse’s life expectancy.  
Inherited IRAs cannot be rolled into a 
Roth IRA, nor can the RMD be rolled into 
a personal IRA.  RMD’s are also required 
with Inherited Roth IRAs, and only 
earnings are taxable upon withdrawal if 
the “5-year rule” of the original owner is 
not satisfied (the Roth IRA must have 
been in existence for 5 years to avoid 
earnings, not principal, taxation).  

2.  In the event no beneficiary is named, the 
ultimate recipient of the IRA will have a 
shorter time period of five years to 
withdraw the IRA funds than if one had 
been named, if the RBD had not yet 
occurred by the deceased.  However, if 
the RBD was achieved by the deceased, 
then the maximum tax deferral available 
will be the remaining life expectancy of 
the deceased IRA owner.  

3.  In the event a non-spouse person is 
named as beneficiary, then the RMD is 

calculated on the life expectancy of the 
beneficiary, regardless of whether the 
original IRA owner had or had not 
achieved the RBD prior to death.  
Distribution is permissible over a 
five-year period without penalty.  The 
deceased owner’s IRA cannot be rolled 
over into a beneficiary’s IRA.  If the 
original non-spouse beneficiary dies prior 
to the assets being fully distributed, the 
new beneficiary is known as a successor 
beneficiary, and is subject to the same 
rules, except that distributions must 
continue on the original beneficiary’s 
RMD schedule to maintain the tax 
deferral status.

4.  In the event the decedent’s estate is 
named as the beneficiary, the IRA may 
be subject to the decedent’s creditors’ 
claims.  Distributions to heirs of an estate 
are dictated by state law, which could 
result in distribution to unintended IRA 
beneficiaries.  Funds distributed directly 
to an estate account may subject the 
entire account to immediate taxation.  

5.  In the event no contingent beneficiary is 
named or the named beneficiary has 
predeceased the IRA owner, then the IRA 
will be deemed to have no designated 
beneficiary.  If this situation occurs, the 
wording of the IRA agreement specific to 
the IRA’s managing financial institution 
may determine the recipient.   

6.  In the event an unintended beneficiary is 
named as a result of neglect in updating 
the appropriate documents, the IRA 
funds may go to that person.  This can 
occur as a result of out-of-date pre-
nuptial or post-nuptial agreements, 
changed family status or circumstances, 
or by overlooking needed changes to IRA 
accounts after updates to other estate-
planning documents were done.  A 
common example is when ex-spouses 
have been left as named beneficiaries in 
IRA documents that have not been kept 
up-to-date.  

7.  In the event a named beneficiary is not a 
legal entity for beneficiary purposes, the 
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IARFC’s  
CAREER CENTER at
careers.iarfc.org
JOB SEEKERS,
YOUR NEXT
Financial Planning
CAREER OPPORTUNITY
COULD BE CLOSER
THAN YOU THINK.

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

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

•	 Personalized	job	alerts notify you of 
relevant job opportunities.

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

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

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

POWERED BY

Mark Wendell, RFC®, RF™ is the Principal and 
owner of this RIA firm, MD Wendell Wealth 
Partners.  Mark is committed to spending the 
necessary time to fully understand your 
financial concerns, work in partnership with 
you to develop a customized plan, and then 
advise on appropriate adjustments to long 
term strategies.

Contact:  805 230 1908
mark@mdwendell.com 
www.mdwendell.com 

Mark Wendell 2012-2013 all rights reserved

MD Wendell Wealth Partners is a Registered 
Investment Advisor in Westlake Village California.  The 
article is a brief overview and is intended to provide 
information only.  Information is not legal advice and 
you should consult with qualified legal counsel prior 
to implementing any estate planning.  The article 
covers some important considerations associated with 
posthumous IRS distribution timing issues and is by 
no means comprehensive. The accuracy of the article 
content is not guaranteed.  Always seek the advice of 
a competent professional when making important 
financial and/or legal decisions.  The information 
contained in this article is not a solicitation to 
purchase or sell investments.  Investing involves risks 
and there is always the potential of losing money 
when you invest.  Specific investments may not be 
suitable for all investors as the appropriateness of a 
particular investment or strategy will depend on an 
individual investor’s circumstances and objectives.

entire tax status of the IRA account may 
be in jeopardy.  This can occur, for 
example, if the spouse’s IRA account, 
rather than the named spouse is 
specified as the beneficiary or when a 
pet has been named the IRA beneficiary, 
since neither a financial arrangement nor 
a cat or dog is legally considered a 
person.  This might cause the entire IRA 
to become, by default, part of the IRA 
owner’s estate, with disastrous tax 
implications, unless a contingent 
beneficiary has also been designated.

8.  In the event a trust is named beneficiary: 
1) it must be valid under state law, 2) it 
must become irrevocable upon the IRA 
owner’s death, 3) a list of its 
beneficiaries must be identifiable, and 4) 
the trust document must be provided to 
the trustee or custodian by October 31 
in the year following the IRA owner’s 
death.  If the trust is properly drafted and 
these four rules are followed, it is 
deemed a qualified trust for beneficiary 
RMD purposes. However, the rules for 
distribution are rather complicated and 
require professional advice to avoid 
potential tax issues.  Naming a trust  
as a beneficiary may provide some 
long-term control over the disposition  
of the assets, for example for the  
benefit of a child or to provide for an 
ex-spouse and family, if the trust is 
carefully designed to account for  
IRA beneficiary intentions.  Trusts  
are complex instruments and great  
care must be taken when designating 
them as beneficiaries to avoid 
unintended consequences.

IRA owners can avoid time-consuming 
complications or unintended consequences 
by having qualified professionals conduct 
periodic reviews of all documents related to 
designating beneficiaries to ensure their 
legality, accuracy and consistency with 
desired estate-planning goals.   

Mark Wendell, RFC®, RF™

Reprints for Consumer Focus articles are 
available to IARFC members.  All you need to do is 
send an email to: editor@IARFC.org, with a subject 
that includes, the Register Volume, Number and 
Consumer Focus article.  We will send you an Adobe 
PDF electronic copy for your distribution. You may 
also view  and reprint Consumer Focus articles on 
the web at: iarfc.org/consumer_articles.asp
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