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If you are like other professionals, you have imagined that some day you will have at hand virtually 
all the services that your clients need. You may have imagined that you would be totally free to 

choose the very best resources for your clients. You may also have imagined that your family clients and 
employees of the family business have total trust and con� dence in you.

Becoming a Trust Consultant for Summit Trust Company and our Private Client Group LLC 
positions you for the professional life you have imagined. Our “Open-End Trust Environment” 

allows you to choose investments, insurance, legal services and all resources in the best interests of your 
clients. We assist in sourcing your needs in collaboration with you, your clients and the team of other 
advisors you have assembled.  Work with us to live the life you have imagined.  Start now, visit us at:

 � e Path To Becoming A Summit Trust Consultant Starts Here.

www.summittrust.com/join            OR          www.summitprivateclientgroup.com/join

Summit Trust Company is chartered in 
Nevada, the jurisdiction of choice for 

Estate Planning Attorneys.
Executive O�  ce: Colmar, Pennsylvania

George Brown, Ph.D.,  Ext. 101

(877) 268-9115

“Live the life you have imagined.”
Henry David � oreau
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July 11, 2013 
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Drip Marketing Workshop 
July 12, 2013 
Middletown, OH

August

RFC Graduation Ceremony 
August 16, 2013 
Manila, Philippines

September

Business Owner  
Consulting Workshop 
September 10, 2013 
Philadelphia, PA

December

Business Owner  
Consulting Workshop 
December 3, 2013 
Tampa, FL

2014 MAY

Financial Plan Competition 
Final Judging and Awards

May 2-3, 2014 
Las Vegas, NV

June

IARFC CE @ SEA™  
Western Caribbean Cruise 
June 15-22, 2014
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Jan Belyeu, RFC®, GA
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Bradley R. Boulton, RFC®, CA
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Bob Diamond, RFC®, IL
Scott Cameron Doner, RFC®, TX
Kevin Wesley Edwards, RFC®, CO
Evelynn L. Eller, RFC®, GA
Michael C. Evans, RFC®, OH
Geoffrey I. Kanner, RFC®, CT
Michael Kaufman, RFC®, AZ
Ian Douglas Kiefer, RFC®, OK
Marci J. Lavelle, Staff Associate, PA
Daniel M. Lowe, RFC®, NC
Jay Malik, RFC®, PA
Glenn Mosseller, RFC®, NC
Carl Noble, RFC®, TX
Howard E. Rightsell, RFC®, IN
Travis T. Sickle, RFC®, FL
Perry E. Singleton, RFC®, GA
Kevin S. Turner, RFC®, GA
Salvatore T. Valente, RFC®, NY

Members Who  
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Robert Duchin, RFC®

Jim Harris, RFC®

John Lee, RFC®
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Lew Nason, RFC®
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Laura Stover, RFC®
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Asia Chair, Jeffrey Chiew, DBA, CLU, ChFC, 
CFP®, RFC®

China Development Organization (IMM)
(China, Hong Kong, Macao & Taiwan), Liang 
Tien Lung, RFC®

Australia and New Zealand Chair, George 
Flack, CFP®, FPNA, AFAIM, RFC®

Bermuda Chair, Antony Francis, RFC®

China Chair, Beijing, Dailan, Guangzhou, 
Shanghai, Choo Siak Leong, RFC®

Greece Chair, Demetre Katsabekis, PhD, CiC, 
CiM, MCSI, RFC®

Hong Kong and Macao Chair, Samuel W. K. 
Yung, MH, CFP®, MFP, FChFP, RFC®

Adviser, Hong Kong and Macao, Teresa So, 
Ph.D., MFP, RFP, FChFP, RFC®

Executive Director, Alan Wan, RFC®

Chairman & CEO, Edwin P. Morrow, CLU, ChFC, RFC®

Vice Chairman, H. Stephen Bailey, LUTCF, CEBA, CEP, CSA, RFC®
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Vice President, Lloyd Lowe Sr., MBA, RFC® 
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Director, William J. Nelson, RFC®

Director, Jon M. Rogers, Ph.D., CLU, ChFC, RFC®

DOMESTIC BOARD OF DIRECTORS

INTERNATIONAL BOARD OF DIRECTORS

India Chair, Ralph Liew, RFC®

India Deputy Chair, Vijay S. Wadagbalkar, 
RFC®

Indonesia Chair, Aidil Akbar Madjid, MBA, 
RFC®

CEO, Lisa Soemarto, MA, RFC® 
Malaysia Chair, Ng Jyi Vei, ChFC, CFP®, RFC®

Pakistan Chair, Zahid Khan, RFC®

Philippines Chair, Ralph Liew, RFC®

Taiwan Chair, Richard Wu, RFC®

Thailand Chair, Preecha Swasdpeera, MPA, 
MM, RFC®

Trinidad Chair, Inshan Meahjohn, RFC®

Domestic Membership Services, Amy Primeau

Editorial Coordinator, Wendy M. Kennedy 

Program Coordinator, Susan Cappa

Education Director, Jim Lfter

IARFC HOME OFFICE ASSOCIATE STAFF 

China — www.iarfc.cn

Hong Kong — www.iarfc-hk.org

India — www.iarfcindia.org

Indonesia — www.iarfcindonesia.com

Philippines — www.iarfcphils.org

Taiwan — www.iarfc.org.tw

INTERNATIONAL WEBSITES

IARFC Domestic and International Directory

IARFCIARFC
INTERNATIONAL ASSOCIATION OF

REGISTERED FINANCIAL CONSULTANTS

www.IARFC.org

Join in the Sponsorship and have 
your name listed here and on 

IARFC.org. Thank you for Support-
ing the Future of Financial Planning.

We have Individual Sponsorship  
Opportunities starting at $50.

800.532.9060

The IARFC has invited students 

to participate in the 2013-2014 

Financial Plan Competition. The 

finalists and their faculty advisor 

will enjoy a trip to Las Vegas to 

present their comprehensive 

financial plans to a team of judges.

2013–2014  
Financial Plan Competition

Sponsors

Sponsorship 

Silver:
Burnett Marus
Jeffrey Rattiner

Gold:
Michelle Blair
Isabel Cooper
Frank Eberhart

Platinum:
Les Anderson
Steve Bailey
Ed Morrow
Rosilyn Overton
Jon Rogers

Diamond:
Lloyd Lowe Sr.

Individual Sponsors
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IARFC Financial Plan Competition

Financial Plan Competition participation is limited  
to undergraduate students in financial planning  
programs at US-based universities. Plans are 
submitted by a single student, or teams of two or  
three people.  Every plan is based on case  
data provided by IARFC.  Finalist teams present  
their plans in person.  Final judging and award 
presentation is held live in late spring.

IARFC 2013-2014 
Financial Plan Competition

The IARFC launches 2013-2014 Financial Plan Competition. Awards bring both public and industry 
recognition to IARFC Members and incoming young professionals.

Sponsorship 

Benefits 

“�It is refreshing and encouraging to witness the inheritors of 

the financial planning industry. All submitted plans showed 

hard work and the finalists were of outstanding quality and 

detail. Those who will follow us are informed, intelligent, 

innovative and industrious.”�—�veteran financial advisor 

David Stitt on this past year’s competition. 

The IARFC Plan Competition is partially supported by corporate 
and individual sponsorships. Participation as a sponsor for the 
IARFC Plan Competition is mutually beneficial and allows for 
various levels of interaction with the students. 

IARFCIARFC
INTERNATIONAL ASSOCIATION OF

REGISTERED FINANCIAL CONSULTANTS

www.IARFC.org

•	 	All announcements to the financial services media, IARFC members, financial planning educators and the 
advisor community promote the sponsors.

•	  Sponsors are identified in articles in the IARFC Register magazine.  

•	  Sponsors are listed in the Journal of Personal Finance, which is distributed to Registered Financial 
Consultants, faculty members, libraries and corporate officers. 

•	 Sponsor brand gains valuable exposure among all the participating students.

•	  Contact information for participating students is provided to corporate sponsors for recruiting  
or image building.



Become a Sponsor

Why sponsor the  
Financial Plan Competition?

All of us in any profession have an 
inherent responsibility to continue the 
legacies and skills of that profession. 
To that end, the IARFC Financial Plan 
Competition, is a way to get hands-

on development of young people by teaching 
them the skills necessary to provide the services we 
currently give, to the next generations. 

I believe that no person ever achieves success 
without one hand up on the rung above him lifting 
themselves — and one hand down lifting someone 
else. Often we don’t have the time to personally go 
do this. By pooling our assets we can encourage 
the next generation to do the right things for their 
clients.

Someday I will retire. I have clients who are younger 
than me and I want someone to look after them as 
I would have. It’s part of my responsibility to ensure 
that there are capable people to advise them on 
their asset requirements for the future.

Lester W. Anderson, MBA, RFC®

IARFC President

The IARFC has extended its invitation to students  
to participate in the 2013-2014 Financial Plan 
Competition. The finalists and their faculty advisor 
will enjoy a 3 day, 2 night trip to Las Vegas to 
present their comprehensive financial plans to a live 
audience. We invite the IARFC members to join the 
competition and become part of judging process. 

International Association of Registered Financial Consultants

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

PLEASE MAIL OR FAX THIS COMPLETED FORM TO IARFC

Please print or type information below.

     Mr.              Ms.           Mrs.

_________________________________________________________________ 
First Name                                    Last Name

_________________________________________________________________ 
Firm or B/D

_________________________________________________________________ 
Street Address

_________________________________________________________________ 
City                                                          State                     Zip Code

________________________________________________________________  
Phone

_________________________________________________________________ 
E-mail 

   Credit Card                            Check made payable to IARFC

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

________________________________________________________  
Signature

Payment Information:

2013–2014  

Finalists Compete in Las Vegas — 

Be Part of the Judging

Unable to sponsor but interested in mentoring. 

Send more information on Corporate Sponsorship.

Sponsorship levels Silver Gold Platinum Diamond

Individual $50 $100 $250 $500

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

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

Interested in judging the Financial Plan Competition.

P.O. Box 42506
Middletown, OH 45042-0506
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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: How has the LOW interest rates affected your business?

A: In some way, all financial professionals and clients have been 
affected by low interest rates.  Whether it was the recent 
implementation of AG38, last year’s Long Term Care Insurance 
product, pricing and commission changes, lower annuity rates or less 
return on investments (etc.), everyone has felt the effect of low 
interest rates.  However, I believe it is imperative to understand that in 
every challenge, there is great opportunity.  Great people condition 
themselves to being able to see that opportunity through the pain…
and pain is relative.  The more reactive a person is to a given 
challenge, the less success they will achieve in the opportunity.  It 
really boils down to one’s attitude about challenges.  

“The longer I live, the more I realize the impact of attitude on life.  
Attitude, to me, is more important than facts.  It is more important 
than the past, than education, than money, than circumstances, than 
failures, than successes, than what other people think or say or do.  It 
is more important than appearance, giftedness or skill.  It will make or 
break a company… a church… a home.  The remarkable thing is we 
have a choice every day regarding the attitude we will embrace for 
that day.  We cannot change our past… we cannot change the fact 
that people will act in a certain way.  We cannot change the 
inevitable.  The only thing we can do is play on the one string we 
have, and that is our attitude… I am convinced that life is 10% what 
happens to me and 90% how I react to it.  And so it is with you… we 
are in charge of our attitudes.” Charles Swindoll.

A truly successful planner approaches their clients holistically by 
gathering information, researching data and then educating their clients 
based on complete and accurate intelligence.  However, having a 
single product focus brings the greatest challenges, especially in times 
like these, because if something happens within that product market, it 
can be very tough to reinvent oneself in a short time frame.  The low 
interest rate environment might cause you to change gears to a slight 
degree but it should never cause major issues with your business.  
Don’t wait to begin making successful changes to your business.  
Remember: “Good things come to those who wait, but only what’s 
left over from those who hustle.”  Abraham Lincoln.

Don Hansen®

Elkhorn, NE

A: In order to provide, I have abandoned ALL fixed income 
instruments.  I use solid to high dividend stocks.  When rates 
normalize, bond holders are likely to give up some serious wealth.  
Therefore if I’m at RISK anyway why should I invest where there is low 
returns and high risk?

Les Anderson, RFC®

Dacula, GA

A: One of the great dangers to today’s economy is that low interest 
rates engineered by the Federal Reserve force people into more 
speculative investments with theoretically more yield.   When the cost 
of debt falls, stocks levitate to unrealistic prices.  The Fed has bailed 
out the banks, while crushing savers, retirees and pension plans. Now I 

must caution more than ever to my customers that another bubble of 
biblical proportions is not out of the question, where retail investors 
will be left holding the bag.  The return of your money is becoming 
more important than the return on your money. 

Barry James Dyke, RFC® 

Hampton, NH
 

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 August issue will ask this question:

What are advisors using to get new business?   
Are clients hunkered down and not moving, not just 
referral income.

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 editor@IARFC.org for  
assistance with IARFC LinkedIn

Like us at facebook.com 

Contact editor@IARFC.org for  
assistance with IARFC Facebook

Subscribe to the IARFC Blog: 
http://iarfc.org/iarfc-blog

Contact Susan@IARFC.org for  
assistance with IARFC Blog

The IARFC Blog brings you the tools, ideas and techniques you 
need to build a successful practice.  Fresh content is posted 
regularly and we welcome your feedback and ideas in the 
comments section.  We look forward to hearing from you.
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Wilma Anderson, RFC®

Long Term Care & Critical Illness
www.CriticalIllnessCoach.com
WilmaAnderson@q.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 6924

Katherine Vessenes, RFC®

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

“Invest in the Future.” The IARFC has launched 
the 2013-2014 Financial Plan Competition.  It 
is a pleasure to announce that the finalist 
teams will present their financial plans to a live 
audience, in Las Vegas.  Les Anderson, IARFC 
President is heading up our sponsorship 
program again this year.  We have adopted his 
proposal made at the IARFC Annual Board 
Meeting in January to expand sponsorship to 
the IARFC membership.  You will notice on 
your Membership Renewal form an 
opportunity to make a contribution.  Each 
issue of the Register and the IARFC website 
will promote a list of the growing contributors.  
You are welcome to contact us with Individual 
or Corporate Sponsorship leads.  Les Anderson 
will make contact with these leads personally.  
Please take the opportunity to join in. (P. 5-6)

Wendy M. Kennedy, Editor
the Register magazine

editor@iarfc.org

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

Journal  
of Personal Finance

Call for 
Papers
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Tools, Techniques, Strategies & Research to Aid 
Consumers, Educators & Professional Advisors

Volume 11 Issue 2                    2012

Journal
of
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Finance
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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

Contact:  Dr. Michael S. Finke  

P:  806 742 5050 x259    
E:  michael.finke@ttu.edu

www.journalofpersonalfinance.com
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Once the master list is developed we will go 
back to our subject matter experts and 
survey them to determine the validity of the 
listing.  It is to be expected that not all of the 
advisors will perform all of the tasks on a 
regular basis and therefore we must 
determine the tasks that are most 
important.  This will help us decide which 
topics deserve the most focus on the final 
examination and therefore which topics 
require the most questions.

Many people will ask why we have to go 
through such a convoluted process to 
develop an examination.  Well the reason is 
related to our desire to gain accreditation.  
The accrediting body, the NCCA, requires 
that we develop an examination that is 
indicative of the actual work that is 
performed in the real world.  The only way 
for us to do this is to bring together a group 
of people who do the functions for which 
we are testing.  The development of a test 
that stands up to accreditation scrutiny takes 
time and a host of people willing to step up 
and provide assistance.  We will be surveying 
many of you as we continue to hone the list 
of subjects to be covered within the exam.

Once we have developed the outline  
for the examination, it will be up to us to 
start writing questions for the examination.  
We will be looking for additional subject 
matter experts who would be willing to 
meet over several days to learn how to write 
exam questions and then to begin the 
writing process.  I will continue to update 
the entire membership on the process as 
we move forward.

As I may have mentioned in previous articles, 
a large part of the process of accreditation 
has to do with developing guidelines for the 
new designation of MRFC.  The work done 
by a Master Registered Financial Consultant 
(MRFC) must be evaluated so as to make 
the examination sufficient to actually test the 
advisor’s capabilities.

The first step in the development of this 
new examination is to put together a group 
of subject matter experts who are doing the 
work of a financial advisor.  We have found 
a dedicated group of individuals who have 
volunteered to be a vital part of the 
accreditation process and they are eager to 
get started.  We have drawn together ten 
people from all across the country and from 
various types of offices as well.  We have 
sole practitioners, large company 
representatives, life insurance salespersons, 
and full-blown financial planners.  This mix 
across several demographic categories will 
help us ensure that we have a well-rounded 
paradigm when it comes to developing the 
task analysis.

This group of men and women has been 
tasked with developing a listing of the 
various functions that are performed by a 
financial advisor.  They will consider all of 
the work that they do on a regular basis and 
provide us with a listing of these items as 
well as some of the knowledge that is 
required to do these things successfully.  We 
will take these various lists and compile a 
master list of tasks and knowledge that will 
become the structure for the development 
of the MRFC examination.  

For more information on the changes that 
are ahead of us, please let me know.  I am 
happy to share in more detail the work that 
we are doing on your behalf.  I am also 
happy to accept your name if you are 
interested in being a part of the Certification 
Board or are willing to be of any assistance 
as we work on accreditation.  Thanks to  
all of you for your continued support of  
the IARFC.   

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

On The Path to Accreditation
Exploring Our Jobs

Jim Lifter, MBA, RFC®
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Seven — is reliable.

The most obvious application for your ideal 
client profile is to focus your prospecting 
activity. Comparing your new or current 
prospects with your ideal profile will help 
determine whether you should continue to 
pursue these prospects or eliminate those 
who do not match the profile. In addition, 
you should periodically repeat the profiling 
process to see if your ideal client has 
changed.  You may discover, for instance 
that you are now working predominantly 
with prospects who have investable assets of 
$150,000 or more instead of the $100,000 
or more you originally listed on the profile.

Other worthwhile applications of 
understanding your ideal client profile  
are the following:

One — the profile will help guide you in 
your marketing strategies and materials

Two — you can post your ideal client profile 
on your website and in your office

Three — you may give the profile to friends, 
family, current clients, and centers of 
influence.  That way, these people will know 
the type of client with whom you want to work.

By following these simple steps perhaps 
you can finally determine exactly who it is 
you want to do business with.

Don’t be a victim of the old saying — when 
everyone is a prospect no one is a prospect.

Where?

Think of prospects as oil.  Oil can be found 
below the ocean floor, in the desert, 
underneath mountains, and so on.  These 
are the sources for oil.  The methods for 
accessing the oil will vary due to the 
characteristics of the source.  The same 
holds true with prospects.  The nature of the 
source affects the methods to obtain 
prospects from it.  Thus, understanding 
prospecting sources will help you select 
appropriate methods to identify and select 

Who?

Who are the 20 clients or customers that you 
enjoy working with the most?  This does not 
necessarily mean your biggest commissions 
or fees, but those clients with whom you 
have the greatest rapport and whose 
company you enjoy the most.  Seek out 
commonalities.  Begin by grouping according 
to product and need.  Note the common 
characteristics of clients who bought a 
product for the same reasons.  This will help 
you create an ideal client profile which will 
help you describe the type of prospects with 
whom you will prefer to work.

In addition to reviewing your top 20 client or 
customer list you may also consider the 
following.  What occupations have you 
worked well with during past, which social 
organizations/associations do you enjoy 
working with, what type of people whose 
company that you enjoy, businesses that 
you know fairly well especially how they 
operate, businesses and associations where 
you are recognized by most people.

You may also want to consider various 
market segments such as responsible 
parents, financially savvy singles and or 
maxed out empty-nesters.

By going through this “who” process, it will 
naturally lead you to your ideal client profile. 
It may look something like the following:

One — has a household income of $70,000 
or more

Two — has investable assets of $100,000 or 
more

Three – wants a face-to-face relationship

Four – desires advice from a competent 
professional about retirement and education 
planning

Five — is family oriented

Six — appreciates the value of good advice 
and is willing to pay for it

individual prospects.  Three sources are 
people you know favorably, people referred 
to you and people you do not know at all.

People you know favorably include family, 
friends, businesses you patronize and 
community or organization contacts.  
Perhaps you could make a list of all of the 
people that you know favorably and see 
what names pop out as potential members 
of your ideal client profile.

We all know that our best source of names 
comes from referrals and introductions. Sit 
down with those individuals who really care 
about you so that you may share with them 
the type of work you do and what type of 
individuals you want to contact.  Generally 
speaking, referrals are generated by simply 
asking for them.

The dreaded cold call.  These are people 
that you do not know and they do not know 
you.  When someone hands you the 
telephone directory and says to you here 
are your prospects, go get them tiger, you 
know you’re in trouble.

Unfortunately there are many salespeople 
who either cannot or will not take the effort 
to determine the where when it comes to 
selling.  Recently, I visited with a life insurance 
salesman whose ideal client profile was that 
of homeowners who had recently obtained a 
mortgage on their home.  He contacted a 
marketing company whose specialty is that of 
contacting new homeowners and asking 
them if they would like information 
concerning mortgage cancellation insurance 
in the event of death or disability.  They sell 
these warm leads to him for $23 per name. 
It proves once again, if you are not willing to 
determine where your ideal client lives or 
works there is always another way of 
addressing the situation.  In the long run, 
buying leads only works well for those who 
sell leads, not to those who receive leads.

Birds of a feather flock together.  Physicians 
hang around hospitals and medical 
buildings.  School teachers can be found at 
lower, middle, and high schools as well as 

Who – Where – Say – Leverage

Four Words  
That Can Transform Your Life as a Salesperson:
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college campuses.  Business people have 
offices and factories and contractors can be 
found at construction sites.  Many retirees 
live in retirement communities and spend a 
great deal of their time at adult recreation 
centers.  The list goes on. 

Say?

What you say and how you say it separates 
the amateurs from the professionals.  If you 
take a look back at the careers of such greats 
in our business like Frank Sullivan, Ben 
Feldman, John Todd and John Savage, you 
will discover that every word they uttered was 
highly crafted and delivered to perfection.  
These were agents of another generation 
and are long gone.  Those of us who were 
building our individual careers sat at the feet 
of these masters and soaked in every nuance 
of their being.  What they taught us is simple 
to understand but difficult to implement – 
words have meaning!  They simply did not 
give a sales talk.  They communicated.  That 
communication was based more on emotion 
than on logic.

Let’s take a look at two of the greatest 
lyricists of all time — George M. Cohan and 
Irving Berlin.  Cohan gave us, “Give My 
Regards to Broadway”, the “Yankee Doodle 
Boy” and “You’re a Grand Old Flag”.  Berlin 
stroked the words to “Alexander’s Rag Time 
Band”, “Easter Parade” and “White 
Christmas”.  Each one tells a story and is jam 
packed with emotion.  They were written 
over 90 years ago but are still relevant today.  
People’s emotions haven’t changed much 
over the last few hundred years.

As it has been said many times, ad-libs are for 
amateurs.  Perhaps now is the time to write 
down the words and the music that you want 
to say to the public each and every day.

Always remember prospecting, marketing 
and selling is an art, not a science.

Leverage

Everyone knows that satisfied customers are 
the best source for new business.  With that 
being the truth how come sales people do 
not leverage their situation to gain more 
prospects?  Two reasons come to mind.

One — they do not believe the service or 
product that they delivered was of much 
value!

Two — they feel that they sold something 
rather than let their customer buy something.

The bottom line is — they feel they are not 
worthy of referrals or introductions.  Too bad! 

Recently, I had a conversation with an old 
buddy of mine, Stan Edgell, who has been a 
premier financial planner for many years.  
He pointed out to me that he really has no 
clients, rather they are just good friends and 
good friends help each other.  Over the 
course of a year, Stan receives between 100 
and 200 referrals.  He states that the reason 
for the referrals are two-fold.

One — he simply asks for them

Two — he positions all of his clients into a 
win- win situation.

If you have determined who it is that you 
want to do business with, approach them in 
a professional manner, seek to understand 
before being understood, and counsel with 
them how best to implement the products 
or services that you render.  You certainly 
will have a new friend.

Mastering and implementing the who, 
where, say and leverage can transform your 
thinking from that of selling to that of helping 
your clients or customers get what they 
want!  It can make a world of difference!   

I. David Cohen, CLU, ChFC, LUTCF is a 
1958 graduate of Miami University with a 
Bachelor of Science degree in business.  He 
has spent the last 55 years as an insurance 
agent, teacher, mentor and coach.  David is 
an adjunct professor of The American 
College teaching students to achieve various 
degrees and designations.  He authored 
books entitled “Get What You Want,” “How I 
Got This Way”, “Prospect Or Perish”, and 
“Sorry, Downtown Columbus Is Closed.”  As 
an expert in prospecting and client focused 
selling, David is available to teach, train, 
motivate and monitor individuals and 
companies who are seeking transformation 
in their lives.

Contact: 614 861 0778
dcohen1935@gmail.com

I. David Cohen, CLU, ChFC, LUTCF
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Have you ever heard the old poem: “If at 
first you don’t succeed, Try, try, try again.  
‘Tis a lesson you should heed, Try, try, try 
again.” by Thomas H. Palmer?  
Unfortunately, poems that teach principles 
like these are rarely taught to children any 
more.  Our society has become so instant in 
its need for immediate gratification, that the 
beauty of persistency is sacrificed for quick 
satisfaction.  If you have ever tried to 
implement Disability Insurance in the past 
and either failed or had less than stellar 
results, you will want to read this article.

I can’t tell you how many times we have 
spoken to an advisor who has tried to talk to 
their clients about Disability Insurance and 
either haven’t sold a policy yet or their 
attempt to implement was “less than stellar”.  
Ironically, we hear the exact same 
complaints from the same advisors when it 
comes to implementing Long Term Care 
Insurance and Critical Illness Insurance.  Is 
this merely a coincidence or is there a 
pattern established that we can identify and 
overcome?  You are right…there is a pattern 
and it absolutely can be overcome.

Learning how to successfully implement 
Disability Insurance requires you to forget 
much of what you have been taught thus 
far.  Most “trainings” we’ve seen have 
complicated the process and been based 
on a pure product sales approach versus a 
holistic, conceptual approach.  Consumers 
aren’t interested in complication and 
understandably get turned off by pure 
product sales.  Good clients want a  
trusted advisor who can lead them down  
a path.  So all you need to do is approach 

processes rely heavily on emotions of  
the moment and sales tactics comparable  
to used car sales.  A professional advisor 
does everything they can to avoid  
emotional sales tactics.  A professional 
advisor gathers information, does 
appropriate due diligence and seeks to 
educate their clients based on complete 
and accurate information.  Clients make 
good decisions with that approach.

The next thing a successful advisor decides 
to do is find the right mentor.  You will know 
the “right” mentor right away.  A great 
mentor recognizes qualities in you that you 
may not recognize in yourself, and has the 
ability to inspire you to maximize your 
strengths.  I strongly suggest delegating the 
responsibility of places where you are weak 
to someone with a vested interest in your 
success.  The mentor you choose in 
Disability Insurance should be able to  
train you on approach, presentation and  
call to action and be able to train you  
on how the product should fit within a 
client’s insurance budget.

An important part of getting trained properly 
is learning the concept of how offering a 
few different options to a client when they 
are considering the purchase of a policy and 
how that affects their decision.  The first 
premium they see is usually “too 
expensive”… regardless of how much the 
actual premium is.  So, we always suggest 
showing three different coverage options: 
Option A is the highest premium, Option B 
is a moderately priced premium and Option 
C is a lower cost premium.  Guess which 
one a client normally chooses?  Correct,  

this subject properly and you will begin 
seeing success.

The first thing a successful advisor decides 
is to own a policy on themselves.  
Remember, we are in the business of 
“paper and ink”.  We represent third party, 
written promises, not gadgets.  This 
business can be a very tough business…
especially considering clients can’t touch 
what they just purchased.  Thus, the 
relationship between the advisor and client 
is that much more important.  We strongly 
suggest that you not only own what you sell 
but that you also have a copy of your policy 
and actively show it to prospects.  This does 
a great job at building trust and separating 
yourself from the “competition”.

The second thing a successful advisor 
decides is that even though elephant 
hunting is fun, the most effective way to eat 
an elephant is one bite at a time.  Selling 
the “Cadillac plan” up front is what trainers 
ask you to do because they receive a bonus 
based on Disability Insurance premiums.  
They traditionally don’t get bonused on 
premiums for sales from other products.  
Keep in mind, a Cadillac has its place but so 
do Toyotas, Fords and Subarus.  Placing 
some coverage now and revisiting the need 
in one year is a very effective approach to 
properly taking care of your clients.

This is where advisors have gone wrong 
with Long Term Care Insurance as well.  
Advisors and agents have been trained  
that they do a disservice to their clients  
if they recommend anything less than  
the complete package.  Those sales 

A Successful Approach 
to Implementing 
Disability  
Insurance
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the one in the middle…point is, they chose 
an option.

This is where we need to take a moment 
and talk about the importance of doing 
annual reviews with your clients.  If you 
have not yet implemented this into your 
practice, you are missing the boat with 
clients and with your income.  There is so 
much good that comes from sitting down 
with your clients to review their situation.  
Disability Insurance is such an important 
piece of your client’s protection.  The plan 
you are putting together for them is in 
jeopardy without income.  It is not too late 
to begin doing a review…the journey of a 
thousand miles begins with the first step.

The last thing to review is the moving parts 
of the plan.  Advisors and agents have been 
trained to review all the details of a product 
with their clients prior to purchase.  I am not 
suggesting that you don’t review the product 
but by all means, do not verbally puke all 
over your clients in an attempt to educate 
them so much they could get into the 
business themselves.  Consumers see 
insurance as learning the Greek language.  
They need to rely on you to have the 
knowledge…your clients won’t remember 
much of what you told them two hours after 

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

your appointment, let alone two week or 
two months after. 

Keeping the client education focused on 
concepts will increase your income and 
most importantly, benefit your clients.  We 
want clients to purchase coverage with 
more than just their pocketbooks…if they 
purchase it “mentally”, the coverage will be 
persistent and you will get more referrals.  
Disability Insurance is such an excellent way 
to be different from other advisors.  It is also 
an effective way to protect other coverages 
and investment goals.  A lack of income 
interrupts current coverage and investment 
goals pretty quickly.

My friends, success in Disability Insurance is 
a matter of making a choice.  You need to 
try again, if you haven’t before.  This time, 
buy a policy on yourself so that you can 
share it with your clients.  This time, don’t 
get hung up on elephant hunting.  This 
time, find a mentor who has experience 
with a balanced approach to product 
recommendations and doesn’t just talk a 
single product game.  There is a significant 
amount of success available to you and 
your clients.  “Good things come to those 
who wait but only what’s left over from 
those who hustle.”  Abraham Lincoln   

Only $39.95/month (regularly $44.95) • $149 set-up fee
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Here’s the scenario.  Your family’s in 
danger.  A psychopath is testing you to see 
if you are worthy.  You have 90 seconds to 
convince a total stranger to give you $1000.  
Make that sale and your family lives.   
Fail and ….

The psychological key to that little vignette is 
the fear of loss.  The more you think you 
have to lose, the more fear you feel.  Fear of 
loss is a much stronger motivator than gain.  

The threat of failure is palpable, not abstract.  
It often appears in your mind’s eye like a 
huge immovable wall or giant boulder in 
your path.  That obstacle typically comes 
from your early years.  Somewhere along 
the path of your early life, someone instilled 
it into your mind, and it speaks up as an 
internal command that guides your behavior 
today.  It’s OK, there’s a cure.

The physical sensations of fear are real.  
Your heart races, your temperature rises, 
your face gets hot and your palms sweat.  
Your vocal chords constrict raising the pitch 
of your voice.  Your eyes open wide, your 
breath gets short.  You might even feel that 
urge to go to the restroom.  “Er, excuse me 
General Patton, before we attack, I need to 
go do number one.”

While those sensations are real and regularly 
cause adults to stop dead in their tracks, the 
worst sensation is the voice in your head.  
We sometimes refer to the thoughts emitted 
by that voice as “self-defeating dialog.”  

Those thoughts can be debilitating. 

Do you recognize any of these thoughts:

I’m a coward
I’m not worthy
I’m not good enough
I’m not smart enough
I’m slow
I’m a failure
I’m fat
I’m awkward
I’m unsophisticated
I don’t know enough
They won’t like me
They’ll see through me
They don’t understand me

Many people hear those as coming from 
the voice of doom.  “Luke, I am your father, 
and you are a loser!”  Whatever your own 
internal voice sounds like, it can very easily 
stop you dead in your tracks, thus becoming 
a self-fulfilling prophecy.  It’s OK, there’s a 
cure.

It is for that reason I believe many financial 
advisors show exemplary courage under fire.  
It takes a brave soul to step forward in spite 
of those internal commands sounding in 
your head.  It takes courage to walk forward 
and step through all that negativity.  

“Bravery is the capacity to perform properly 
even when scared half to death.”  — Omar 
Bradley (1893-1981) US army general 
World War II

“Courage is doing what you’re afraid  
to do.  There can be no courage unless 
you’re scared.” 
— Eddie Rickenbacker (1890-1973)]  
World War I hero

Those are encouraging words, but let’s do 
something about that obnoxious voice 
inside your head.  

The mental cure for fear:

Anything you can sense can be altered.  
However, let’s apply this to the voice that 
delivers those negative thoughts.  Fact is, if 
you hear a voice in your head, we can 
reduce it, eliminate it or change it.  When I 
guide people through this in seminars, I 
often have them write the thoughts on a 
piece of paper.  Then, wad the paper up as 
tight as possible, squeezing all the negative 
energy out.  Then, throw that ball of paper 
at me.  

Do this:

1.  Identify one of those negative thoughts.  
We all have them.

2.  Identify the voice that utters it inside 
your head.  Hear the quality of it.  The 
tone and pitch.  The reverb, the volume.  
Male or female.  

3.  Invent the most absurd cartoonish voice 
you can think of.  For me it sounded 
similar to Minnie Mouse.  

Mental Marketing 
Courage Under Fire –  
Why selling takes nerve  
and how to overcome fear!



4.  Create a cartoon image of the  
character speaking in that cartoonish 
voice.  For me it was a clown’s  
face with the body of a duck whose  
tail was constantly wiggling.

5.  Now, impersonate the character 
speaking in that cartoon voice and 
saying that negative thought.  You’ll  
hear and feel how ridiculous it is.  

6.  Repeat that impersonation for ten full 
minutes.  At the end of that time, you 
will probably be exhausted.

Follow those steps and put your heart  
into it.  You will likely discover a few 
interesting things:  1) You might not be  
able to remember that negative command.  
2) You probably won’t remember the 
original voice. 3) The negative thought  
will carry little or no meaning for  
you – the energy will be completely 
changed (forever).

Finally, after following those steps, recognize 
how much easier it is to make a sales call.  
You will have faced a fear and overcome it.

Go forth and prosper…   

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 their 
chosen target.  

Contact:  509 465 5599
michael@aboutpeople.com
www.aboutpeople.com
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Career choices for women of my generation  
were clear:  nurse, school teacher or secretary.   
Since my mother was a primary grade teacher  
I figured that may be my destiny as well.  But, as  
you will soon learn, it took three careers to reach  
my true calling.

Two years of college led me to question teaching.  I 
was curious about the business world and ventured 
into the college business department – but once 
there, rather than accounting and marketing, I was 
directed into shorthand and typing.

To find my first job, I answered an ad, “Genius 
Wanted, Long Hours, and Low Pay.  Call xxxx.”  
There was no doubt that this ad was directed just to 
me!  It was placed by an insurance agent for an AAA 
company.  While I screwed up my nose at the 
insurance business, this man had a tremendous 
impact on my career.  He confirmed my family 
values that you do the right thing because it is right 
— even when you’re selling insurance!  He 
encouraged me to implement ideas to generate 
more business and streamline the office.  In addition,  
he provided incentive to take college classes at night.

After a few years of being a mom 24/7 — and now 
with two and a half years of college, I returned to the 
workforce and joined the staff of the Chicago Board 
of Trade.  Several promotions led to becoming the 
first Human Resources manager in the Exchange’s 
100+ year history.  My experience with employee 
benefits was key.  So, this began Career #1.  It 
became increasingly apparent that if I wanted to 
advance my career, continued education had to be 
part of the plan.  So, with a full-time job, two children 
and a home to tend to, I returned to college and 
graduated from Northwestern University on my 40th 
birthday!  Several years later I even earned a Masters 
degree!

After more than a decade in Human Resources, it 
was time to stretch again and head for Career #2.  I 
founded Durrbeck & Associates, an organizational 
development consulting firm.  We worked with 
organizations to change their cultures (as the banks 
did when they changed from service to sales), we 
assisted individuals in managing their challenging 
career transitions (which involved personal coaching) 
and we provided interpersonal skills training to 
managers and professionals.  Training classes were 
offered in major cities throughout the country.  All of 
these engagements resulted in being able to 
positively influence the performance of both 

Mar Sue Durrbeck

Profile Interview

“What I’m doing now 
encompasses all of the  
favorite things from my  
diverse career journey!” 

Change the Course
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is to help clients achieve their goals with the 
resources they have available.

Seminars

We offer educational programs to clubs, 
organizations, and companies.  To 
accomplish this, we maintain relationships 
with individuals responsible for program 
planning, suggest new topics, and provide 
program ideas.  We distinguish ourselves by 
offering pure education and not using the 
seminar platform to sell our services.  We 
do offer two follow up options, which we 
honor zealously:  1) We will answer 
questions that weren’t addressed in the 
seminar via phone, email, or in person.  We 
urge people not to reveal personal 
information during the presentation.  2) We 
offer a subscription to our e-newsletter.  This 
list is separately managed from our CRM.  
Anyone who “unsubscribes” is deleted 
automatically!  We do not send any other 
mail to these individuals.

Wellness Events

We are invited to participate in wellness 
events sponsored by local organizations.  
This enables us to meet people who are 
committed to health and fitness.  We use a 
theme of “Financial Fitness” and offer tools 
to assess where they are currently and 
where they want to be.  We offer a drawing 
for an attractive gift basket which 
encourages people to stop and visit with us.  

individuals and organizations.  What I 
missed was a feeling of making a difference 
on a more personal level.

Sometime in the mid 1990’s, my brother 
casually said, “Why don’t you come back 
to the family business?”  Our grandfather 
had started in the insurance business in 
1911.  Several aunts, uncles and cousins 
were in the financial services industry and 
my brother was a financial advisor in 
Virginia.  My response to my brother was 
predictable:  “I’m too old, it would take too 
much time to learn and I won’t make 
enough money!”

By now you can probably guess the rest  
of the story.  Yes, it is Career #3!  Happily, 
this was the last time I was tempted to 
change the course of my journey.  The  
first ten years in “captive” environments 
enabled me to hone skills, obtain all the 
licenses, and complete accreditation classes.  
While these included the CFP classes, the 
thought of preparing for a rigorous exam 
held little appeal.  That’s when one of my 
colleagues introduced me to IARFC.  This 
was perfect!  My CFP classes would be 
honored and the robust continuing 
education requirements appealed to my 
commitment to lifelong learning. In fact I 
just returned from the IARFC CE@SEA™.

So, where are we today?

We are a solo practice in the independent 
channel, as we have been for the last six 
years.  Our clients receive my personal 
attention and the expertise of an extensive 
network of strategic partners.  We offer all 
the viable alternatives to clients and help 
them make the best decisions for 
themselves.  Our focus is on helping clients 
live their best lives!

How do we grow our business?

We typically meet new people in one of 
four ways:

Referrals

These referrals are priceless and 
undoubtedly the best way to meet future 
clients.  However, one of the stumbling 
blocks for people sharing their friends and 
colleagues is the concern that their 
information will remain confidential – not 
the net worth kind of information, but the 
more personal information, i.e., job 
satisfaction, problem children, social plans, 
et al.  We reassure them that we use a state 
of the art system for managing their 
finances and never comment on their 
personal life with others.  Our responsibility 

These short conversations lead to 
discussions of their financial situation and 
and opportunities for seminars.

Volunteer Organizations

Various professional and social organizations 
enable us to meet people in a favorable 
environment.  For instance, I have been 
elected to the Northwestern University 
Alumnae Board.  The Board offers 
continuing education programs to the 
community.  The proceeds are used to fund 
scholarships for deserving students.  The 
common interest in lifelong learning among 
board members fosters other professional 
relationships.

The Executive Women’s Golf Association 
offers opportunities to meet other women 
with similar interests.  In addition to 
developing client relationships, we have also 
sponsored women’s golf outings.

Why clients choose us.

There’s no doubt that most of us offer all 
the same products and services, depending 
on licenses and specialties.  So it all gets 
down to who you trust and who you feel 
comfortable working with.  We find that 
often our clients choose us because:

•	 	They	lack	the	time	and/or	expertise	to	
devote to their personal financial 
situation.  Spending time on their career 

Fourth from Left:  Mar Sue’s Golf Outing with clients.  They all got the memo on the dress code.
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and with their family and friends is a 
higher priority.

•	 	They	use	advisors,	but	no	one	advisor	
coordinates all the components of their 
financial decision making.  It’s surprising 
how many clients have accountants, 
attorneys, and brokers who never talk to 
each other!  We also advocate family 
meetings, especially for clients who are 
put in a position to manage their 
financial situation without a lot of 
experience and/or want additional input 
from trusted family members. 

•	 	At	one	time,	clients’	financial	situations	
were fairly easy to manage.  Now they 
have become more complex and the 
expertise needed is more specialized.

•	 	They	are	at	critical	crossroads	that	may	
require a change in direction.  This is 
particularly true for individuals in career 
transition or moving into retirement.

•	 	Some	people	just	want	to	make	sure	
they’re on the right track – much like 
receiving a second opinion from a doctor.

What’s our client profile?

While many advisors define their clients in 
terms of net worth, investment assets, 
industry, age… we use a different approach 
— because we find it rewarding to help 
people in all phases of their financial life.  
 
Those just getting started often need 
education about all the solutions available 
and the long-term impact of developing early 
good financial habits.  Those in mid career 
often face unexpected events, changes in 
direction or bumps in the road.  The biggest 
question retirees have is, “Am I going to have 
enough money to live the way I want to — 
and for as long as I may live?”  All stages 
provide different challenges for both the 
clients and us.  To accommodate changing 
needs, we offer three levels of service.  See 
our website www.durrbeckfinancial.com.  
This enables clients to be in control of how 
they work with us.

Regardless of where people are in their 
financial life, four values are important in all 
our relationships:

•	 	Care about Family, Friends, and 
Associates.  If individuals care about 
others — they are more likely to take 
financial planning very seriously and 
follow through with action steps.

•	 	Work with Integrity.  Clients demand it 
from us, and rightly so.  It’s a two-way 

About Mar Sue Durrbeck, RFC®

Mar Sue has been dedicated to de-mystifying personal finance for business owners, 
executives, professionals and retirees ever since she became a financial planning 
professional.  She thinks of herself as a Financial Coach because she believes that people 
will make the best decisions for themselves once they fully understand all their options 
and the impact of their choices.

Her prior experience in human resources and organizational development has prepared 
her with both technical knowledge and an understanding of how people process 
information and make decisions.

Academic preparation includes a B.S. from Northwestern University in Organizational 
Behavior and M.S. from National-Louis University in Management and Human Resource 
Development.  She holds Series 7 and 65 Registrations for Investments and licenses  
for Life & Health and Property & Casualty Insurance.  She earned the RFC® designation  
in 2005.

Mar Sue frequently makes presentations to professional associations, conferences, and 
corporate groups because of her clear communications and use of humor to explore 
complex topics.

She was elected to the Northwestern University Alumnae Board three years ago and 
volunteers for community organizations to promote financial literacy.

She and her husband, Don Koontz, live in Evanston, IL.  Their adult children and their 
families, located throughout the country, offer many opportunities for interesting travel.
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relationship.  We can’t help them with 
their personal financial decisions if they 
withhold relevant or provide inaccurate 
information to us.

•	  Desire Collaborative Relationships.  The 
better we are able to exchange ideas 
and incorporate input from others, the 
better the solution.

•	 	Treat Each Other with Mutual Respect.  
This means honoring confidentiality, 
exchanging information on a timely 
basis, keeping appointments and 
returning phone calls.  Our fast-paced 
lives pose challenges to accomplishing 
everything we plan — but we can be 
most effective if we attach a mutual 
priority to the work we do together.

Our Firm

Durrbeck Financial Group was founded in 
2008.  I have spent my entire career in the 
financial services industry helping 
companies and individuals optimize their 
personal and financial resources.  For the 
past fifteen years, I have managed to 
provide the most personal financial services 
possible.  This includes:

•	 Comprehensive	Financial	Planning
•	 Investments	in	a	full	range	of	products
•	 	Insurance	protection	for	families	and	

businesses
•	 Financial	education

What does the future hold?

“What I’m doing now encompasses all of 
the favorite things from my diverse career 
journey!” 

What I’ve learned is this:  If you’re over 40, 
don’t overlook this career option!  Life 
experience and maturity count.  There are 
many ways to engage in the profession and 
you can pick your clients.  Most importantly, 
this career offers opportunities to do good 
and do well.

Dr. Stephen R. Covey, author of “Seven 
Habits of Highly Effective People,” defines 
the Four Cornerstones of Life as:  Live …
Love … Learn … Leave a Legacy.  These 
cornerstones provide inspiration for the way 
we run our business.  They also illuminate 
the kind of decisions clients need to make 
in financial planning.  We invite our clients, 
future clients, and colleagues to join us in 
this journey!   

Contact: 847 441 3220
marsue@durrbeckfinancial.com
www.durrbeckfinancial.com

Financial  
Planning  
Process™ 
course

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

Self-study, or  
in the classroom

Call today  
for details:

800 532 9060 x 307
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Pre-/Post-Nuptial Agreements: 
A Practical Matter

our view, there are five top reasons you 
should seriously consider a pre-nuptial 
agreement for your women clients:

No. 5:  One, or both, parties have 
significant separate assets going into the 
marriage.

For couples who have significant assets, or 
assets that can appreciate, an agreement 
may be beneficial for a couple of reasons.  
First, if they are married in a community 
property state, assets acquired after the 
marriage are treated as joint property.  
Assets owned by the individual prior to 
marriage are typically treated as separate 
assets, even after the marriage.  However, 
any income generated by such assets (i.e., 
rental income or the income earned from 
an investment), would be treated as 
community property, unless there is a 
pre- or post-nuptial agreement in place that 
clearly defines the income from the asset as 
separate post-marriage. 

In the 1950s, ‘60s and ‘70s, a mention of 
the term “pre-nuptial agreement” was more 
likely than not to be met with a blank stare.  
Laws were different, the divorce rate was 
lower and most people simply didn’t have 
any significant assets when they married.  
But as the old saying goes, “times, they are 
a-changin’.”

Are pre-nups really such a bad idea?  After 
all, most people would agree that any 
significant financial commitment should 
have a contract attached.  Marriage is not 
only a significant financial commitment — it 
is a long-term one as well.  The important 
thing to remember when considering a 
pre- (or post-)nuptial agreement is that your 
goal should be to establish a firm footing for 
a financial future that provides equity for 
both parties in the relationship.

Where a female client is concerned, we 
suggest a pre-nuptial agreement can be 
particularly beneficial in certain situations.  In 

Providing this definition is beneficial in two 
ways.  One, in the case of a divorce, it can 
save a great deal of money that must be 
spent on the time it takes to trace and 
account for asset value (i.e., the income 
generated by an investment vehicle, such as 
a brokerage account, over a period of 
several years).  Two, in the case of an 
individual legacy, certain assets can be 
designated to beneficiaries of the 
individual’s — not the couple’s — choosing. 

No. 4:  This is a second marriage.

Building upon the information for No. 5, 
couples who are remarrying often have 
more significant assets than were present 
going into their first marriages.  In addition, 
the two may have very different opinions 
concerning their individual legacies.
More often than not, couples entering a 
second marriage, especially when they have 
children or assets from their first marriage, 
are well advised to take the time to address 
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level of income than was reported by the 
business as part of the settlement.

No. 2:  Your female client intends to be a 
homemaker at some point in the 
marriage.

Women sometimes opt to put their careers 
on hold for a period of their life to raise 
young children.  While this decision can be 
beneficial in a familial sense, a woman’s 
ability to earn income is obviously reduced, 
as is her ability to build wealth.  If a divorce 
occurs, she will likely be in an inequitable 
position in the marriage without a pre- or 
post-nuptial agreement.  Such an 
agreement can set aside a portion of marital 
equity (or her husband’s income) in an IRA 
or other investments for her to retain as her 
own for the future.

No. 1:  Your clients want their marriage 
to work.

This suggestion may sound a bit strange, 
but good communication in a marriage can 
be a key to long-term success.  If your client 
and her spouse go into the marriage with a 
clear set of ground rules for how money is 
handled in the relationship, we believe it 
can reduce stress in the marriage caused by 
financial miscommunication.  While they are 
hardly romantic, pre-nuptial agreements can 
be an important way to demonstrate your 
commitment to making your marriage a 
success and ensuring equity for both parties. 

The idea of a pre-nuptial agreement may be 
met with a knee-jerk resistance at first.  After 

the issues and engage attorneys to help 
them define future property rights in the 
event of death or divorce.  There are plenty 
of horror stories out there, such as the 
woman who owned her home before 
marriage, failed to have a pre-nup, and then 
died during the marriage.  Her children 
expected to take control of her house, not 
knowing that their step-father, who like 
many step-parents was considered evil, had 
a homestead right to continue living in their 
mother’s house. 

There may also be a number of estate tax 
issues to consider regarding these assets 
that make developing an agreement 
beneficial. In the case of legacies for 
children, too, an estate planning attorney 
can be a good resource for establishing 
trusts and other vehicles to protect and 
maximize the wealth of the legacy.

No. 3:  Your client owns all or part of a 
business.

In addition to separate assets as  
mentioned in No. 4 and 5, if your  
client or her spouse owns all or part of  
a business, it is likely beneficial for both 
parties in the marriage if a pre-nuptial 
agreement is executed.  For one, it  
protects the integrity of the business  
upon death or divorce and protects any 
legacy for the children in the process.  
Second, and not as apparent, is protection 
from possible tax liabilities, particularly  
if a business’s income varies from year  
to year.  In the case of a divorce, the  
other spouse can also claim a different  

all, this is a couple that is in love, on the 
verge of marriage and they may well think a 
pre-nuptial agreement is only a preparation 
for the impending marriage to fail. 
Obviously, the choice is theirs, but with 
some wise counseling, they may come to 
understand the value attached to the 
agreement.  As for the marriage itself — 
that’s up to them.  

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

Contact:  972 335 2523
lloyd@ldloweplan.com
www.ldloweplan.com

Rick Robertson is one of Collin County’s 
best known divorce attorneys and manages 
the Plano, Texas office for KoonsFuller 
Family Law.  He is the firm’s President and 
co-Managing Partner.  He was recently 
named in the top 100 lawyers in Texas as 
well as being named the top Go-To family 
lawyer in the state of Texas by Texas Lawyer.  

Contact 972 769 2727
www.koonsfuller.com/rick-robertson

Rick Robertson, JD

Lloyd Lowe Sr., MBA, RFC®



Page 22 The Register  | July 2013

illusion.  As we should know, the plan is 
obsolete as soon as you print the plan.  That 
is because everything is changing.  Targets 
are moving, assumptions change and clients 
change their mind.  That however, is not an 
excuse to not create a plan.

My analogy is of an airplane trip.  Let’s say I 
want to go from Cincinnati to LA.  When I 
get on the plane, the pilot does not know 
the runway on which air traffic controllers 
will direct him or her to land or the altitudes 
at which the plane will be flying.  Weather 
problems are another unknown and there 
may even be a terrorist on board.  What the 
pilot needs to know is that we are heading 
west, southwest, toward our goal.  That is 
our task as financial planners; to make sure 
our clients are heading toward their goals.  It 
is also why we must remain in regular 
contact; to make the necessary adjustments, 
just as the pilot does along the way.

Just as the pilot must remain flexible, we 
and the tools we use must be flexible as 
well.  We need to be able to appraise the 
client’s progress toward their goals and make 
the necessary adjustment to keep them 
moving toward their goals.  We also need to 

Financial planning software will save you 
time — time you can use to spend working 
with your clients or contacting new 
prospects.  It will help you make smoother, 
more convincing presentations to your 
clients, and give you access to current tax 
and interest rates and advanced 
spreadsheet capabilities.  

Good planning software, however, should 
do more than just crunch numbers and 
keep track of your clients.  After all, 
calculators and filing programs can do that.  
Considering the range of software out there, 
however, finding the best one for your 
practice will take careful consideration.

Choosing A Package That Works For You

Make accuracy and flexibility top priorities.  
Financial planning software is only as 
accurate as its programmers design it to be.  
When it comes to planning for goals such as 
retirement, there are some key calculations 
where accuracy matters most.  A flexible 
application will improve your efficiency.

I use the term accuracy rather than precision 
because in financial planning, precision is an 

be able to answer their questions efficiently 
and accurately when they ask those “What 
If?” questions as they almost always do.

Flexible software will provide enough 
choices for entering data that allow for 
explaining more than just the standard 
investments and strategic moves.  It also 
should facilitate meeting with the client so 
you can decide together at the height of the 
client’s interest and motivation, and while 
you are there to answer questions and 
direct their considerations.

Accuracy is important, more so in some 
calculations than others.  For instance, you 
should look for software that makes an 
income tax calculation every year.  
Applications that require the planner to 
“guess” what tax bracket the client will be in 
when they retire years from now are not 
helpful.  Make sure the tax rates are current 
and that they include tax law changes that 
could affect the analysis.

Important Features

One of the more complex calculations 
involves determining Social Security 

Tech Tips
Choosing the Right Financial Planning Software
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benefits.  Clients will want to know how 
taking retirement benefits early or late 
affects their benefit, and spousal retirement 
and survivors’ benefits.  Look for software 
that knows the normal retirement age, can 
adjust for taking benefits earlier or later, and 
adjust for inflation for the best estimate of 
future benefits.

Data gathering help is a plus.  Knowing you 
can rely on a piece of software data is one 
thing.  Knowing you can rely on data from 
your client is another.  Taking the time to 
gather data from your clients about their 
goals shows them you care about them and 
won’t try to offer “one size fits all” products 
or advice.

Data gathering materials that come  
with many software packages enable 
practitioners to learn more about their 
clients than they could possibly ask in  
an interview.  These materials range  
from routine questionnaires to forms  
that come with friendly, audio-assisted 
step-by-step instructions.

While this doesn’t replace the need for 
one-on-one contact with your client, it  
does allow you to use the time with them 
to plan for their future instead of simply 
gathering information.

Good software should also let you enter  
the client data easily once you’ve gathered 
it.  In some programs, the layout of screens 
matches corresponding sections of the 
questionnaire.  You should expect that  
a nonfinancial planner employee can do 
data entry.

Good visuals are essential.  Full-color 
graphics are an indispensable point-of-sale 
tool.  They can show what some verbal 
explanations just can’t, such as the shortfall 
in meeting a goal.  But not all visuals are 
effective.  Not all financial planning software 
developers understand how planners relate 
to their clients, and how important it is the 
visuals educate a client.  Look for clean, 
clear visuals that are easy to interpret.

Support is Essential

Make sure customer support fits your 
needs.  Many software companies boast 
“toll-free customer support.”  But it’s no 
support if all the number gets you is help 
desk people who have no exposure to 
financial planning.  You should be able to 
talk with a professionally trained and 
experienced planner.
  
Support should also be continuing.  Most 
software vendors offer regular updates to 

keep your software current with the  
latest tax and insurance legislation.   
With timely information, even a  
one-person office can keep up with 
ever-changing laws.  The cost of this  
support doesn’t need to break the bank, 
either.  Many midpriced software packages 
offer all these features plus excellent 
customer support.

One last tip:  Remember that whatever 
package you choose, it has to fit your 
existing hardware and environment. 

Do What You Do Best

Software can boost your efficiency and  
the value of your services, but it still can’t 
tell you what clients want.  For example it 
can’t detect the couple who say they want 
to retire frugally, but who are secretly 
imagining trips and vacation homes.  That’s 
where you have to ask good questions and 
provide the reassurance people need.  By 
taking care of your more routine chores, 
financial planning software allows you to 
focus on what you do best … help people 
achieve their life goals.   

David M. Stitt, CLU, ChFC, CEP®, CSA  
CRFA, CFP®, RFC® a veteran in the  
financial planning industry, leading the 
development team in the early 1980s  
for FPC’s comprehensive software,  
ProPlan. In 1997 he started work on  
Life Goals which migrated into Plan  
Builder.  David has always appreciated  
that “a personal financial plan must  
clearly indicated, in graphic format,  
where a client is headed” and that  
“a well-developed plan must illustrate  
how recommended solutions solve 
problems.” 

Contact:  800 325 5540 
david@financialsoftware.com
www.financialsoftware.com

David M. Stitt, CLU, ChFC, CEP®,  
CSA CRFA, CFP®, RFC®

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

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

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

•	 Personalized	job	alerts notify you of 
relevant job opportunities.

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

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

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

POWERED BY
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His last year with the Chicago Bulls, Michael 
Jordan made $80 Million and then cut out 
all of his TV commercials.  Which is probably 
why he had to take a part time job with the 
Washington Wizards to pay the rent. 

Oprah Winfrey is valued at $1.3 Billion.  
Presumably less after the 2008 stock 
market crash.  Yet still can’t afford to stay on 
a good diet.  But the biggest of the biggest 
is Bill Gates who was recently valued at $39 
Billion.  In fact, Microsoft has enough cash 
to buy back all their shares when the prices 
get below $22 a share. Bill Gates is so 
wealthy that it would actually cost him 
money taking the time to pick up a $1000 
bill off the sidewalk. 

In contrast, the high net worth senior 
probably wears a $50 watch.  You won’t see 
him on a yacht.  Even in retirement, he feels 
a need to work.  You would find him in his 
office commonly until 7:00 p.m. (even on 
Saturdays).  He is more interested in his 
local rotary club than the polo matches. 

She uses her bank more for making 
investments than for borrowing.  She would 
have been Robin Leach’s last choice for a 
spot on “Lifestyles of the Rich and Famous.”  
She is more interested in her family and 
coupon clipping than in champagne and 
caviar dreams. 

Sound pretty average, right?  How affluent 
would you expect these people to be?  If 
you guessed current members of a lower 
middle class bowling league, you’re dead 
wrong.  These people are part of America’s 
new senior rank of millionaires.  Because of 
a close proximity to retirement horizon, 
many have been able to protect their assets 
from the precipitation of the credit crisis 
market crash.  Their advisors long since put 
a major part of their portfolio in safe 
investments. 

How Many Affluent Seniors Are There?

According to the Wall Street Journal, there 
are 2.7 million people in the U.S. with a net 
worth of $1,000,000 or more, compared to 

8.7 Million worldwide in a recent study by 
Cap Gemini.  Those Americans with 
significant wealth — $10 million or more 
— grew by 17 percent according to a 
Bloomberg survey.  Those with investment 
assets of more than $30 million — have 
reached 30,000.  According to Forbes 
magazine, there are now more than 374 
billionaires in America.  But some have 
taken a beating in a volatile investment 
climate over the last 5 years. 

Seniors make up a sizable portion of the 
affluent. Mr. or Ms. Millionaire’s average age 
is 57.  The average billionaire is only 59.  And 
this doesn’t even include inherited wealth 
which accounts for a surprisingly low 19% of 
the wealthy who received any wealth of any 
kind from a trust or an estate.  Most are first 
generation Affluent who come from a middle 
class or blue collar background and likely 

graduated from a state university. In fact, 
millionaires rarely lead pampered lives of 
luxury. In most cases they live on only 7% of 
their wealth.  Of course there are the flashy 
jet-setting elite who flaunt their well-heeled 
posh attire and assets with aplomb.  But they 
account for only about five percent of 
millionaires nationwide. 

But who are these people the working class 
looks to with so much envy?  Chances are 
you know one and didn’t even recognize 
her.  64% own their own business.  She 
probably lives in the South where the 
greatest numbers reside.  But the highest 
concentration is in the Northeast, although 
more make their home in California than 
any other state. 

Where did they get their money?  Certainly 
not from the lottery.  According to Dr. Tom 

Marketing to 
Affluent Seniors
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make more than $1,000,000 a year for  
their efforts.  

Often the lifestyle of the pseudo-affluent 
focuses on projecting a facade that 
consumes nearly all of their disposable 
income.  Since many of the “would be” 
affluent live in $1,000,000 homes and drive 
expensive German cars, feigning the 
appearance of wealth becomes very costly.  
Credit card debt and capitalizing 
homeowner equity seem to be the only way 
of maintaining the image: albeit for a while. 

If not doctors, then where does one snare 
the real goliaths of the well-heeled?  
Discovering where they work and live may 
surprise you.  Ten of the most affluent are:  
commercial printing, dry cleaning (multiple 
store units), jewelry retailing, legal services 
(attorneys who own multiple specialty firms 
who focus not only on bankruptcy but also 
on corporate and real estate disciplines), 
specialty tool and die manufacturing 
boutique, real estate development, refuse 
services/collection and disposal, real estate 
brokerage and property management, 
industrial plastics manufacturing and 
commercial machines and equipment 
wholesaling.  These don’t seem to be 
glamorous high affluence categories, yet 
they may be your best bet for trapping 
prospects who won’t say they can’t afford it. 

How Do You Sell To Them?

How do you hunt for big game?  Forget your 
hard sell “29 different techniques to a close” 
routine.  According to Jonathan Robbin, 
chairman of the Charitas Corporation, 
millionaires should be sold to with great 
deference.  The Charitas Corporation, which 
specializes in developing demographic 
studies for marketers, determined that the 
elite income earners first ask lots of 
questions.  They also are not as self-
consumed as the characters on “Dynasty” 
and “Dallas” might lead you to believe.  
They are very concerned with family 
although most are males with non-working 
wives.  They care also about friends, politics, 
and work.  Their spouses are often kept in 
the dark about the family’s income.  
Millionaires who were interviewed said they 
didn’t want competition both at the office 
and at home. 

But senior are unlikely to respond to dinner 
seminar mailers.  They also won’t receive 
your cold calls.  And they certainly won’t 
respond to a mailing for high CD rates.  The 
best way to sell to the highly affluent is to 
do a good job of networking through client 
events and an even better job of gaining 
referrals from your already well heeled 

Stanley, former professor of marketing at 
Georgia State University, only about 20 
percent are born into money.  Most 
millionaires come from seemingly humble 
beginnings.  A few make it big by 
developing a revolutionary product or a 
breakthrough technique.  But more are 
simply workaholics who start by owning a 
small business.  They often possess an 
uncanny knack for hiring and retaining 
quality people.  By the time they reach their 
late forties or early fifties, they put their 
name up on the office door. 

Where are they?

The new breed of millionaire often are not 
hidden away in the lap of pampered luxury.  
According to the Claritas Corp, the average 
household income is $49,722.  Less than 14 
percent have annual incomes of $100,000 
or more.  But that is where the cliff drops off.  
Those with an income of $250,000 or more 
are only 1.5%.  Only One percent of the 
households in America are in the high seven 
figure income category.

If you have prospected for millionaires in 
the past, you probably searched for social 
class and the trappings of wealth.  Yet only 
half of these families own and occupy 
homes of $600,000 or more. 

Many people are more interested in 
appearing to be wealthy than developing 
the discipline necessary to achieve 
millionaire status.  In fact, many salespeople 
are trained to hunt big game in the medical 
facilities.  But often the lifestyles of 
physicians are defined by the expectations 
of society.  Since they are in a prestige 
working position, they find themselves 
better credit customers than candidates for 
expensive real estate.  They frequently live 
beyond their means. 

In college, I worked in a hospital as a 
cardio-pulmonary technician.  As a young 
med student, I was privy to a lot of the 
doctors’ personal and private conversations.  
It seemed that most drove Mercedes and 
owned gorgeous homes.  But truly, all 
complained of cash flow problems and 
seemed worried that the financial cards 
would one day tumble.  Recently a business 
broker friend mentioned that among the 
medical practices she handled, few 
physicians made more than $200,000.  In 
fact, in the 1990’s, insurance companies 
started squeezing physician claims to such 
an extent that only the most business savvy 
were able to make more than $250,000 per 
year.  Yet the highest paid specialists are 
Ophthalmologists who charge $5000 for a 
15 minute LASIK procedure.  And often 

clients.  Once you get to a millionaire and 
make a sale, the referrals should follow.  
The single best way to come in contact with 
the affluent is to use introductions.  They 
are like referrals but you enlist the referral 
source into a three way conversation.  The 
beauty of this is your referral source will  
sell you the affluent prospect without having 
to blow your own horn.  This is the single 
most elegant and successful way to gain 
affluent clients. 

But it is unlikely that you will push your 
senior marketing campaign.  A study 
conducted by Prince and Associates 
reported that in July of 2008, 38% of clients 
plan on leaving their advisors.  In October of 
2008 that rose to 70%.  In fact, the same 
study reported that 86% of clients have 
warned their friends and family away from 
their own advisor.  Blood is in the water.  All 
you have to do now is become more 
proactive in asking for referrals from your 
existing HNW seniors. 

Surprisingly, if you do hold a seminar, 
affluent seniors are more likely to attend 
during the day that at night.  A tea in the 
afternoon or even a lunch may draw more 
affluent seniors to you. 

But, you must also follow up.  The 1999 
and 2008 stock market crash were  
both devastating in the long-term to the 
securities industry not solely because  
clients lost money.  The greatest harm was 
reaped because brokers had neglected to 
keep in contact with the people who paid 
their commissions. 

Another technique is to focus on industry 
organizations.  The dry cleaning industry for 
example has numerous association 
meetings.  Even retired seniors attend these 
meetings.  Every group needs speakers, and 
one of the hottest topics in America is how 
to invest and keep your money safe and 
what the future investing climate holds.  
Offering to write monthly on financial issues 
for commercial printing industry magazines 
may make your cold calls into warm calls 
when you mention how connected you are.  
Mechanical contractors who offer 
maintenance contracts for their customers 
are another target rich environment.  Their 
association is called the Mechanical 
Contractors of America and boast chapters 
across America.  Most are well heeled and 
would listen if you spoke at their meetings.  
But don’t forget to follow up by collecting 
cards for a newsletter or by raffling off a 
dinner for two. 

If you are shy of marketing to business 
groups to gain more senior clients, think 
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www.insuranceproshop.com/FactFinding/

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

It’s The Very Best Questioning, Presentations and 
Sales Training From Our ‘LIVE’ Boot Camps…  
Videos: 6 hours (DVDs)…  Audios: 6 hours (CDs)  
W/Forms, Scripts, Questions & more (Text CD)

HAVE YOU GOT ANY

The Cost Is… No Cents!
You may not agree with all of Larry’s 
commentaries or those of others 
which he presents.  But you’ll never 
be bored.  Furthermore, you are 
going to receive new economic 
information from an extremely 
credible source.  Just Do It!

Just go to 

www.SenseOnCents.com
and subscribe by clicking on  

the e-mail subscription request.

SENSE?
SENSE ON CENTS

again.  Many are still involved in their 
business and active in professional and 
trade organizations. 

Also, stay sensitive to the rising affluence  
of women.  There currently are more  
than 250,000 women with a net worth of 
one million dollars or more.  Women’s 
business groups are a great place to 
position yourself as an expert.  Again, this is 
achieved by speaking, writing, or acting as 
an expert resource. 

Another technique to use in prospecting for 
millionaires is to acquire an association 
directory of an affluence-rich industry.  A 
cold call to a member of the state metal 
electroplating society may meet with less 
resistance than you think! 

There is gold in the hills.  But the secret  
is knowing where to look.  If you prospect 
the same places as other salespeople, 
you’re sure to work hard and make a 
mediocre income.  But if you know where 
the big game are, other salespeople  
will approach you and ask how you  
possess so much genius and how can  
they also gain it. Your future success  
lies in your skill, not luck.  Hunt the  
big quarry.  Let your competitors knock  
each other out trying to bag the more 
common breeds.   

Kerry Johnson, MBA, Ph.D. is a best selling 
author and frequent speaker at financial 
planning and insurance conferences around 
the world.  Peak Performance Coaching (his 
one-on-one coaching program) promises to 
increase your business by 80% in 8 weeks. 
Click on www.KerryJohnson.com/coaching 
and take a free evaluation test to see if 
coaching is right for you. 

Contact:  800 883 8787 
kerry@kerryjohnson.com
www.kerryjohnson.com

Kerry Johnson, MBA, Ph.D.
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I’m sure many of you will want to use Mr. 
Bogle’s quotes when discussing the proper 
tools to help your clients grow and protect 
their wealth. 

Most financial planners know John (also 
known as Jack) Bogle.  Bogle is the founder 
and senior chairman of Vanguard and is 
known by many as the godfather of index 
funds. 

Why index funds?  As Motley Fool puts it, 
over 80 percent of the mutual funds don’t 
beat the indexes. 

If that’s the case, and as Bogle would 
recommend, why not just put your money in 
index funds? 

If index funds are less volatile than mutual 
funds and stocks and have a history of higher 
returns, what’s the argument for not using 
them? 

•	 	In	2008,	the	S&P	500	Index	was	down	
37 percent.

•	 	The	S&P	500	was	down	over	50	percent	
from the highs of 2008 to the lows of 
2009.

•	 	From	1999-2008,	the	S&P	500	averaged	
a negative rate of return (a lost decade). 

Bogle’s amazing prediction 

A few weeks ago, Bogle went on CNBC and 
made the most amazing statement.  He 
predicted two 50 percent corrections in the 
stock market over the next 10 years.  Don’t 
believe me?  Look at a screen shot from his 
TV appearance.

Here is an equally amazing quote from this 
TV appearance: 

“Don’t worry about what stocks are doing 
today, tonight or tomorrow … look out a 
decade. It requires some guts to do this.” 
Is that what you are telling your clients when 
you tell them how you can help them grow 
their wealth?  Don’t worry about today, have 

some guts and after a 
decade, you should 
be OK?

If Bogle is correct, 
then why would 
anyone in their right 
mind invest in the 
stock market without 
some strategy to 
avoid his predicted 
50 percent declines? 

Here is what advisors 
should ask clients 
when discussing 
investing in the stock 
market: “Should you 
take more risk than is necessary to reach 
your financial goals?”  The obvious answer to 
this question is no. 

If the answer is no, does it make sense to 
invest in even the least volatile stock index if 
there is no protection from the next two 50 
percent corrections Bogle is predicting?  No! 

A better way? 

Sure. For clients who are 55 and younger, 
they can use a “good” equity indexed 
universal life (EIUL) policy to grow wealth. A 
“good” policy from 1999-2008 would have 
had nearly a 6 percent rate of return at a 
time when the S&P 500 averaged a negative 
rate of return. 

For those over 55, they could look to use 
fixed indexed annuities (FIAs) with income 
riders.  There are still FIAs in the market that 
have guaranteed rates of return of 6 percent 
to 8 percent with roll up periods that range 
from 10-20 years, coupled with a guaranteed 
income for life that the client can’t outlive. 

And last year, I found a low risk (0.30 percent 
Beta) high return (returns that have averaged 
more than the S&P for the last 5, 10- and 
20-year periods) non-correlated money 
management platform that advisors are using 

John Bogle Predicts Two 50%  
Declines in the Stock Market  
Over the Next 10 Years!

to capture millions of assets under 
management. 

Any of the above three would be better than 
just leaving your clients in the market with 
the hopes that it doesn’t correct twice over 
the next 10 years. 

I hope that you found this article to be 
interesting, and I’m sure many of you will 
want to use Mr. Bogle’s quotes when 
discussing the proper tools to help your 
clients grow and protect their wealth.   

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.)©, and 
the Editor of:  Wealth Preservation Planning:  
A “Team” Approach©, by The National 
Society of Accountants.

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

Roccy DeFrancesco, Jr.,  
JD, CWPP™, CAPP™, CMP™
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The conventional wisdom that the stock 
market is an indicator of the economy’s 
direction is not valid this time.  Especially 
after this winter’s broad stock rally, it is 
obvious that stock performance is divorced 
from economic growth.  On the contrary, 
investors should have a strategy prepared for 
a potential economic downturn. 

The Dow Jones Industrial Average strung 
together a series of all-time highs in March 
and April.  Many commentators seized on 
this as a real sign that the economy has 
shaken off the Great Recession and financial 
crisis. I wouldn’t read so much into it for 
several reasons.  I think that the Dow’s 
impressive winter signals nothing more than 
unbridled bullish enthusiasm in spite of a 
shaky economy. 

Remember that the Dow only includes 30 
very large company stocks.  In industrial 
post-war America, those 30 blue chips were 
a representative slice of the economy. 
“There was less national inequality, and 
everyone’s income tended to move in the 

Consumer Focus
The Market-Economy 
Disconnect:  
Beware this Economy in 
a Surging Stock Market

same direction,” writes Adam Davidson in 
the New York Times about the years right 
after World War II. “What was good for GM 
really was good for the country.” 

That isn’t the case today.  Today, the Dow is 
less representative of the broad stock 
market. In 2007, Kraft (KRFT), Citigroup (C) 
and General Motors (GM) were among the 
30.  Since then, Dow Jones replaced them 
and the index is now far more tech-laden.  
The Dow still represents the major sectors, 
but the world is much more interconnected 
now and stock prices have less to do with 
the fortunes of everyday Americans.  The 
Standard & Poor’s 500, with its 500 
components, is a better measure of the 
market, although it is focused on the largest 
US companies. 

Inflation and Weighting    
 
The DJIA isn’t indexed to inflation, so hitting 
14,198 in 2013 isn’t quite like hitting 14,198 
in 2007, its previous peak, which the 
benchmark finally passed on March 5.  The 
index’s price in 2007 and 2013 is not an 
apples-to-apples comparison. 

It is a price-weighted index.  Each Dow 
component represents a fraction of the 
index proportional to its stock price.  The 
index, whose fluctuations are news the world 
over, comes from adding the prices of the 
30 stocks and dividing the sum by what’s 
called the Dow Divisor.  The divisor, which 
currently stands at 0.130216081, accounts 
for stock splits, changes to the index 
components and other factors that disrupt 
historical continuity of the Dow.

So if International Business Machines (IBM) 
has an amazing quarter thanks to strong 
sales in China, and its stock trades up – 
10%, the Dow rises about 150 points, or 
just over 1%. This reflects nothing apart from 
IBM’s luck in China, and unless you own 
IBM stock, it means little to you or the U.S. 
economy as a whole. 

The S&P 500 is market-capitalization 
weighted, which more accurately measures 
the market’s valuation of a company than 
the price of one share.  More valuable 
companies, rather than those with high 
share prices, have more sway on the  
S&P 500. 

What the Stock Rally Really Means 

So what is driving the rally and why should 
you be concerned?  Two perceptions are 
moving the market higher.  One is the belief 
that the economy is improving.  The other is 
the assumption that the Federal Reserve will 
sustain aggressive monetary stimulus for a 
year or more.  Pair those thoughts together, 
and you have grounds for sustained bullish 
sentiment.  Take one or both away, and you 
have problems. 

While the market soared in the first quarter, 
with the Dow up 11%, the economy grew 
just 0.1% in 2012’s fourth quarter by the 
federal government’s most recent estimate. 
(The first-quarter economic growth report 
comes out Friday, April 26.)  That weak 
growth should make investors concerned.  
America’s economy is producing more 
goods and services than before the 
recession began, but that gain comes  



with an asterisk, because the population  
has grown.  Viewed on a per capita  
basis, gross domestic product at the  
end of 2012 remained 1.5% below its 
pre-recession peak. 

If it’s the improving economy then attribute 
the market highs to a resurgent housing 
market, strong expansion in the 
manufacturing and service sectors, an 
encouraging employment report and of 
course, record corporate profits. 

Yet all of these pale in comparison to the 
most influential factor: central bank policy.  
The Federal Reserve’s ongoing bond-buying 
stimulated the real estate industry, the stock 
market and the overall economy.  

Additionally, the open-ended money-printing 
effort of the European Central Bank takes 
some of the edge off the anxiety over the 
future of the Euro and expands global 
liquidity.  We can now add the Bank of Japan 
to the list as their new central bank chief 
pumps 1.4 trillion yen into the economy to 
escape deflation. 

What’s an Investor to Do? 

Whenever the Dow flirts with or reaches a 
new record high, bears come out of 
hibernation and exclaim that a pullback is 
imminent.  Of course, other analysts feel 
stocks are fairly valued or even undervalued 
at the moment. 

Individual investors notoriously 
underperform stock indexes because they 
make emotional decisions to jump in and 
out of the market at inopportune times.  
Evidence the recent New York Times article 
citing Dalbar Inc. data from the 20 year 
period ending December 2013, which 
showed the S&P 500, had a 8.21% annual 
return while the average stock mutual fund 
investor had a 4.25% annual return!  Over 
20 years $10,000 invested at 4.25% would 
be worth $22,989, yet invested at 8.25% is 
worth $48,456.  Though fees are clearly a 
part of the underperformance the bigger 

reason is the investor themselves:  “They get 
excited or they panic, and they hurt 
themselves,” Dalbar President Louis S. 
Harvey said. 

Avoid listening and following all of the 
chatter, market calls and sales pitches.  Your 
best bet for long-term investing is a 
disciplined, well thought strategy that 
constantly considers risk.   

Walid L. Petiri, AAMS, RFC®, Chief Strategist 
for Financial Management Strategies, LLC in 
Baltimore, MD a Registered Investment 
Advisor.  Mr. Petiri has frequently been 
heard on WEAA (88.9 FM) as a financial 
commentator, appeared on ABC WMAR, 
and MTA Commuter Connections.  He has 
been interviewed and quoted by the 
Investment News magazine, written for the 
Journal of Personal Finance, the Register, 
Popular Finance (of China), and publishes a 
financial advice column called the Foresight.  
He serves on the Finance Committee of 
Associated Black Charities. 

Contact:  410 779 1276
walid@fmsadvisors.com
www.fmsadvisors.com

Financial Management Strategies, LLC (FMS) is a Registered 
Investment Advisory firm in the State of Maryland, providing its 
advisory services to both institutions and individuals.  

Walid L. Petiri, AAMS, RFC®
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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
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another piece to it: it is a very high touch 
assembly line.  We have very defined 
processes and systems.  These include a 
set meeting schedule and we don’t 
deviate from it.  These processes are 
designed to provide a level of service to 
clients that they can’t get anyplace else.  
We always do the same thing in a first 
meeting, second meeting, etc.  That 
makes it much easier for staff to prepare 
because we are not reinventing the 
wheel at every point in the process.  
Also we are constantly looking for ways 
to make our processes more efficient 
and more effective. 

3.  We found the perfect niche:  young, 
educated clients who like us and we like 
them.  When we started our practice in 
Providence, Rhode Island, we started 
focusing on young professors at Brown 
University.  We had experimented with a 
number of other niches and found this 
one really clicked for us.  There were a 
lot of reasons this niche worked:  they 
appreciated my education and law 
degree; they were underserved; they 
didn’t have deep relationships with  

other advisors; and then there was the 
water cooler effect.  I found niches work 
much better when the members are 
housed in the same building and see 
each other every day.  They must run 
out of things to talk about over lunch, 
because sooner or later they bring up 
finances and our name.

4.  Marketing through educational 
events.  Initially our marketing focused 
on educational events.  We found it was 
important to have a topic that was not 
only of interest to our target market, but 
also had a high pain factor.  It is not my 
style to do teaser presentation.  So I 
make sure each of these events has 
great content — content they can use to 
make their lives better.  Even if 
attendees didn’t want to come in and 
meet us later, I wanted them to have a 
great time and a good impression of us 
— because the next time we did an 
event, they could still be a good 
cheerleader for us.  These meetings 
allow the future client to get to know us 
in a non-threatening setting and see if 
our philosophy will fix their pain.  

COMPLIANCE-FRIENDLY 
MARKETING

How We Brought on 100 Clients  
in Just 18 Months

We just celebrated a great day —102 of our 
target market clients engaged us in just 18 
months!  No one was more surprised than 
me.  Here is how we did it:

1.  We stuck to the PMS model:  If you 
have read our book, Building the 
Multimillion Dollar Practice, then you 
know there is only one way to get your 
business to the million dollar mark and 
beyond — advisors need to spend their 
time focusing on three things: 
Prospecting, Meeting with Clients and 
Securing the Relationship (PMS).  
Everything else is delegated. I have a 
fantastic team and these numbers 
would not be possible without a great 
deal of dedicated support. I spend about 
80 to 90% of my time in front of clients. 

2.  We treat the business like 
manufacturing:  I got some great  
advice from a million dollar advisor  
a decade ago.  After meeting with  
three to four new clients per day  
(and leaving absolutely exhausted),  
she reminded me: This is an assembly 
line.  We took that advice and added 
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Katherine Vessenes 
 JD, CFP®, RFC®

5.  Call backs after the event.  You can 
have the best marketing event in the 
world, but if you are not good at 
converting event attendees into 
appointments, then your system will 
never work.  We have a proven system 
for following up with attendees.  First, 
we never call folks who said they 
weren’t interested in coming in.  In fact, 
we don’t even put them on our ezine 
list.  For the ones who are interested 
and requested a call back, we call them 
within two days of the event and also 
send them a follow up email.  The email 
just reminds them there is no cost or 
obligation with the initial meeting, just a 
chance to answer their questions and 
get to know them.  I don’t want them to 
feel any pressure.  I found the greater 
the time lapse between the educational 
event and the call back, the harder it is 
to secure the meeting — so it is 
important to do these as quickly as 
possible.  We usually make these calls in 
the evenings or Saturday mornings. 

6.  The Pareto effective in reverse.  Of 
course you know of the 80/20 rule:  
where 80% of your income comes from 
20% of your clients.  Unfortunately, 

since we were just starting out, we 
couldn’t afford to be that picky.  There 
was one place where I drew the line, 
though:  there were certain clients I just 
didn’t want to take on — I knew they 
would be difficult, time consuming,  hard 
to please, or put a lot of extra stress on 
our systems.  Another way to think 
about this is about 80% of your 
problems and stress come from 20% of 
your clients.  As a result, we fire about 
20% — I try hard to assess in our first 
meeting if the prospect is a good fit for 
us and if we can keep them happy.  If 
not, then we take a pass on them.

7.  We stopped asking for referrals.  For 
those who have been reading my 
articles for years, you are probably 
wondering if I have lost my mind.  Yes I 
have written a lot on this topic, but I 
decided to try something both easier 
and more effective:  I stopped asking for 
referrals.  Instead, we just give a WOW 
level of service that is not available from 
other firms.  The strategy definitely 
worked.  We started getting referrals the 
by the third month we were in business.  
Now over a 1/3 of our new clients 
come from happy, existing clients.

8.  Focus on saving taxes now and in the 
future.  Most of our clients had no idea 
that they were going to be paying more 
in taxes in the future.  Although the 
recent legislation is waking a few more 
up, we spend time showing clients the 
importance of planning for tax-free 
distribution strategies in retirement.  
Once again this sets us apart from other 
firms, but it also allows me to sleep 
better at night knowing clients will be 
better off in retirement if some of their 
income is tax-free.  

9.  The WOW experience.  I believe part of 
the key to getting more referrals is to 
provide your existing clients with a WOW 
experience they can’t get elsewhere.  
Here are a few of the things we have 
done in the last year, that we don’t see 
many other advisors doing:

a.  Young professional had a chance  
to buy into his practice — but I didn’t  
like the loan they were offering.  
Solution:  one of our team members 
spent two days calling every bank and 
credit union in Rhode Island to see if we 
could find him a better rate.  We found 
him a great HELOC at a local credit 
union, which not only allowed him to 
save in interest, but to deduct the 
payments.  Results —thousands of 
dollars in savings every year.

b.  Young lesbian couple wanted to  
adopt.  We reviewed all the financial 
planning issues for same-sex couples 
and found there were a lot of gaps  
in their financial plan.  Then I put  
my Chief of Staff on the phone  
to find an experienced attorney in 
Massachusetts who did adoptions  
for same-sex couples.  The trick  
was finding an attorney who was 
experienced with same-sex adoptions.  
Result:  very happy satisfied clients who 
have sent me a lot of referrals.

c.  Female Korean professional wanted  
a life insurance policy where the  
death benefit could go to her parents  
in Korea, and she could use the  
cash value for tax-free revenue in 
retirement.  Unfortunately, OLD FOGY 
Assurance Company didn’t like the 
arrangement because our client didn’t 
have a Green Card.  They wanted  
her to set up a US trust for the benefit  
of her parents.  It would have cost  
our client $2,000 to $3,000.  Solution:  
we went back to the insurance  
company and lobbied on her behalf.  
They relented and allowed her parents 
to be the direct beneficiaries.  Results:  
happy client was saved thousands in 
legal bills and sent us about 8 new 
clients in the last year.    

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 has her 
own practice hwere she puts in place 
everything she teaches other advisors.
 
Contact:  952 401 1045
katherine@vestmentadvisors.com
www.vestmentadvisors.com
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I love this quote by Gandalf the Gray from 
the book Lord of the Rings by J. R. R. 
Tolkien, “When we despair we cease to 
choose well.  We give in to short cuts.”  It’s 
so true and we all know that we have been 
guilty of it at some point in our lives.

It reminds me of the Dot Com Bubble that 
burst in March of 2000 and caused the 
stock market to crash, I remember those 
heady days of “irrational exuberance” as 
Federal Reserve chairman, Alan Greenspan 
referred to it.  It seemed like everyone was 
worried they were going to miss out on the 
digital revolution.  They were motivated by 
the dreams of easy money.  It was all about 
taking a short cut.

Several start-ups approached me to help 
them promote their new Internet businesses 
in exchange for stock options.  I looked at a 
couple of cobbled together companies that 
were little more than a guy with a website 
and the hopes of mining some venture 
capital.  The idea was to generate web page 
hits with a clever name or gimmick, sell a 
ton of stock at the Initial Public Offering, then 
retire a millionaire.  I decided to stick with 
those willing to pay in cash.

After the burst, I read about a repo man in 
Silicon Valley who repossessed the expensive 
cars of former Internet millionaires.  He 
reported that he frequently found dozens of 
losing lottery tickets in the cars — evidence 
that the former car owners were acting  
out of despair and looking for short cuts  
back to the elusive wealth that had slipped 
from their grasp.

Beverly Sills, the famous opera soprano, once 
said, “There are no shortcuts to any place 
worth going.”  But, too often when times are 
good we pile on the responsibilities.  Later on 
when we encounter adversity, we look 
backwards instead of forward.  We attempt to 
go back to where we enjoyed success in the 
past even when it is counter-productive to 
our current goal.

In my seminars on innovation I conduct a 
fun exercise that demonstrates how we 
frequently feel we must go backwards 
before we can go forward.  A volunteer from 
the audience is selected and sent out of the 

Don’t Get Stuck in Reverse

room.  The audience chooses a simple 
behavior they want the volunteer to do (like 
jumping up and down on their left foot).  
What makes it fun is that the volunteer must 
guess the behavior.  The audience can only 
help by saying the word, “yes” when the 
volunteer does anything that comes close to 
the desired behavior.  They are not allowed 
to say, “no” or give any other hints.

Once the volunteer performs the desired 
behavior, the audience rewards it with a 
round of applause.  I ask for a second 
volunteer, but this time we change the rules 
after the person leaves the room.  When the 
desired behavior is reached, the audience 
goes silent, says nothing, and gives no 
applause.  Since the volunteer is no longer 
getting feedback in the form of “yes” he or 
she will go back and repeat behaviors that 
did elicit a “yes.”  The audience, however, 
remains silent.

As we watch the volunteer, we can see 
despair forming on his or her face.  The 
volunteer will then go further backward to 
find a previous behavior that generated 
success.  Eventually the volunteer quits 
going backwards and starts initiating brand 
new behaviors in the hopes of regaining 
another, “yes.”  It is after several new 
behaviors are performed that the audience 
is signaled to applaud and reward the 
volunteer for his or her efforts.  The  
purpose of the exercise is to force the 
volunteer to backtrack to the point that  
they realize success can only be found by 
moving forward.

In life, the trick is to stay focused even  
when our luck seems to be changing.   
We may have to slow down or make 
changes in our methods, but the goal must 
remain the same.  Henry David Thoreau 
observed, “We rarely hit where we do not 
aim.” In other words, if you’re moving 
backward you are moving away from your 
goal… and it’s hard to hit a target when 
you’re facing the wrong direction.   

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
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