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partner operate a financial planning firm specializing in life planning, which includes insurance, invest-
ment management, goal setting, retirement projections and distribution planning.
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Business development differs for the mature (not older) advi-
sor from that of the new producer in the financial services 
business. We can all remember cold calling and networking 
at such functions as chamber of commerce mixers, charitable 
functions, and so on. Now with a number of years in the 
business under my belt, my practice and that of my business 
partner, Kevin Moore, is more a function of continuing to 
search for ways to add alpha, to not just our clients’ portfo-
lios, but their experience at our firm as well. We have found 
that by adding value to their time with us, we can foster 
deeper connections. These connections lead to greater profits 
for the firm and more referrals and opportunities for cross 
selling, but most importantly, they enhance our lives and 
theirs. You might say that we are attempting to bring the 
MDRT Whole Person Concept to them. I will share this 
with you by breaking down our efforts into three areas: per-
sonalized client attention, client education, and one that is 
“just for fun.”

The cornerstone of our business as it pertains to existing 
clients is the annual or semiannual review. I know that you 
all have these meetings with clients, but we have an in-depth 
process and work product from which you may be able to 
glean a couple of new ideas. On the first page of this review 
is our “Client Bill of Rights.” In this part of the document 
you can see our commitment to a client-based focus and 
complete integrity in every client relationship. I always point 
out as well that clients are entitled to a review at least an-
nually. This serves as a reminder for them that we will be 
calling to schedule this annually, regardless of whether or 
not any changes need to be made. The second page contains 
a synopsis of my notes from our last meeting. During every 

meeting I take detailed notes and then transcribe them after 
the meeting. At my age, I’d never remember these details for 
five minutes, much less a year. These details, often very spe-
cific, include their children’s school activities, their hobbies, 
and their travel plans. When we meet the next year, clients 
feel that you are really paying attention when you can refer-
ence such personal data. This synopsis also helps everyone to 
be on the same page with regard to the facts, and it serves 
to remind me and them of items that we may not have fully 
completed in the prior year. 

Next is the goals section. We are committed to helping 
our clients flesh out their goals whether they are short, me-
dium, or long-term. They may be as simple as doing home 
repairs or taking a cruise, or as complex as starting a new 
business late in life. By dialoguing with them on these sub-
jects, we can fully understand what may be driving their atti-
tudes and convictions regarding their finances. We have just 
started utilizing a new technique for helping clients visualize 
their progress toward financial soundness. Many clients are 
very visual, so my partner, Kevin, devised icons to represent 
the following areas: debt service as a percentage of income, 
savings rate, accumulated retirement assets, insurance cov-
erage, estate planning documents, articulated goals, college 
savings, and business planning. All clients receive a rating in 
all these areas based on a soundness key that they have devel-
oped. The number of icons next to each topic is a function of 
how much progress they’ve made toward the optimum level. 
For example, Stage 5 represents such levels as no debt or 100 
percent funding of college for children. This makes it very 
easy for clients to see at a glance which areas need the most 
work. Often they understand this as they never did before. 
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Next we have a section that details the planning actions 
we have taken during our professional relationship over the 
years. It is a good idea to remind them of all the accom-
plishments that have been possible because of our working 
together. Then the next section contains bullet points of the 
recommendations that we are making in this document, all 
of which will be discussed more fully in the body of the re-
port. I tell them that if they are ever in doubt of exactly what 
I had suggested they do, they should look to this section  
for clarity.

Before I start on an in-depth discussion of their accounts 
with our firm, I want to discuss a section called “Guidelines 
for Working Together.” I think that clients have the perspec-
tive that all the responsibility for growing and maintaining 
the relationship is on our shoulders. Note in this section that 
clients have their individual areas of responsibility and we 
also have our areas of joint responsibility. Their responsibili-
ties include providing us with all relevant financial informa-
tion, changes to their financial situation, establishing finan-
cial goals, and in the final analysis, trusting our expertise to 
guide them in prudent and productive ways. The segue into a 
full discussion of their accounts is a brief commentary on the 
financial markets and their uncertainty, and a focus on those 
things that we can control as opposed to those things we 
can’t. As part of this area, we do discuss some of the funds 
we have chosen for our managed money model that add flex-
ibility to a client’s accounts.

We have all clients fill out a risk profile, which assesses 
not only their attitudes regarding risk and reward but also 
their capacity to take risk. This latter area includes such is-
sues as whether or not they have a positive net worth, the 
adequacy of their life insurance, whether or not they have 
a positive cash flow, and whether their liquid savings are at 
an acceptable level. After the execution of this assessment, 
we create an investment policy statement for all clients that 
reflects how they expect their investments to be managed 
going forward as well as their time frame for needing the 
assets. Having this document on file is valuable in cases of 
misunderstandings, but it is also helpful if I am out of town 
and my partner needs to interface with a client.

The next section is the detailed analysis of their accounts. 
We do review the “aggregate” of the noncollege portfolios 
to determine whether it is in line with their particular in-
vestment policy statement. Further, we want to see how this 
aggregate is performing relative to the market as a whole 
and, more importantly, to an index that is approximately the 
same in asset allocation as their portfolio. For example, if 

the client aggregate is allocated with 58 percent stocks and 
the balance to fixed income, we would compare it with an 
index of 60 percent stocks and 40 percent bonds and cash. 
We also focus on volatility as measured on a three-year basis 
against that of this index. Finally, we show the clients what 
the actual fund expense ratio is, as keeping this ratio low 
directly impacts their actual return. After the aggregate, we 
deal with each account sequentially to examine some of the 
same factors. In each case, we either make recommendations 
to reallocate or hold that status quo. We will also review 
the college accounts in the same way, typically at the end 
of this section. These recommendations factor in the ages of 
the children and the length of time they have until college 
begins. In the case of qualified accounts, we emphasize the 
need to add contingent beneficiaries. Further, we create the 
appropriate language so that clients can designate monies to 
be left to minor beneficiaries.

The next section is that of risk management. Here we have 
an inventory of their life insurance products, which includes 
the type of insurance, face amount, and, for term insurance, 
what the level premium period is and when the policy was 
purchased. We also integrate their group term insurance 
when possible as well as policies that we may not have sold. 
Then we dialogue about this area with clients to ascertain 
whether the insurance portfolio is adequate, inadequate, or 
needs specific attention. We spend some time working with 
our clients to make sure that they name not only primary 
beneficiaries but also contingent beneficiaries. Further, we 
discuss whether the beneficiary designations they’ve made in 
the past are still in line with their wishes. Next, we discuss 
their disability insurance coverage to include individual and 
group products. This is the area in which we usually have 
to push them to provide the details of their group cover-
age. They often do not know the details and have no idea 
if they are adequately covered or not. We then recommend 
supplemental policies if the combination of group and indi-
vidual coverage is insufficient for a client’s family’s needs. In 
some cases, we have recommended that clients take advan-
tage of buying additional DI available through the firm. In 
one specific case, this enabled an attorney who was forced to 
quit working due to the side-effects of chemotherapy to keep 
himself and his family in “their own world.” 

The next section is a discussion of health care costs as 
well as the actual costs of different types of long-term care 
in our local area. At the end of this discussion, we provide 
a grid of what Medicare does and does not pay for regard-
ing long-term care. The combination of these two pieces of 
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information tees up our subsequent discussion of their need 
to purchase long-term care insurance. As you know, this is 
usually a “long-term sale” in terms of how long it takes you 
to convince a client to take action. However, by providing 
this information up front, you can increase the chances that 
your clients will take a serious look at the problem. Our next 
section is all about retirement planning, which includes the 
risks to clients’ retirement income and three different strate-
gies for obtaining income during retirement. At this point 
we often recommend that our clients hire us to do an in-
depth retirement projection using our software. The accom-
plishment of this usually gives people a very clear picture of 
how well they are doing relative to being on time regarding 
accumulation for retirement.

In the next section we deal with the estate planning is-
sues. Here we discuss the benefits of a properly drafted will 
and other estate planning documents. We emphasize to our 
clients that they should have these documents professionally 
drafted and reviewed periodically as their situation and the 
tax laws change. We also include the names and contact in-
formation of two highly qualified attorneys who are also rea-
sonable in cost to whom we refer our clients. You would be 
surprised at how many attorney clients of mine have no wills.

The final section discusses the concept of referrals. We are 
very interested in this subject as it is the best way to grow our 
client base. We talk about the type of client we are interested 
in finding so that our clients know what our parameters are. 
This is very important as we do have an ideal client profile 
but would not turn away a referral from a good client.

For the review we also create what we have called a 
“Quick Glance” for our clients. This is a one-page sheet that 
lists all insurance and securities products held both at our 
firm and at other firms that we are aware of. Further, all 
the pertinent information is there regarding beneficiary des-
ignations, their particular risk tolerance, whether we have 
an investment policy statement on file, and such additional 
information as the names and dates of birth of their chil-
dren. Additionally, we include their email address, which 
we confirm with them at review. This page helps me im-
measurably in the creation of their review and is available 
for them to take home as an abbreviated information page 
for their records.

In addition to meeting with our clients at least annually 
or semiannually, we have created a number of ways in which 
we can get in touch with our clients during the year. In do-
ing so, we have focused on our appreciation of what makes 
each client unique and special. One thing we have done in 

this area is to tailor events to different populations of clients 
depending on their stage in life. We have held “nights out” 
at baseball games, especially for families. For these, in South 
Texas, we rent an air-conditioned box and provide refresh-
ments, which provides parents with an opportunity to experi-
ence a fun night out with their children and other clients and 
their families. Another different example is to set up tours in 
our local historical district for interested clients. These are 
docent led and include tours of private homes followed by a 
wine and cheese event. Clearly this guest list would be differ-
ent from that of a night out at a baseball game.

There are many other ways to show your clients that you 
are thinking of them during the year. For example, I read 
local news publications and clip articles that feature our cli-
ents, which often include their pictures. We have created a 
special card called “In the News,” which is pictured here. 
[image] Inside I slip the clipping as well as a handwritten 
note. People love to see their name and their picture in 
print. Another idea for client contact is to send your clients 
books or articles relevant to their current life situation. For 
example, we have sent books that discuss some of the nonfi-
nancial elements of retirement planning to our clients who 
are contemplating this life transition. One idea that I bor-
rowed from our President, Jen Borislow, is that of sending 
a birthday post, not a birthday card. Here is an example of 
such a post, which we print for each client and send through 
the mail. [visual] We often receive feedback telling us that 
they really like seeing what kind of music and which movies 
were popular when they were born, sports highlights of the 
time, events of the month, average annual income, and cost 
comparisons of products then and now. At the bottom these 
posts are signed by all the members of our firm, including 
employees, with a personal note from either Kevin or me, 
depending on which of us knows the client better. I can’t 
emphasize enough how important handwritten signatures or 
communications are in this age of Internet impersonality. 
Just seeing that you took the time to sign it yourself and send 
a note speaks volumes about how much you care. We also 
make personal birthday phone calls to some of our clients. 
These are made only to wish them a great day with no busi-
ness agenda. They are very surprised not only that we’d take 
the time to call, but that we don’t ask anything of them. 
People need to feel that they are not just a potential sales 
target or revenue generator for you.

Reaching out to your clients in their times of personal 
need or sorrow comes naturally when you do care for those 
you serve. In my former life, I was a medical technologist, 
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and I worked in a hospital. I would read the obituaries every 
day: first of all, to make sure that my name wasn’t there, but 
more importantly, to see if a patient I was caring for in the 
lab had died in the hospital. I continue to read obituaries, 
but now I do so in order not to miss knowing if not only my 
clients but also their loved ones have died. I purchase sympa-
thy cards at a local store in bulk so that I am always prepared 
to send timely messages to our clients or their families. The 
cards are personally selected by me and can be religious or 
more secular depending on who is receiving them. Further, 
rather than sending flowers, I prefer to make a donation in 
honor of them or their deceased relatives. These donations 
almost always go to the MDRT Foundation. Not only is this 
an incredibly worthy charity, but it is also a way to reinforce 
our industry and its service to the community. These dona-
tions go out the same day as the cards, and later I receive 
verification from the Foundation for the gifts. By the way, 
these donations count toward your annual pledge to the 
Foundation or for the Inner Circle Society.

One of the ways we like to add value is to foster the net-
working of our clients by putting people together. There is 
nothing more satisfying that introducing people to others 
who may need their services or perhaps the products that 
they produce. In a few cases, I’ve even been able to help se-
cure meaningful employment for clients by these network-
ing efforts. In these days of high unemployment, their grati-
tude is my reward for something that took so little effort. 
Additionally, we have at times featured clients in our firm’s 
newsletter, usually a brief biography, information about 
their business, and a picture. They can make comments 
about what they do as well. This is an ideal way to provide 
some valuable PR for the clientele who would love to be ex-
posed to others like themselves. We have found that sending 
Thanksgiving cards rather than Christmas or holiday cards 
is another way we can distinguish ourselves from other firms 
and yet touch our clients yet again. Not many people or 
businesses send cards at Thanksgiving, which would make 
yours stand out from the competition. Again, these cards 
are designed to let our clients know how grateful we are to 
have them in our lives in addition to wishing them a joyful 
Thanksgiving. Once again, these are personally signed by 
all firm members and sent through the mail. Another idea 
I took from Jen was that of sending a donation, in honor of 
our clients, to several local charities during the holidays. We 
let our staff get involved in the selection of these charities 
as well. In some cases we arrange to deliver the donation 
in person in order to take a tour of the facility to which the 

donation is being made. In this way we reinforce our com-
mitment to charitable work in our community, learn about 
local agencies, and educate our staff about the importance 
of giving back. We notify our clients of these donations in a 
holiday letter.

The next major area of interaction with our clients comes 
under the heading of “client education.” Some of this comes 
in the form of educational communications between us 
and them. Our broker-dealer creates a monthly market up-
date, which is fully compliance-approved for distribution 
to clients and prospects. This is sent out from us via email 
to those clients who have provided us with their email ad-
dress. During times of excessive market volatility or unusual 
events, our broker-dealer creates other market updates as 
needed for our use with clients. An example of this would 
be communications created during the debt-ceiling crisis of 
last year. Additionally, we have an online financial newslet-
ter branded with our photograph and names, which goes out 
to the client list with email addresses. Also invaluable for 
client contact and education is our website, fully compliance 
approved. There we have a great deal of information, which 
includes our firm members’ pictures, my partner’s and my 
biographical information, a place where clients can log in to 
get their own account number, a financial calculation area, 
and links to articles they may find of interest.

One of our client education efforts is actually used in our 
first meeting with prospects. Here we’ve created a brochure 
titled How to Choose a Financial Consultant: Tough Questions 
to Ask. Many prospects come to a meeting having already 
had meetings with other prospective advisors. They may 
or may not be sophisticated enough to know which ques-
tions they should be asking in order to make an evaluation. 
Therefore, for their education and review we have created the 
questions and, coincidentally, answers from our firm. These 
questions cover such areas as our educational background, 
including degrees and professional designations, our length 
of time in the business, how many clients we have, our busi-
ness continuity plan, and what services they can expect if 
they engage our firm. We feel that dealing with all these 
issues up front, will create an atmosphere of transparency 
and trust that will be beneficial to all going forward in our 
business relationship.

Not only do we provide client education through com-
munications, but we also have events specifically tailored to 
provide ongoing client education. Four times a year, follow-
ing the end of a quarter, we hold a quarterly market recap 
breakfast at a local Mexican restaurant. The invitations go 
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out by email to clients as well as our centers of influence. 
We ask that they consider bringing a guest to these events. 
Our broker-dealer provides the script as well as the charts 
and graphs, and my partner delivers the material. We have 
an active question-and-answer format during which we en-
courage all attending to ask questions to help clarify their 
understanding of the financial world we live in. 

Every year we hold specialty seminars that are targeted to 
certain client populations. For example, we have had presen-
tations on social security and Medicare. These are given by 
the local employees of these government entities. The attend-
ees are again encouraged to ask all the questions they want of 
these experts. We have received feedback that these are some 
of the most appreciated annual events. Also for our clients 
and their guests we have held informational seminars at local 
restaurants on such topics as long-term care. Other events 
have included late afternoon wine and cheese gatherings to 
hear from some of the mutual fund families we utilize in our 
managed money format. We’ve also had brown-bag lunches 
in the conference room in our office to talk about retirement 
issues. This last event was held over a five-week period for 
those who wished to participate in all the sessions. All these 
events are planned and executed not only to provide another 
“touch” to our clients, but also to provide our clients with 
a financial education. We feel that the best client is a well-
educated client.

Another unique idea we use in our practice came from 
my business partner, Kevin Moore. Most large corporations, 
such as Ford and GE, send out an annual report to their 
shareholders. Therefore, although we are not a publically 
traded company, we decided to provide our clients with our 
own “annual report.” The first page contains pictures of us, 
including our staff and their respective roles at i*financial, 
their contact extension, and their email addresses. The next 
page consists of a letter created by us that gives a bit of back-
ground for the past year, both on a national level and from 
the perspective of our company. This is the place where we 
can thank our clients for their trust and their business and 
let them know how important they are to us. The next sec-
tion details our products and services. We have all had the 
experience of a client who has taken some piece of business 
elsewhere tell us that he didn’t know that we “did that.” In 
the interest of transparency, our next page gives details of 
our practice, such as how much we have in assets under man-
agement, broken down by such sections as nonretirement ac-
counts, college-funded accounts, retirement accounts, and 
annuities. We follow that with a breakdown of our particular 

revenue stream. The business profile lists the number of 
households we serve, the average number of accounts per 
household, and the number of business clients we have. At 
the bottom of the page we illustrate our “ideal client profile.” 
This ideal is delineated by age, net worth, income level, and 
investable assets. The next page includes accomplishments 
from the prior year. These accomplishments include the 
earning of new financial designations, the addition of new 
events to our client calendar, and our individual participa-
tion in industry and local organizations. The next section 
lists the events that are planned for the next year, such as the 
Medicare seminar, quarterly market recap breakfasts, and 
other client appreciation events. The last page always has a 
personal picture of either us or members of our families. We 
want our clients to feel that we are their friends, so we want 
to share our personal lives with them in this way.

The last way that we try to provide alpha to our clients is 
one that I might title “Just for Fun.” Although many advi-
sors have client events that bring in speakers to promote the 
sale of specific products, we feel that clients would really like 
just to be entertained. Thus we have an annual client ap-
preciation party at my home that has no business agenda. 
This provides time for clients to network and get to know 
each other and enjoy a great meal with appropriate libations. 
Sometimes we purchase ready-made invitations, but often we 
create them for the event. Usually we have the party in early 
October. You have to understand that when you entertain 
in Texas, you must avoid dove season, football season, and 
the November-December hunting season if you want anyone 
to come. Thus, in early October, we miss the first and last 
of these seasons, but inevitably our event falls on a football 
weekend, which is sacrosanct for some of our clients. Last 
year we actually held the party during the holiday season due 
to conflicts in October. We have also held the party twice at 
my lake house, which is about an hour north of San Antonio. 
This has been a popular venue for some of our clients, but 
some prefer not to have to make the drive at night. Once we 
had a 50s theme party where we all came in costumes. This 
provided chuckles and ice-breaking opportunities for people 
who didn’t know each other. Every year some people keep 
coming back, but we also get some new faces. It’s a chance 
for us to socialize with and thank our clients in a substantive 
way for entrusting their finances to us and our firm.

We at i*financial firmly believe that the best way to grow 
our business is to provide value added to our clientele such 
that they have a “wow” experience. Clients who are actively 
engaged with their advisors become enthusiastic advocates 
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for the firm and are the ones who provide quality referrals 
on an ongoing basis. Quality referrals, of course, are the best 
and most cost-effective way to add clientele of the type we 
are seeking. The less time we must spend searching for pros-
pects, the more time we have to spend actually helping our 
clients find solutions to their financial issues and managing 

their investments in a prudent and responsible fashion. I 
have always felt that if I help my clients achieve their goals 
and dreams, I will always have everything I need in the area 
of compensation, and more importantly, I will feel that my 
professional life has been worthwhile and that I’ve provided 
alpha to the lives I’ve touched.




