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A 

Accountants, 87 
Algebraic model, Ho and Robinson, 143–144 

B 

Backcasting, 253–255 
Business strategy 

backcasting, 253–255 
environmental scanning, 256–272 
formulation, 273–280 

Porter’s generic strategies, 277–280 
SWOT analysis, 273–277 

implementation, 280–282 
monitoring and evaluating, 282–283 
vision, 244–253 

Business vision, 244–253 
core ideology, 245 
core purpose, 247–249 
core values, 245–247 
envisioned future, 247 
visionary goals, 247–251 
vivid description, 251–253 

Buy-out scenarios 
buy-out and stay, 535–536 
earn-out, 533–535 

555 



The Financial Advisor’s Guide to Excellence 

single payment buyout, 531–532 
staged buyout with immediate departure, 532–533 

C 

Cialdini, Robert, principles of liking, 211–213 
Client advisory council (or board), 449–455 
Client and guest events, 350–351 
Client ecstasy, 121 
Client servicing plan, 419–425 
Cold calling, 342–343 
Collins and Porras, Built to Last, 244, 249, 463–465 
Communication strategy, 434–438 

D 

Debt, personal, 48–53 
‟bad debt”, 51 
‟best debt”, 52 
debt-to income ratio, 50–51 
‟good debt”, 52 

Death, 66–69 
intestate, 67 

Dereliction or folly, 62–65 
Differentiation strategy, 278 
Disability, 56–58 
Divorce, 53–56 
Dollinger’s six types of resources, PROFIT factors, 269–272 

E 

Email letters with follow-up calls, 344–345 
Emotional Intelligence (E.I.), 95–96 
Enduring visionary (EV), defined, 459–460 
Engagement, 94–98, 201–227 

characteristics of trust, 203–204 
development of trust, 201–210 
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drivers of trust, 208–209 
influencing the decision makers, 210–214 
letter of, 97–98, 220–227 

Financial Planning Standards Council (FPSC), 
Practice Standard directive 100, 221–226 

principles of liking, 212–213 
Environmental scanning, 256–272 

internal analysis, 266–272 
Dollinger’s six types of resources, PROFIT factors, 

269–272 
macro-environmental analysis, 257–259 
micro-environmental analysis, 259–268 

Porter’s five forces analysis, 259–262, 267 
Estate planning process, 190–196 

beneficiaries, 193 
distribution strategies, 193–194 
estate documentation, 195 
estate taxation, 192–193 

Evolution process, 474–486 
alignment with core ideology, 475–477 
create playbook, 477–478 
define your role, 478–479 
duplicate and replace yourself, 479–484 
enjoy free time and vacations, 484–486 

F 

Family balance sheet, 106–107, 160 
‟Family office” model, 92–93 
Feedback loop, 438–449 

questionnaires, 441–448 
Financial knowledge, lack of, 27–32 

colleges and universities offerings, 28–29 
OECD International Gateway for Financial Education, 28 
self-study, 29–30 
Task Force on Financial Literacy recommendations, 31 

Financial plan, written, 81–83 
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Financial planning process, see also Goal setting; 
Investment planning process 
analyze client’s financial information, (SWOT), 107–113 
develop and present the financial plan, 113–117 
engagement, 94–98, see also Engagement 
gather client data and determine client goals, 98–107, 

218–219, see also Goal setting; Goal setting process 
implement the financial plan, 116–119 
monitor the financial plan, 119–123 
six step model, 94 
tax minimization process, see Tax minimization process 

Financial Planning Standards Council, 93 
Financial planning team, 83–92 
Financial Research Corporation (FRC), 173 
Focus strategy, 278 

G 

Goal setting, see also Goal setting process 
impediments to goal achievement, 134 
loss aversion, 135 
motivation sequence, 132–138 
theory, 130–131 
unrealistic optimism, 134–135 

Goal setting process, 138–152 
develop an action plan, 151 
document the goal, 140–143 
identify problems and opportunities, 148–151 

S.M.A.R.T. approach, 148–150 
monitor actions and achievements, 152 
qualify the goal, 139–140 
quantify the goal, 143–148 

algebraic model, 143–144 
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H 

Ho and Robinson, Personal Financial Planning, 143 
algebraic model, 143–144 

I 

Ideal client profile, 296–306 
Income deferral, 160–161 
Income splitting, 161–164 
Income spreading, 165–166 
Inflation, 42–47 

historical perspective, 43–44 
Insurance agents, 89-90 
Insurance needs analysis, 181–182 
Investment planning process, 173–176 

determine required rate of return (ROR), 175–176 
quantify the goal, 175 

Investment strategy/philosophy, 176–179 
implement tax-efficient allocation, 178–179 
market timing, 176–177 
set asset allocation, 177–178 
strategic asset allocation, 176–177 
tactical asset allocation, 176–177 

L 

Lawyers, role, 86–87 
Lenders, 90–92 
Locke, Edwin and Latham, Gary, 131–136 
Loss aversion, 135 
Lovelock, Christopher, Services Marketing: People, 

Technology, Strategy, 239–241 
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M 

Mail-outs with follow-up calls, 343–344 
Marketing strategy, 287–320, see also Prospecting 

determine media categories, 310–314 
ideal client profile, 296–306 
marketing vision, 293–296 
targeting future business acquisitions, 318–320 
targeting multiple markets, 316–318 
unique value proposition, 306–310 

Milevsky, Moshe A., Are You a Stock or a Bond?, 84 
Milevsky’s ‟YOU Inc.”  metaphor, 180 
Millionaires 

common values, 137 
Stanley and Danko, 136–137 

Money managers, 88–89 
Motivational interviewing, 150–151 
Motivation sequence, 132–138 

emotions, 133 
needs, 132 
values, 132–133 

N 

Networking groups, 351–352 
Newsletters, articles, books, 348–349 

O 

OECD International Gateway for Financial Education, 28 
Overall cost leadership, 277–278 

P 

Personal Investment Policy Statement, 174 
Personal risk management process, 179–183 

future value of human capital, 180–181 
insurance needs analysis, 181–182 
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Playbook, 468–474 
Porter, Michael 

five forces analysis, 259–262, 267 
generic strategies, 277–280 

Procrastination or delay, costs of, 69–74 
DALBAR Inc.’s Quantitative Analysis of Investor Behavior, 

70–71 
PROFIT factors, 269–272 
Prospecting, 325–364 

call reluctance, 330–340 
client and guest events, 350–351 
defined, 327–328 
email letters with follow-up calls, 344–345 
mail-outs with follow-up calls, 343–344 
networking groups, 351–352 
newsletters, articles, books, 348–349 
ratios, 360–362 
referrals and introductions, 352–354 
seminars, 349–350 
social media, 347–348 
telemarketing/cold calling, 342–343 
The Trust Spectrum, 329–330 
trade show booth, 346 

R 

Referrals and introductions, 352–354, 367–411 
referability process, 370–391 
targeted introduction process, 391–411 

Richards, Dan, ‟The Trust Spectrum”, 329–330 
Risk management process, see Personal risk management 

process 
Retirement planning process, 183–190 

asset and product allocation, 187–189 
determine lifestyle and expenses, 184–185 
income streams, 186–187 
longevity assumptions, 185–186 
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S 

S.M.A.R.T. approach, 148–150 
S.W.O.T. (Strengths, Weaknesses, Opportunities and 

Threats) analysis, 107–113, 148–150 
Segmentation plan, 425–434 
Seminars for prospecting, 349–350 
Servicing plan, see Client servicing plan 
Social media, 347–348 
Strategic manager (SM), defined, 231–233 
Stanley, Thomas and Danko, William, The Millionaire Next 

Door, 136–137 
common values, 137 

Strategic planning process, 243–282 
business vision, 244–253 

Succession planning process, 489–537 
buy-out scenarios 

buy-out and stay, 535–536 
earn-out, 533–535 
single payment buyout, 531–532 
staged buyout with immediate departure, 532–533 

establish legacy goals, 504–508 
profile and identify ideal buyer, 514–519 
profile your unique practice (staging), 527–530 
valuation of practice, 508–514 
value drivers, 522–524 

T 

Tactical technician, defined, 15 
Taxation, 32–41 

complexity of system, 32–33 
Office of the Taxpayers’ Ombudsman, 41 
‟tax amnesty”, 40 
Taxpayer Bill of Rights, 41 

Tax credit maximization, 169–171 
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Tax minimization process, 159–172 
match tax-efficient strategies to goals, 171–172 
review family balance sheet, 160 
review past three years’ tax returns, 160 
tax-based litmus test, 160–171 

Tax shelters, 166–169, 
Telemarketing/cold calling, 342–343 
Trade show booth, 346 

U 

Unemployment or business failure, 58–62 
Unique value proposition, 97, 306–310, 415–417 
Unrealistic optimism, 134–135 

W 

WCP, see World-Cl ass Practitioner 
Wang and Emurian’s characteristics of trust, 203–204 
Wealth 

impediments to, 71–73 
inflation, 27 
lack of financial knowledge, 26, 27–32 
life challenges, 27 
solutions to impediments, 81–125 
taxation, 26 

World-Class Practitioner (WCP), 2–10, 73–74 
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