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! D 04/25/2013 00:27 Subject: Financial planner for special needs kid? @

a ” d ; Anonymous Does anyone have a financial planner in the area that they work with that they'd recommend, specifically
one who has experience with a family of a special needs kid who will need a lifetime of care? Thanks!! 1

_

DO 04/25/2012 00:57 Subject: Financial planner for special needs kid? @

Anonymous My husband and I were talking about this just today. Our wealth manager/financial planner suggest we

.
Loo kl ng fo r start with a new lawyer to replace our very old wills and in that new document provide a trust with 2

instructions and name of guardian in case something should happen to us. A financial planner cannot do

rEfe rra I that for you.

[04/25/2013 04:42 Subject: Financial planner for special neads kid? @
Anonymous The Elder and Disability Law Center http://www.edlc.com/ 3
[ 04/25/2012 05:11 Subject: Financial planner for special needs kid? @

Anonymous e gre working with Maedi Tanham Carney to set up a special needs trust, will and all associated
documents and she’s been extremely patient about explaining financial issues. 4

I know she gives open seminars to explain her services.
http://specialneedsplanning.net/2013/04/article-wr...-maedi-tanham-camey-cfp-cwic/

Free seminars
from a niche RIA! 0 04/25/2013 12:50 Subject: Re:Financial planner for special needs kid? @

Anonymous There are two lawyers who might be able to direct you. They deal with trusts for SN dlients.

Evan Krame, Rockville, MD 5
Barry Fierst, Rockville, MD

Source: www.dcurbanmom.com
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Advanced Industries Niche

Industries that conduct large amounts of R&D and employ a disproportionate
share of STEM workers (Science, Technology, Engineering & Math)

Pharmaceutical
Aerospace

Energy

3-D printing
Telecommunications
Software design
Data processing
More...

The 50 Industries That Constitute the Advanced Industries Sector

MANUFACTURING

Aerospace Products and Parts

Agr., Construction, and Mining Machinery
Aluminum Production and Processing
Audio and Video Equipment

Basic Chemicals

Clay Products

Commercial and Service Industry Machinery
Communications Equipment

Computers and Peripheral Equipment
Electric Lighting Equipment

Electrical Equipment

Engines, Turbines, and Power Trans. Equipment.
Foundries

Household Appliances

Industrial Machinery

Iron, Steel, and Ferroalloys

Motor Vehicle Bodies and Trailers.

Motor Vehicle Parts

Motor Vehicles

Navigation, Measurement, and Centrol Instruments
Other Chemical Products

Other Electrical Equipment and Components
Other General Purpose Machinery

Other Miscellaneous Manufacturing

Other Nonmetallic Mineral Products

Other Transportation Equipment

Pesticides, Fertilizers, and Other Agr. Chemicals
Petroleum and Coal Products

Pharmaceuticals and Medicine

Railroad Rolling Stock

Resins and Synthetic Rubbers, Fibers, and Filaments
Semiconductors and Other Electronic Components
Ship and Boat Building

Medical Equipment and Supplies

Reproducing Magnetic and Optical Media

ENERGY

Electric Power Generation, Trans., and Distribution
Metal Ore Mining

Oil and Gas Extraction

SERVICES

Architecture and Engineering

Cable and Other Subscription Programming
Computer Systems Design

Data Processing and Hosting

Medical and Diagnostic Laboratories
Mgmt., Scientific, and Technical Consulting
Other Information Services

Other Telecommunications

Satellite Telecommunications

Scientific Research and Development
Software Publishers

Wireless Telecommunications Carriers

Source: The Brookings Institution, Feb 2015
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Advanced Industries Niche

Since 1975, average earnings in advanced industries have increased

@
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Average Earnings per Worker
(inflation adjusted)
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almost five times as fast as those in the overall economy

Advanced Industries

United States

1975 1980 1985 1990 1995 2000 2005 2010

Source: The Brookings Institution, Feb 2015
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Advanced Industries Niche

Advanced industries offer a significant wage premium
at every level of education

$160

[ Non-Advanced Industries
Bl Advanced Industries

$120

Average Wage (thousands)

Source: The Brookings Institution, Feb 2015
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Advanced Industries Niche

Powerful multiplier effects mean every new advanced industry job
supports more than two others

Advanced Industries

Non-Advanced
5 Energy Manufacturing Services Total Sector U.S. Economy Industries
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Source: The Brookings Institution, Feb 2015
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Advanced Industries Niche

Dense concentrations of advanced industry activity can be found in
every region of the country

3
- J More than two-thirds of the 15 large metro areas with the highest
advanced industry intensities can be found in the west or the Sun Belt
By Shen | |
:‘:;;“ Stat  Rank of Total Area Emp“lw-" Share in
Advanied o (intens- Employment ment Manufac-  Sharein  Sharein
ity)  Metro Area (Intensity) (2013)  (2013) turing  Services  Energy
- San Jose-Sunnyvale-Santa Clara, CA 30.0% 291,700 461%  538% 0.1%
— :::; 2 Seattle-Tacoma-Bellevue, WA 16.0% 205,000 448% 54.8% 0.4%
B sanca| 3 WichitaKS 15.5% 48,800 B46%  128% 25%
E sowond 4 Detroit-Warren-Dearborn, M 14.8% 279,400 49.4% 48.7% 1.9%
§  SanFrancisco-Oakland-Hayward, CA 14.0% 207,200 232%  76.4% 0.4%
6  Washington-Arlington-Alexandria, DC-VA-MD-WY 13.7% 503,500 6.0% 92.6% 1.4%
7 Palm Bay-Melbourne-Titusville, FL 13.4% 26,600 625%  364% 1.1%
8  Boston-Cambridge-Newton, MA-NH 13.3% 338,900 307%  68.0% 1.3%
g Houston-The Woodlands-Sugar Land, TX 12.8% 361,000 383%  423% 19.4%
10 San Diego-Carisbad, CA 12.3% 176,300 ar2%  615% 1.3%
11 Austin-Round Rock, TX 12.1% 106,300 350%  626% 24%
12 Provo-Orem, UT 12.0% 25,100 325%  66.9% 06%
13 Raleigh, NC 1.7% 64,400 266%  722% 1.2%
14 Ogden-Clearfield, UT 11.9% 26,500 638%  354% 08%
15 Salt Lake City, UT 11.1% 71,600  407% _ 560% _ 34%
United States 87% 12,284,000  44.4%  50.4% 52%

Source: The Brookings Institution, Feb 2015

ADVISOR/CLIENT



Faith-Based Investing Financial adviser to discuss
faith-based investing

Faith-based investing growing in popularity among
American Christians

The Retirement Bible: Learn Str ies to S fully M Your Money ) . . - -
= Decisions For the Rest of Your Lifa Paperack Mark Regier of Everence Financial will speak about faith-
smraorisemin | based investing at 7 p.m. Tuesday at Faith Mennonite Church

2 | e o 2 ot s in Newton.
RFT;;?};}'E&M e Bewwinck “Faith-based investing is an increasingly hot topic among

m— TowaemitN Christians in America today,” he said.
7 Hew from $14 54
e B R G e More Americans are looking for_ ways to invest and save
princicles siseped in wisdom. Laam how 1o aveid common mistakes fhef could putyour reskement ot risk their money according to their beliefs, through the
and create & vision for your futune with Clear, COMMOon Sense maney movwes. - - -
companies they choose to invest in and donate to.

“For many Christians, this movement toward faith-based

investing in Christian mutual funds or selective stock has
Source: Amazon, May 2014 become another important way to keep faith alive and

involved in the worlds,” he said.

It is common to see investment funds for Anabaptist,
Roman Catholic, Christian Scientist, and Islamic faith-based
companies, Regier said.

Residents can RSVP to Darlene Buller at (877) 467-7294 or
by emailing darlene.buller@everence.com.

Source: Peabody Gazette, March 2014
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Develop Your Niche Expertise
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Immerse Yourself in Your Niche

Plandocs? T R Competition?

2
Culture? Growing?

_—
—

Annual Sales? Employee
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Get Current on Niche Media

/

CAALLENGES

FACING PHYSICIANS

Harve an account? Sgn in.

Follow MA Society of CPAs

MA Society of CPAs

MASocietyofCPAs

aceo;

Tweets
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CEOQ of Putnam |

| & The A bempontia Absmmrs Ratocastion - WP AMireugeedes - Plcroacht Interaet £ cphares — -
S G e fpene Dmh e r
Om: O WEAG Pue e @ 3-4% 8- JHEP DB
] e P, o e The P ket _bam_fw_H_Surrs_Assocsston v | pdfe » Bw F T
e
” CTarr———

AR The HPAlumnipedia... from the HP Alumni Association
o

Wirlcme 2 th » ki by mambars ol the HP The AL &
Proft vohurtees Sasscaation of morg T B 900 Srmier Hewiett Pachand smpleyeet The HPAR o net asabariad o sigponed by the
Hewtet Fuckad Comgany Mare sbout the P

Tha WP ANmvpeda 6 Captures the cobected knawiedgs of PP Aumi Axsociaton membens sbout franetion. Caner and other nssel
- uBng pages Wit by 1eams of HIAA mambars and Somimerts sslected rom The HPAA'S srie decussion foram Lioes. shoat the
P AuTnpea

My pages 50 the HPAlumesadia 18e e fabhe. Cortin pagent — with e it B smembars ey — i vadiable ordy 1o HPAS
marmbars. Wemisens work Togethal 10 develop aad e the prmale fages Menber pe

Hyou re boaviag HP: As s0n a8 you knaw this yos we leming. resd the famocn “Cabuctud Krawledge” baction hers - inchating the
ASAP chachist of what 10 do belore you lose Bcoess 1o HP aiemal systems VWhen you e Sues months fom your @t day Chol hare

Hyou arw an HPAK mevbar The HPALrrpeds ste ey 3 dfleierd cwaimams ared pasywend B the HPAA s sted o0
Yahoo  login  gels usename
Plaase read How 15 ESE the 1

crwate o 98 3 page

N et ey

* Edngsan:

Eréry porei o the HP Aluregecdcs s

® Luaving . From Alsn Sherstess's famous “Colected Knosiedge stn

LT e —

= Canwer. Liing HPAR ke setwirkong. lmgeary and contim? sgencirs. lhe comparnes amoked in fob hurtrg
= Financs Stack sed eptioss, prodoct dcounts, Ui imphcatont. EER mion. usmpltyment neusnce

® Ml News T HEAA'S emad newshetier = 47 ALy News = 15 narmally pobirahed sy tw wesks

» 1P Wy Cus pages on the HE Way, I hestory. and P scqmaibons durstitures

™
-
-
C
[ s
D dalo o
e
sty
L20] Mar/Apr 2015
Delivering a legacy from
generation to generation
At Pennsyivania trucking compaty A. Duie Pyle, the
third-generation family members have been
developinga govermance sstem to help ssmooth the
r0ud to.an eventualleadershiptransition.
Mitzi Perdue’s view of her
(e

@1AS

e

MA Society of CPAs |

Group (6/28) #constantcontact conta ce/MIBTIB

tough-yet-tender
husband

A commersation with the widowe of Frank Perde,
wehose e book presents het memoriesof the
usiness Jeades who grew Perdue Farms.into 3
powerful brand,

“®%, Buy This Issue
independent directors T 519.75
I your family business is looking to add independent | A9 10 Cart

Women add value as

divectors to your board, take note: The talent pool
includes highly qualified wornen as well as men.
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Connect on Niche Social Media

e Connect on LinkedIn

e Review connections

e Review connections' connections

e Review LinkedIn Groups

e Search LinkedIn for niche prospects

e Follow niche leaders on Twitter,
Pinterest, Instagram
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Conduct 10 Information Interviews

Your best clients in the niche
Niche experts

Niche leaders

Centers of influence
Well-connected prospects
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Look for Trigger Events

Layoffs

Early retirement
Life events
Higher taxes
Inheritance
Benefit events
Sale of business
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Identify Issues & Pain Points

e Dentists: “Tied to the chair”

* Doctors: “Taking calls”

* Retirees: “Rising taxes; inflation”
 CPAs (divorce): “Opt-out spouse”
e Business owners: "Valuation"

 Airline pilots: “Mandatory retirement”

ke P P & Satems

Niche Pain
-Points &
-Solutions

ADVISOR/CLIENT



Pain Points Discovered

\ | . | _
DOYHI‘gNJ Market: [Acme] retirees, age 50-65 impacted by changes in company retirement
benefits

Issues:
1. discontinuation of company-paid life insurance premiums for 1ts retirees

2. retirees will have to pay a 1 percentage point increase per year for the next ten
years until 2018 for health care

3 loss of principal due to market volatility

Pain point 2: "With credit marlcets tightening, financing 15 scarce for Anancing a start-up

business concern. Phl

Cine of the solutions that I have helped several entrepreneurs with 1s
providing their own source of nancing, by leveraging retirement assets. "We have
worked with clients to help them establish self-directed IR A= and single 401{k) plans that
allow entrepreneurs to lend money to themselves from their retirement assets.

ADVISOR/CLIENT



Determine Your Solution

‘Get Your?

Bucket |
Strategy |
Here!
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Solutions

Fain point 2: How to maintain our lifestyle after we stop worliing and when we hawe

time for travel and other hobbies?

Joe
Eemedy :

1. Devwelop a list of at least 10 big things vou want to do after slowing down from
wotle, Also write down why wvou want to do them.

2. Define the lifestyle wanted to include location, actiwvities, living arrangement, fun
things wou want to do on aregular basis.

3. IMlake an estimate of what 1t will cost to do everything listed in 1 and 2 abowe.

4. Plot out known sources of retirement income to determine the gap that must be
filled from retirement savings.

5. Create three pools of monewy for emergencies, income, and a third for growth.
BEuild a unique investing plan for each ofthe three pools. "When feasible, use
investments producing guaranteed income to reduce your risk

&, To keep vour ship on course, hold a quarterly rewiew and adjust to unforeseen

developments.
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Jay

Solutions

Pain point 1: Many physicians/surgeons ultimately mowe from private practices to
becoming emplovees of hospitals because of rizsing malpracticefinsurance and emplovyee
kenefits costs. This 1ssue continues to place stress on these individuals as insurance
expense 15 expected to continue to rise while reimbursements from private health carriers
and Medicare programs are likely to downtrend.

Remedy: Coordinate informational presentations with attorneys, CPAs and other leaders
in the field to educatefupdate the medical profession on these 1ssues. While thiz deesn’t
necessarily represent a remedy for this problem, it does provide a major emotional
connect, establish a basis of trust, and possibly transition into discussions of what
concerns they have individually about their financial life.
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Guess the Niche?

Pain point 1: Saving enough to retire in X vears?

It 1z difficult to arrive at a number for how much they will need in retirement. Mozt use
the simple approach (75%0 of current income) without much thought to budgeting and
their retirement lifestyle

Femedy: Comprehensive financial planning and budgeting to determine a reasonable
income they will need in retirement.

Pain point 2: Determine how much $ they need in retirement to meet their lifestyle
Fear ofthe stock market, especially in hard times like these.

Bemedy: Discuss and show how proper management of their retirement assets can
minimize the effects of market down turns in their portfolio.

FPain point 3: runmng out of money in retirement

Bemedy: Show how annuities and bonds can be used with social security and pensions to
generate as close as possible their munimum fized costs. Also show the need for
consistent monitoring, proper asset allocation, proper risk taking and the need for
flexibility in planning to meet their needs.
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Choose Your Expertise

Pain Point #4: Clients need “asset protection” strategies in place, and assistance with

developing a concrete life insurance arrangement. (Provides comfort
knowing that loved ones are provided for, and assurance that D . d
precious dollars are not being “gifted” to the federal government). avi

Remedy #4: Hold joint workshops to introduce and discuss patented “Life

Insurance Selector” and personally developed “FEMERC” techniques.

Pain point 4: Pulled in many directions by professionals

Bennett

Remedy Coordinate Financial, Legal, Treatment, and Family Service Teams with us
quarterbacking process

Pain point 1: hMake sure they don’t outlive their money

Remedy: Inmostcases, shortage of funds 1z not the 1ssue. It's showing the client that

they have enough §-We do this through a customized financial plan-called Financially M C(r'k
Fit For Life-shows them their cash flow/income requirements compare to current

resources-we then update the plan on a regular basis-We then build a customized model

inwestment portfolio to match their risk tolerance & income requiretments,
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‘SWOT’ Your Market

Strengths (Internal)
Competitive advantages
Unique selling points
Supporting resources
Reach/ Distribution/Awareness
Price/Value/Quality
Designations/Education

Weaknesses (Internal)
Competitive disadvantages
Lack of resources
Reputation/Vulnerabilities
Financials
Service issues

Opportunities (External)
Market developments
Competitor vulnerabilities
Demographics/Trends
COls/Prospects
Usage
Product awareness
Price

Threats (External)
Market developments
Regulations
Competition/Competitive products
Usage
Demographics/Trends
Price
Sales cycle

- SWOT
Matrix
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Marketing Plan

Set "Hard Goal"
Define Ideal Niche Client
Create Positioning Statement

Choose Marketing Channels
Build Niche Lists
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Your "Hard" Goal

Set one measurable goal for the next 12 months
e What's your overall business goal?
e Growth goal?
e How many clients are we talking about?
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Sample Hard Goals

e Add 16 new clients

e 20 new clients with average S500k to invest
* |Increase fee-business to 60% of AUM

e S2M average account size

e Acquire 10 new clients aged 40-50

e Build marketing list of 1200 names

e Build a COl list of at least 25 names

* Increase AUM by S50-75 million
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Identify Your Ideal Niche Client

Demographics

Net Worth &
Assets

Needs &
Challenges

Values &
Motivations

Emotional
Connection

Social Connections
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Create a Positioning Statement

Dude, | need a
retirement plan! DUDE! I'm a

retirement
specialist!!

Whoa!!

Whoa!!
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Elements of a Positioning Statement

Who you are

What business you are in
Who your ideal client is
The pain you solve

The outcome you offer
What makes you different
An emotional connection

Rich Niche Positioning Statement

Positioning————
Statement
Worksheet ————

‘Write your Positioning Statement in conversational English
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Simple Positioning Template

We provide [benefit,] [benefit,] and
[benefit] for our [target market] so they can
[satisfy desire].
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Simple Positioning Example

Wealth Capital Management provides a team of
experts who can assist senior executives in
creating income plans and managing liabilities
so they can grow their assets before and during
retirement.
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Robust Positioning Template

For [target market] who [client's
need/opportunity], [firm name] is a
[product/service/expertise] that [key
benefit/compelling reason to buy]. Unlike
[primary competitor], our product/service is
[primary differentiation].
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Robust Positioning Example

For professional women managing multiple retirement and
investment accounts, Wealth Capital Management is a
retirement income specialist that can help design and
manage a tax efficient income plan that can systematically
fund our clients' retirement years. Unlike larger financial
firms, our strategies are custom-fitted to each woman's
unique goals and family situation.
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Choose Marketing Channels

Specialty
Campaigns
(COls)

Specialty
Campaigns
(Prospects)
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What Works for Your Niche?

Marketing Channels

Advertizing
Elogaing

Eroadcazt [radio, televizion)
Charitable causes

Client referrals

Client reprints

Client surveys

Cold calling

Cormmunity imsolvernent
Conference callzs

Custorner service liers
Direct mail [postcards, mailings]
Drip campaigns [any media)
Educational workshops
Focous groups

[mtroductions

Metworking

Mewsletters [ernail, mail]

Branding [firm logo, notecards, file folders, etc)

Frofessional [COI referralz

Public relationz

Fublic speaking

Referral carmpaigns

Search engine marketing [SEQ]

Serninarz [dinner, lunch with cold prozpects]
Social eventslprozpecting

Social media [Linkedln, Twitter, Facebook]
Special Occasions [thank vou notes, birthdays)
Strateqic alliances [COl=)

Thovught leadership [ writing whitepapers, articles)
WVidens

Webinars

Webszite

Wiord af miouth

ther: Please explain
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Niche
Client List

Niche
Prospect List

9iii®

Build Your Niche Lists

Niche COI
List
»

Niche
Media List

R
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Worksheets
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ompile List of Pain Points

Niche Pain Points & Solutions

Worksheet instructions: Fisst, list thedssuss facing vous nicha. Then chooas thees spacific pain poims
fecing yous niche participants. Finally, outlinahow you could minimize'alleviate thesa pain peints.

Major Issues:

Pain point #1:

Solution #1:

Pain point #2:

Solution #2:

Pain point #3:

Solution #3:
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Ideal Niche Client Profile

‘Worksheet instructions: Considar the following attributes in creating your Ideal Clisnt Profila. Include
thamaet descriptive points in yous profils.

—

. Demographics of the ideal client
Agermge
Family situation:
Residence:
Occupation Industry:

=

. Valuations and motivations
Lifestyle:
Behavioral type:
Values:
Motivations

3. Emotional connection
What personality trafts are important to vou?

4. Needs and challenges
What problems will vour ideal client face?

5. Aspirations and goals
What ar= your idzal clisnt's goals?

6. Client connections
Describe vour ideal clisnt's social natworks and referral potential:

7. Networth and assets
Networth:
Investable assets:
Income:
Other asssts

‘Write your Ideal Client Profile:

Write Ideal Niche Client Profile
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Draft Positioning Statement

s ccoarii

wﬂanw—'E

T
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Niche Marketing Plan

Core Marketing Systems

Allocate to each marketing sleeve below.

Campaign Calendar

ST I CSElInT Lo Tyt

5 [
L ol (}‘e‘& p‘l&
Activity Timing )
Best clients 1 call per quarter X
Calls All other clients 1 call per year x
Hot List each month X X
Monthly Touches 1x/mo X X X
Communications Special Occasion & Thank you notes weekly X X X
Key Deadlines Postcard 1/grtr X X X
Third Thursday Lunches 1x/mo X X X
Retirement & Birthday Lunches on occasion X X X
Events 3 3
Portfolio reviews 1x/year X
COI Lunches 1x/grtr X
Referral language on all marketing materials Ongoing X X
Referrals Information interviews 1x/month X X X
Website ongoing X X X
Online LinkedIn monthly updates 1x/mo X X X

Jan February March
2014 Key Dlata Fortfolio reviews [cont]
Partfolic reviews

April May June
TGID party COl Foundtable

July August September
4th of July EBS Rl Workshop

October November December

Last Chance Checklist

Hualiday Party
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Coaching Cali

You MUST complete
at least ONE
assignment from
Session 1 for the call!

Horsesmo. ity
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Next Session — June 11th!

Develop COIl Referral
Strategy

Develop a Niche Referral
Guide

Create your first niche
campaign

Other marketing ideas

!
{

Create niche COI Referral Guide
COIl Communication Schedule

Build client Niche Referral Guide

Create a List of Services

Create a Niche Resource Guide &
Market It on LinkedIn

For COls
For clients & prospects
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Questions?

Email richniche@horsesmouth.com
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