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Acquisitions. See Clients:

acquisition of new;
Mergers and acquisitions
Advertising, 124, 125. See also
Business development
Advisor Impact, 149, 150, 152,
153, 238

Baby Boomers, 4, 6, 87, 88,
240

Balance sheets, 70-71

Benchmarking:

business strategy and
planning via, 7-8, 61, 75,
77-83

case study on, 82-83

compensation, 202-203,
216-219, 226

human capital attributes,
169

operational performanre,
241-243

process of, 77-82

profit-per-client, 266-267

Benefits and perks, 203, 211.

See also Compensation

Bonuses and incentives, 51-52,

198, 203-205, 210-213,
216-219, 221, 226, 228,
241-243, 293-294. See

also Compensation

Brand:

brand identity, 108-109,
246

brand promise, 108,
249-250

building architecture of,
106-110

business development via, 7,

105-110, 246, 2491-250

client motivators influencing,

107-109
definition of, 105-106
firm name reflecting, 107
market position
differentiating, 108
target clients based on,
107
value proposition of, 110
Bruckenstein, Joel, 237256
Built to Last: Successfirl
Habits of Vision' y
Companies (Coiiins), 45,
46, 47
Business bluepiints:
busiizecs strategy and
viinning via, 42, 53-65,
71-75, 219

business structure in, 54-55,

61, 63

case study on use of,
63-65

client model in, 60, 64

economic model in, 56,
57-59, 64-65, 71-75,
219

financial model in, 55-56,
64

growth model in, 56

haphazard approach vs.,
53-54

owner goals in, 61-62, 64

pricing model in, 60-61

team model in, 61, 64

vision and goals detailed in,
42, 53-65

Business culture:

alignment of vision and
actions in, 50-51, 194,
197, 215, 223-224

business values influencing,
46-47, 50-51, 52, 197

commupication of, to
hurhan capital, 169, 171,
75

conpensation relationship
to, 194, 195, 197, 203,
215, 223-224, 228

marketing- and business
development-, 7, 120,
133, 139

mature firm’s, 33, 34

reinforcement and rewards
in, 51-52

vision and goals influencing,

39, 40, 45-52

Business development:

brand development in, 7,
105-109, 246, 250-251

business culture supporting,
7, 12198, 133, 14189

business life cycle changes in,
28-35

challenges of, 93-95,
1173-1184

client and center-of-influence
events as, 94-95, 120,
121, 123-124, 125,
131-133, 135, 136,
146-147

client feedback for, 94,
149-153

client/prospect experience
created during, 245-250

communication schedule for,
120

compensation tied to, 198,
204, 208, 211-213, 216,
217, 218

current landscape for, 87-95
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Business development (contd)

differentiation strategy in, 7,
89, 97, 99, 106, 108, 111,
112

elevator speech for, 113-115

e-mail communication in,
19918, 121, 122, 125,
135, 250, 255

essential discipline of, 26

growth opportunities to
pursue via, 87-88, 94,
127137 (see also
Referrals)

importance of, 4, 6

mailed communication in,
118, 120, 121, 122-123,
125, 135, 246-247, 251,
255, 256

marketing plan for, 88,
89-90, 94, 115-126

media usage for, 124, 125

new-client process after,
255-260

niche market development
in, 97-98, 100-101

referrals in, 7, 18, 32,
90-92, 99, 103, 117, 119,
120, 123, 124, 125,
127-137, 139-148, 152,
198, 204, 211-213, 216,
217, 251, 256, 269, 273,
282, 295

return on investment in, 21,
92-93

strategic alliance
development for 112,
124, 125, 133-157,
140-144, 256

systematic processes for, 8,
92, 116-117, 118, 119,
124, 126, 127, 129, 130,
131, 133, 137, 139-148,
245-261

target clients in, 9-10, 18,
79, 89-90, 93-94,
97-103, 107, 136

telephone communication
in, 91, 121, 122, 129,
135, 21920, 141-142,
144, 218, 246, 247,
248-250, 251

top-performing firms’, 18,
21, 90-91, 92-93, 101,
103, 121, 125, 127-137

visibility from, building
credibility, 119-120
written materials for, 118,
119, 120, 121, 122-123,
125, 135, 246-247, 250,
251, 255, 256
yo-yo effect in, 94-95
Business life cycle:
business strategy and
planning based on, 28-35
carly stage of, 29, 30-31
growth stage of, 29, 31-32
maturity stage of, 29, 32-34
selecting appropriate stage
of, 34-35
transition stage of, 29, 30
(see also Succession
planning)
Business performance. See
Financial performance
Business strategy and planning:
benchmarking in, 7-8, 61,
75, 77-83

business blueprint building

in, 42, 53-65, 71-75, 219

business life cvc'e assessment
in, 28-35

business perfermance
manayveinent in, 7-8, 28,
43,57-75

Lutiness values clarification
for, 4647, 50-51, 52

compensation plan
alignment with, 197, 215,
219, 224

critical business decisions
addressed in, 41-42

current landscape for, 3—4

essential disciplines of,
25-27 (see also Business
development; Human
capital; Operations
optimization)

execution or implementation
of, 28, 39, 42-43

future of, 4-6

gap analysis in, 41

Genworth Consultative
Process for, 27-28

growth considerations in, 7,
29, 31-32, 56

key trends impacting, 6-11

landscape analysis in, 28, 39,
40-41

monitoring and measuring
outcomes of, 28, 39, 43

new thinking yielding new
results in, 23-24

operations alignment with,
235

organizational development
plan in, 42

plan development in, 28, 39,
41-42

process or steps in, 38-43

professional business
management in, 10-11,
33

purpose identification in, 45

succession planning in, 38,
49, 252-293

SWOT analysis in, 28, 39,
£0-%1

tep-performing firm review
in, 13-21

value of, 37

vision and goals in, 39, 40,
42, 45-52, 53-65, 197,
215, 292-293

Business structure, 54—55, 61,
63, 158, 190-191
Business values, 46-47, 50-51,

52,171, 197, 203,
223-224

Career ladders, 158-159,
184-185, 187-192.
See also Succession
planning
Client-facing processes:

client/prospect experience
created in, 245-250

client relationship
management (CRM)
integration in, 251, 255,
257

client review process in,
256-260

materials needed in, 252,
254-255

new-client process in,
255-260

operations optimization via,
8, 245-261

process checklist in, 252

process execution and
implementation, 250-252,
260-261
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prospect flow diagram in,
252-255
prospect intake form in, 251,
254
Client operations optimization
model:
challenges with, 269-271
client-base analysis in,
264-267, 269-271, 274
client review process in, 268,
270
opportunity cost analysis in,
274-275
overview of, 263-264
service model in, 267-268,
269-270
transitioning clients in,
271-275
Clients:
acquisition of new, 6, 7, 18,
31-32 (see also Business
development; New-client
process; Referrals)
Baby Boomers as, 4, 6, 87,
88, 240
business blueprint client
model, 60, 64
client-base analysis of,
264-267, 269-271,
274
client-driven operations style,
234
client-facing operations
processes, 8, 245-261
client model for operation:
optimization, 253-275
client/prospect expetience,
creating, 245-250
client relationship
management software, 15,
18, 237-238, 251, 255,
257, 268
client review process with,
256-260, 268, 270
cross-selling to, 152
expectations of, 4
feedback from, 94, 149-153,
185, 238
motivators for, 107-108,
opportunity cost related to,
276-277
quality service for, 4, 7, 8,
9-10, 18, 31-32, 88,
267-268, 269-270

referrals for/from, 7, 18, 32,
90-92, 99, 103, 117, 119,
120, 123, 124, 125,
127-137, 139-148, 152,
198, 204, 211-213, 216,
217, 251, 256, 269, 273,
282, 295

retention of, 212-213

segments of, 60, 264-267,
269

service delivery model for,
267-268, 269-270

standards for acceptability of,
8, 24, 41, 50, 56, 61, 64,
65, 78-79, 82-83,
101-103, 264-267,
269-271

target, 9-10, 18, 79, 89-90,
93-94, 97-103, 107, 136

transitioning, 271-274, 286

trusted advisor relationship
with, 3, 100, 108

types of, 60

Collins, Jim, Built to Lasi:

Successful Habit: of
Visionary Coinpanies, 45,
46, 47

Compensation:

advisez 211-213

artroctiveness of, to human
capital, 198-199, 218,
228

base pay as, 201-203,
215-216, 225-226, 228

behavior and performance
relationship to, 197-198,
204, 207, 209-2190,
211-213, 216-219, 223,
225-228

benefits and perks as, 203,
211

bonuses and incentives as,
51-52, 198, 203-205,
2190-213, 216-219, 221,
226, 228, 241-242,
293-294

business culture, values, and
vision relationship to, 194,
195, 197, 203, 215,
223-224, 228

business development/referral
relationship to, 198, 204,
208, 211-213, 216, 217,
218

business strategy toward,
197, 215, 219, 224

career ladder advancement
relationship to, 187-192

compensation plan for
human capital, 21940,
163, 193-199, 209-213,
215-221, 223-229

components of, 201-208,
216, 225-228

cost of, 229

deferred, 204, 205

direct expenses including,
57-59, 65, 71,73

equity or stock as, 204,
205-208

indirect cvenses including,
57.59;, 65, 72,73

insiitutionalizing practices
£or, 215-221

launch and management of
compensation plan,
219-221, 229

owner, 13, 14, 17, 57-59,
62, 64-65, 67, 71, 72-74,
223-229

performance review
discussion of, 184-185,
220, 221, 293-294

philosophy toward, 197,
215, 223, 228

profit sharing as, 205, 216,
226, 228

revenue as basis for, 62, 79,
195, 198, 201, 202, 216,
217, 219

simple, not simplistic plan
for, 209, 224

succession planning
impacting, 206, 213, 291,
292, 293-294

timing of, 204, 205-206,
210, 221

transparency of value of, 211

Confidentiality agreements,
169, 285

Cross-purchase agreements, 294

Cross-selling, 152

Culture. See Business culture

Differentiation strategy,
business development, 7,
89, 97, 99, 106, 108, 111,
112
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Direct expenses. See also
Compensation
business blueprint detailing,
57-59, 65, 71, 73
owner compensation
consideration of, 227
Drucker, David, 237-238

Economic issues:
business blueprint economic
model, 56, 57-59, 64-65,
71-75, 219
compensation impacted by,
191
financial crisis impacting, 3,
4,72,74,79, 82
global, 3, 4
Effective ambiguity, 111-113
Elevator speech, 111-113
E-mail communications:
business development,
19918, 121, 122, 125,
135, 250, 255
client management, 257
Employees. See Human
capital
Equity compensation, 204,
205-208

Feedback:
from clients, 94, 149-153,
185, 238
to human capital, 182-183
(see also Performance
reviews)
Financial crisis, 3, 4;.72; 74,
79, 82
Financial performance:
accounting fundamentals
tracking, 69-75
balance sheets on, 70-71
benchmarking, 7-8, 61, 75,
77-83, 266-267
business blueprint detailing,
42, 55-59, 64-65, 71-75,
219
business life cycle stage
reflecting, 28-35
client-base analysis based on,
264-267, 269-271, 274
direct expenses impacting,
57-59, 65, 71, 73, 227
(see also Compensation)
earn-outs based on, 286287

economic model of, 56,
57-59, 64-65, 71-75,
219

financial statements on,
69-75

gross profit in, 71-72, 227

human capital performance
metrics, 159

income or profit & loss
statements on, 71-75

indirect expenses impacting,
57,59, 65, 72, 73, 227

institutionalization of
business impacting, 8-9

key performance indicators
of, 75, 78

management of, 7-8, 28, 43,
67-75

operating profit in, 57-59,
65, 72,73, 74, 80-81,
227

operations optimization
impacting, 8-9

opportunity costs arid,
274-275

outsourcing impacting, 10

pricing impacting (see
Pricing)

professicnal business
nanagement impacting,
10-11

profit sharing based on, 205,
216, 226, 228

reporting and reviewing, 75,
78

retained earnings in, 71, 74,
226, 227, 228

return on investment
impacting, 21, 92-93

revenue impacting (see
Revenue)

sale of firm impacted by, 11,
67 (see also Value building
and realization)

target client’s, 101-103

top line measures of,

67-68

top-performing firms’,
13-15, 16-17, 18, 19-20,
21, 92-93, 158

transitioning clients based
on, 271-274

Financial Planning Association,

237,293

Genworth Consultative Process,
27-28
Gifts, 2100919, 127, 129,
144-145, 259, 295
Globalization, market volatility
due to, 3, 4
Goals. See Vision and goals
Goldman, Jennifer, 238
Gross profit, 71-72, 227
Growth:
business blueprint growth
model for, 56
business development growth
opportunities, 8788, 94,
127-137 (see also Business
development; Referrals)
business iife cycle growth
stace, 29, 31-32
business strategy and
rlanning growth
considerations, 7, 29,
31-32, 56
financial performance
management during, 68
human capital growth
opportunities, 182 (see also
Career ladders; Succession
planning)
mergers and acquisitions
for, 5, 6, 33, 63, 71, 88,
94
operational scalability to
accommodate, 240-241
referrals creating, 7, 18, 32,
90-92, 99, 103, 117, 119,
120, 123, 124, 125,
127-137, 139-148, 152,
198, 204, 211-213, 216,
217, 251, 256, 269, 273,
282, 295

Human capital:

alignment of vision and
actions among, 42, 50-51,
194, 197, 215, 223-224,
228, 235

aptitude and attitude of,
166, 167-169

business blueprint impacting
decisions regarding,
55-56, 61, 64

business culture
communicated to, 169,

171, 173
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business life cycle changes in,
28-35

business values
communicated to, 46-47,
52,171

career ladders or
advancement for,
158-159, 184-185,
187-192 (see also
Succession planning)

compensation of, 13, 14, 17,
51-52, 57-59, 62, 64-65,
67,71, 72=74, 79, 21940,
163, 184-185, 187-192,
193-199, 201-213,
215-221, 223-229,
241-242, 291, 292,
293-294

confidentiality agreements
with, 169

essential discipline of, 26

evaluation of candidates for,
169

financial performance
metrics for, 159

hiring of, successful, 9, 160,
161-170, 206, 236

job descriptions for,
158-159, 163, 177-180,
182, 187, 188

job postings of positions for,
163-165

key elements of human
capital program,
158-160

nondisclosure agrecmerds
with, 169

offering position to, 169

on-boarding and orientation
for, 160, 171, 173

operations optimization via,
235-236, 241-242,
272-273

owners as (see Owners)

performance reviews for,
160, 177, 180, 181,
182-186, 188-189, 220,
221, 293-294

professional development
and continuing education
for, 184 (see also Training
programs)

professional management via,

10-11, 33, 236

psychometric profiling of,
167, 168

reference checks for, 161,
167, 169

retention of, 189—190, 192,
206

revenue drivers among,
55-56, 58, 158, 201, 202,
216

rewarding, for vision and
goal adherence, 51-52

screening or interview
process for, 161, 165-166

strategy and plan for role of,
38

succession planning via, 6,
38, 49, 206, 213, 279,
281, 289-294

top-performing firms
harnessing, 13, 15, 158,
161-162, 165, 171-172,
177-181, 188, 193

training programs for, 1560.
171-175, 235-254

value of, 6, 9, 157-1¢0

vision and goals
communicated] to, 49-50,
51-52,16¢, 171, 173,
187

vision'und goals influencing
decisions on, 158, 194,
197, 215

Incentives. See Bonuses and
incentives
Income statements, 71-75
Indirect expenses:
business blueprint detailing,
57,59, 65, 72, 73
owner compensation
consideration of, 227
Industry:
consolidation of, 5, 88
future of, 4, 6
industry-specific
organizations, 164,
283-284, 293
regulation of, 4, 282, 293
standards and benchmarks
of, 58, 60, 61, 72, 150,
177, 185, 197, 202-203,
225, 228, 273
state of, 3—4, 281-282
trends in, 6-11, 293

Institutionalization, operational,
8-9, 33, 34, 235-241

Investment Management
Consultants Association,

293

Job descriptions, 158-159,
163, 177-21960, 182,
187, 188

Job postings, 163-165

Key performance indicators

(KPIs), 75, 78

Letters of intent, 284, 285

Life cycle. See Business life
cycle

Littlechiid, Julie, 238

Madoif, Bernie, 3
Mailed communications:
business development, 118,
120, 121, 122-123, 125,
135, 246-248, 251, 255,
256
client management,
258-259
Marketing. See Business
development
Marketing plan:
business development via,
88, 89-90, 94, 115-126
challenges of, 115-116
client and center-of-influence
events in, 119, 121,
123-124, 125
communication schedule in,
120
customized, 117-119
key to successful, 116-117
marketing strategies in,
120-124
media usage in, 124, 125
one-on-one contact in, 1,
120, 121, 122, 125
sales vs. marketing, 118
simplicity of, 116
specialized, 119
sustainability of, 117
systematized, 116-117, 118,
119, 124, 126
time allocated to marketing
in, 119, 122, 126
types of marketing in, 1-119
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Marketing plan (contd)
visibility from, building
credibility, 119-2120
written materials in, 118,
119, 121, 122-123, 125
Market volatility, 3, 4, 74
Media:
business development via,
124, 125
human capital recruiting via,
164
Mergers and acquisitions. See
also Sale of firm
growth and value building
via, 5, 6, 33, 63, 71, 88,
94
value realization via, 115,
279-280, 281, 283-288
Mission. See Vision and goals
Monetary issues. See Economic
issues; Financial
performance; Pricing;
Revenue

Names, business, 107

National Association of
Personal Financial
Advisors, 293

New-client process, 255-260

Newsletters, 118, 120, 121,
122-123, 135

Niche market development,
97-98, 100-101

Nondisclosure agreements, 1G9

On-boarding and oti¢nwation,
21940, 171, 173
Operating profit. See also
Financial performance
benchmarking, 80-81
business blueprint detailing,
57-59, 65, 72,73, 74
owner compensation
consideration of, 227
Operations optimization:
benchmarking for, 241-243
business life cycle changes in,
28-35
business strategy and vision
alignment in, 235
client-facing processes for, 8,
245-261
client model for, 263-275
complacency costs in, 242

essential discipline of, 27
human capital importance
in, 235-236, 241-242,
272-273
institutionalization of
business as, 8-9, 33, 34,
235-241
investment in infrastructure
for, 8
operating models drive
delivery in, 233-235
outsourcing as, 10, 15, 18,
79, 82
process in, 8, 234, 236-237,
240, 243, 245-261
professional management in,
236
scalability for, 240-241
standardization for, 239-240
systematization for, 240
technology in, 15, 18, 69,
71,78, 80-82, 88,
237-238, 251, 252, 255
257, 268
top-performing firns i3,
15, 18
training imn.cting, 235-236
Opportunity cost, 274-275
Organizitional structure,
54-45, 61, 63, 158,
21970-191
Ousourcing, 10, 15, 18, 79,
82
Overhead. See Indirect expenses
Owners. See also Human capital
activity focus of, 62, 64
business blueprints detailing
goals of, 61-62, 64
client focus of, 62
compensation of, 13, 14, 17,
57-59, 62, 64-65, 67, 71,
72-74, 223-229
equity issues of, 70-71, 204,
205-208, 226, 289-294
human capital decision
involvement of, 158, 161,
173, 175, 182183,
185-186, 187, 194-195,
203-208
operational issues impacting,
233, 234-235
professional management for,
10-11, 33, 236
time off for, 62, 64, 225

value building and
realization for/by (see
Value building and

realization)

Pay. See Compensation
Performance, financial. See
Financial performance
Performance reviews, 160, 177,
180, 181, 182-186,
188-189, 220, 221,
293-294
Personnel. See Human capital
Pomering, Rebecca, Practice
Made (More) Perfect, 69
Practice Made (More) Perfect
(Tibergien & Pomering),
69
Practice rnanagement:
business development in (see
Business development)
business strategy and
planning in (see Business
strategy and planning)
clients in (see Clients)
human capital in (see Human
capital)
operations optimization in
(see Operations
optimization)
value building and
realization in (see Value
building and realization)
Pricing. See also Financial
performance
benchmarking, 80-81,
82-83
business blueprint detailing,
42, 55, 56, 57, 60-61, 65
business strategy and
planning for, 8, 15, 16,
17, 21, 24, 42, 55, 56,
57, 60-61, 65, 80-81,
82-83
top-performing firms’, 15,
16, 17, 21
transitioning clients based on
changes in, 273-274
Principals or partners. See
Owners
Professional management,
10-11, 33, 236
Profitability. See Financial
performance
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Profit and loss statements,
71-75

Profit sharing, 205, 216, 226,
228

Psychometric profiling, 167,
168

Purchase agreements, 285, 294

Rainmaking. See Business
development
Reference checks, 161, 167,
169
Referrals:
appreciation and
acknowledgment of, 91,
119, 127, 129, 140-141,
144-145, 146, 295
best-practice ideas for,
146-147
categorizing sources of,
147-148
client and center-of-influence
events generating, 125,
131-132, 135, 136,
146-147
client-facing processes
including, 251, 256
client feedback leading to,
152
compensation tied to, 198,
204, 211-213, 216, 217
enhancement of and
planning response to,
141-142, 145
fear of asking for, 91,135
follow-up from, 119,127,
129, 140-141, 143-146
growth and business
development via, 7, 18,
32, 90-92, 99, 103, 119,
119, 120, 123, 124, 125,
127-137, 139-148, 152,
198, 204, 211-213, 216,
217, 251, 256, 269, 273,
282, 295
human capital recruiting via,
165
initial meeting after,
142-143
marketing plan for
developing, 119, 120,
123, 125
methods of requesting, 130,
131-132

professional, 18, 90-92, 120,
133-137, 21920144,
147-148, 273, 282

service delivery model based
on, 269

strategic alliance
development for, 119,
124, 125, 133-137,
140144, 256

systematic referral
management process, 92,
119, 127, 129, 130, 131,
133, 137, 139-148

target client and niche
market development via,
99, 103

top-performing firm business
development via, 18,
90-91, 127-135

tracking and monitoring,
146

transitioning clients via,

273

Regulatory compliance; 4. 282,

293

Retained earnings, 71 /4, 226,

227, 228

Revenue. See a/s» Financial

petfarmance

benchiziarking, 8, 61, 75,
77-83

Lusiness blueprint detailing,
55-65, 71-75

business life cycle stage
reflecting, 28-35

client-base analysis based on,
264-267, 269-271, 274

compensation tied to, 62,
79, 195, 198, 201, 202,
216, 217, 219

financial management of, 8,
28, 43, 67-75

financial statements on,
69-75

growth of, 9, 10, 31-32,
55-56, 63

outsourcing impacting, 10

revenue drivers, 55-56, 58,
158, 201, 202, 216

revenue mix, 55

revenue model, 55, 64

sale of firm based on, 11, 67
(see also Value building
and realization)

top line measures of, 67-68

top-performing firms’,
13-15, 16-17, 18, 19-20,
21, 92-93, 158

vision and goals for, 37,
41-43, 47, 52, 64-65

Rising Tyde Advisors, case

study, 63-65

Salary. See Compensation
Sale of firm:
agreements on, 285-280,
294
finalizing transaction for,
287-288
funding or financing options
for, 26¢-288, 291
mergess and acquisitions as
1aeraod of, 117, 279-280,
231, 283-288
other firms’, growth-related
acquisition of, 5, 6, 33,
63,71, 88, 94
process of, 283-284
succession planning for, 6,
38, 49, 206, 213, 279,
281, 289-294
valuation for, 11, 284, 293
value building and
realization for, 6, 11, 38,
49, 67, 115-116, 206,
213, 269, 279-280, 281,
283-288, 289-294
Sales function, 9, 118, 152.
See also Business
development
Service delivery model,
267-268, 269-270
Sinek, Simon, Szart with Why:
How Great Leaders Inspire
LEveryone to Take Action, 45
Staff. See Human capital
Start with Why: How Great
Leaders Inspire Everyone to
Take Action (Sinek), 45
Stock compensation:
equity via, 204, 205-208
incentive stock options as,
204, 206-207
nonqualified stock options
as, 206
performance shares as, 207
phantom stock as, 207
reasons for, 206
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Stock compensation (contd)
restricted stock as, 207
stock appreciation rights as,
207

stock options as, 204,
206-207

stock purchase plans as, 207

Succession planning:
benefits of, 289-291
business strategy and

planning for, 38, 49,
292-293
compensation tied to, 206,
213, 291, 292, 293-294
cross-purchase agreements in,
294
execution of, 292-294
finding a successor,

291-292
value realization via, 6, 279,
281, 289-294
Surveys, client, 94, 149-153,
185, 238

SWOT (strengths, weaknesses,
opportunities, threats)

analysis, 28, 39, 40—41

Target clients, 9-10, 18, 79,
89-90, 93-94, 97-103,
107, 136
Technology:
benchmarking, 78, 80-82
client relationship
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