
ONE WAY FOR FINANCIAL ADVISERS TO

appeal to high-net-worth clients is to
market technical, advanced topics such
as 412(i) defined benefit plans or cap-
tive insurance companies. While it’s one
thing to know about such advanced top-
ics, it’s another to sell yourself as an

expert in them. Certainly you have to
know your subject in great detail. But
it’s just as important to be perceived as an
expert by current and potential clients,
as well as by other advisers. 

How do you go about convincing
others, though, that you have the stuff?

Credibility is king in advanced markets,
and if you don’t already have it, you
need to build it. Plenty of life insurance
agents, accountants, and financial plan-
ners know more about advanced plan-
ning than many advisers with strings of
letters after their names. But a lack of
credentials will often cost them a new
client. Here’s how to show the world
you know what you’re talking about.

Add alphabets to your name. While I
don’t suggest going back to school for
three years to get a JD or two years for a
CPA or MBA, there are many relatively
short courses that you can take to earn a
CFP, CLU, CWPP, CIMC, or other des-
ignation. While it won’t be fun finding
time for classes, once you finish them
you’ll have those letters after your name
for as long as you practice. That means
that on every letterhead, return enve-
lope, and business card—as well as on
your Web site—you can show clients
and other advisers the magic letters. 

Do those letters make you a better
financial adviser? Not necessarily—
although hopefully you learned some-
thing in the classes. I know a few advis-
ers with alphabets after their names
who are not very bright; nor would I
trust them to help me with my clients.
Nonetheless, you will gain the appear-
ance of being an expert—and you can
leverage the appearance to sell bigger
and more advanced cases.

Become an author. If you know a tech-
nical subject really well, such as life
insurance, annuities, or estate or finan-
cial planning, then you may have the
material for a book without realizing it.
After all, a book doesn’t have to be a
330-page dissertation. It can be as short
as 30 concise pages and still impress
your clients. 

The key is being able to say that
you’re a published author. Self-publish-
ing is very inexpensive, and you would
be surprised at how easy it is to write
about topics that you have been han-
dling in your business for years.

If you don’t have the time or talent
to write a book of your own, you can
purchase a ghost book, which has been
written or pre-drafted by someone else.
Presumably you would know the sub-

You’re the Expert
Promoting your technical skills will show 
prospective high-net-worth clients that you know
what you’re talking about. By Roccy DeFrancesco

Client
the

www.Financial-Planning.com FINANCIAL PLANNING May 2005 115



ject matter that such books typically
cover—such as estate, financial, and
perhaps corporate issues, which most
small- and medium-size business cli-
ents want to learn about. 

Most financial advisers buy ghost
books simply for credibility, and I can
tell you from experience that having
your own book is a powerful marketing
tool—the best one that I have at my

disposal. I can’t count how many times a
month I tell clients, “I cover that topic
in my book.”

The cost of a ghost book can run
from $5,000 to $10,000. I strongly rec-
ommend that financial advisers who
purchase these books make sure that
they know and agree with the informa-
tion provided in them. To give out a
book that has your name on it without

knowing the material in it is disingenu-
ous. In addition, if the information in it
runs counter to your philosophy, then it
becomes potentially damaging to your
credibility. Moreover, if you were ever
found out, it would harm rather than
enhance your reputation with clients,
certainly not the intended effect

Give seminars. Seminars for current or
potential clients or for other advisers like
CPAs and attorneys should get you calls
from attendees who want your help on
the topics you’re discussing. I also rou-
tinely give seminars for organizations
that may not generate business leads but
will add luster to my CV. That builds
my credibility and ultimately could help
me sell myself to a client who is familiar
with the organization. (For more infor-
mation on how to run such seminars
effectively and profitably, see “A Cap-
tive Audience” on page 31). 

Write articles. While it’s not easy to get
articles published nationally, getting one
published in a local paper or news jour-
nal isn’t that hard Most local publica-
tions are starving for good information
on a variety of estate, financial planning,
or insurance topics. Advisers in my net-
work say that local editors appreciate
their efforts to reach out and educate
their readers.   

It’s both difficult and time-consum-
ing to acquire the trappings of expertise,
but I can tell you from experience it’s
worth it. There is nothing more satisfy-
ing than having clients or their CPA or
attorney look at you with that additional
bit of trust.

If you want to sell in the advanced
markets and work with higher-net-worth
clients, you have to differentiate your-
self from your local competition some-
how. And that means putting some time
and effort into marketing yourself. FP

Roccy DeFrancesco, JD, CWPP, is the cre-
ator of the Certified Wealth Preservation
Planner designation (www.thewpi.org or
(269) 469-0537). He is also president of
TriArc Advisors, a firm dedicated to edu-
cating advisers about advanced planning
techniques. For more information, go to
www.triarcadvisors.com or contact him at
roccy@triarcadvisors.com.
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