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Positioning: The Transition from Thought to Action

by Michael F. Kay, CFP®

From the Editor: This article constitutes Chapter 8 of Kay’s new book, The
Business of Life: An “Inside-Out” Approach to Building a More Successful
Practice (Sunnyvale, CA: AdvisorPress, 2010). In chapters 1 thru 7, he ex-
plains what "Financial Life Planning” is (a concept that is not foreign to read-
ers of this journal), and makes a strong case that this approach is far supe-
rior to traditional financial planning. He also describes a process individual
aavisers can follow to further understand Financial Life Planning, understand
themselves, determine if there is a match, and then envision what succeed-

ing at it would be like.

"One important key to success is
self-confidence. An important key
to self-confidence is preparation.”

~ Arthur Ashe

My hope is that right now your brain is
crackling and sizzling with the vivid
vision of your life, your practice and
your dreams. You've gone through all
the thought exercises; you've as-
sessed, decided and created your vi-
sion. Now it's time to move from
thought to action. This next step is
called Positioning because it puts you
in the position to actually change your
life, your business and your relation-
ships with clients.

There are three main categories of
positioning: positioning yourself, your
business and your clients. The order in
which we will discuss these points,
and the order in which you approach
them, is important. I believe that one
needs to work internally first, making
whatever personal modifications or
changes are necessary. This prepares
you to work on your business and
then ultimately with, and for, your cli-
ents. Therefore, we will begin with a
discussion of personal needs in posi-
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tioning, then discuss aspects of your
business that require review and per-
haps alterations. Finally, we'll focus on
positioning with clients, both existing
and new, for the purpose of introduc-
ing them to your new business model.

Positioning Yourself

As Arthur Ashe said, it takes confi-
dence and preparation to experience
success. Preparation includes the ac-
quisition of necessary competencies,
which in turn increase your confi-
dence. What are the competencies
that you must acquire? Dick Zalack,
entrepreneur, coach and founder of
Focus Four®, called the essential com-
petencies KASH: Knowledge, Attitude,
Skills and Habits. Does your current
level of KASH match the requirements
of your new practice? In most cases
your level of KASH may be appropriate
for what you are doing, but as you
grow and change there will be gaps
between where you are and where
you want to be. It's important to know
what you know, and even more im-
portant to know what you don know.
Therefore, an assessment and learn-
ing process is required.

The idea of KASH can be applied to all
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areas of one’s life. For example, let's
say you wish to learn to play tennis.
Perhaps in your younger days, you
batted the ball around the court with
reckless, sweaty abandon. Here you
are, a few years older, having put the
racquet in the closet for all these
years. What will it take to be a decent
player today? What knowledge, atti-
tude, skills and habits must you
adopt?

e Take tennis lessons. (Knowledge)

e Remain open to learning new
skills. (Attitude)

e Practice what you learn during les-
sons, such as becoming proficient
at serving consistently. (Skills)

¢ Begin and end with lots of stretch-
ing. (Habits)

The same is true for shifting into your
new model. What Knowledge, Atti-
tudes, Skills or Habits do you need to
change or acquire in order to be posi-
tioned to offer Financial Life Planning
to your clients? What personal habits,
skills and knowledge do you need to
make your vision a reality? Is your
attitude appropriate to fulfill your vi-
sion? Let’s look at these KASH catego-
ries and how they relate to the
changes you want to make in your
personal life, your business and your
work as a financial advisor.

Knowledge

Acquiring knowledge provides the first
level in building confidence. How do
you feel when you Anow you know
something? You feel powerful and ca-
pable! That's exactly where I want
you to be. I recall the many questions
that swirled through my mind as I was
in the positioning process. What don't
I know? What attitude will help me
get where I need to go? How do I get
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there? Where do I get this informa-
tion? As part of my own positioning
process, I realized that I needed to
understand the principles and tools of
Financial Life Planning and how to ap-
ply them consistently and meaning-
fully. I needed to learn how to inte-
grate Life Planning with traditional Fi-
nancial Planning to turn the process
into a synergistic whole. I wanted to
learn about the community of Life
Planners and what they were doing; I
needed to find the knowledge sources.
Who created Financial Life Planning?
Who is teaching it? Who has a plat-
form most appropriate for my style
and my needs? While unearthing
these missing chunks of knowledge, I
realized that I also needed to be famil-
iar with the abundance of resources
out there, such as books and work-
shops. Ultimately, I would need to ex-
perience these tools first hand in order
to get a taste of what my clients
would be experiencing.

To obtain this knowledge, I had to be
willing to invest the time and financial
resources necessary to experience Life
Planning and be educated about how
to practice it. I spoke with other advi-
sors and listened to what they were
doing. I soon discovered many path-
ways to the same goal; the key was to
pinpoint the methodologies that reso-
nated most deeply with my spirit and
mind. After a great deal of research, I
selected Money Quotient®, a non-
profit organization responsible for
many effective tools used by success-
ful Life Planners. My research culmi-
nated with attending the three-day
Money Quotient training, which gave
me a full experience of the life-
changing power of this methodology.
In addition to taking the M.Q. Funda-
mentals of Financial Life Planning
training, I attended George Kinder’s
two-Day Seven Stages of Money Ma-
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turity® workshop. The experience was
incredibly rich and meaningful for me
on a personal level and gave me addi-
tional insight into the power of Finan-
cial Life Planning.

As I hoped, these training sessions
opened my mind to the myriad
thoughts, feelings and opportunities
that can result from participating in
Life Planning exercises. Furthermore,
my participation in these workshops
enhanced my sensitivity and receptiv-
ity towards those who are apprehen-
sive about delving into their money
and life issues. I learned a great deal
during my journey through this phase.
One fact that remains clear is that
gaining knowledge doesnt end;
there’s always more, and that is won-
derful!

You may want to pause at this point
and make a list of the knowledge you
want to gain and how you could go
about acquiring it.

Attitude

Attitude is all about your mental ap-
proach. Your attitude directly influ-
ences how you see your personal and
professional self, and how you view
and relate to your clients, colleagues,
employees and business. Breaking it
down a bit further, attitude consists of
four basic elements: integrity, clarity,
consistency and a positive mental ap-
proach.

As a life planner, your own integrity is
vital to your personal, business and
clients’ success. This commitment is
so important that in our firm, our atti-
tude about Financial Life Planning is,
“It's not what we do, it's who we are.”
Life Planning initiates with who you
are and expands into every aspect of
your life and business. For example,
one of the fundamental goals of Fi-
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nancial Life Planning is living a life of
balance. Therefore, in order to have
integrity as a planner, you must be
actively pursuing your own goals of
life balance. How would you advise a
client to find life balance if you are
working eighty hour weeks, out of
shape and a personal mess? It's im-
portant that, as a planner, you are not
saying one thing and doing another.

Like integrity, clarity means knowing
beyond a doubt that you are moving
along your path with purpose. There’s
an end in mind. It's not fuzzy, it's de-
fined: you know what you're doing
and why you're doing it. Clarity re-
garding your goals, vision, and pur-
pose assists you in staying focused on
these goals and therefore able to
make good decisions. Clarity is like
walking into a dark room and turning
on the lights; it minimizes the chance
of tripping over the furniture!

Consistency is another aspect of atti-
tude that supports your integrity and
success. When you decide to be a Fi-
nancial Life Planner, it cannot be part
time. In order to be successful, you
and your staff must be consistent.
This means that everyone under-
stands what is expected, what their
roles are, and how they fit into the
bigger picture. This consistency as-
sures that your clients will have posi-
tive interactions with everyone on
your team. It allows clients to feel at
ease as you are building your relation-
ship. Bottom line: in order to generate
consistency with your staff and clients,
you must display it yourself.

Personally I found this to be a surpris-
ing challenge, even with the full un-
derstanding of its positive impact.
When I looked at my own behavior, I
found that the one thing I had a hard
time doing consistently was staying
organized and focused. Each day be-
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gan with the mini crisis of facing my
desk and the chaotic mess that in-
variably covered it. I was great at be-
ing consistently disorganized; I
needed to make a shift in the other
direction. Every evening before leav-
ing the office, I began clearing off my
desk. I put a sticky note on my com-
puter screen, reminding me to clean
the desk at the end of each day. After
two weeks, the note was unnecessary
as I greatly enjoyed the clarity that
came with a well-organized space first
thing in the morning. This small shift,
done consistently, made a great dif-
ference in my productivity and atti-
tude.

The last aspect of attitude concerns
having a positive mental approach.
Let’s face it, without this, the rest falls
apart under its own weight. When you
maintain a positive mental approach,
you are better able to bring the best
of yourself everyday with energy and
enthusiasm. You are able to concretize
your ability to improve your own life
and the lives of your co-workers and
clients. A great positive mental atti-
tude is like fuel. It's also infectious,
motivating not only you but also cli-
ents and staff. This attitude helps your
colleagues and staff feel important,
that they have purpose and are part
of something great. It keeps the bar
high with expectation for continued
success. So much can be accom-
plished by maintaining this great atti-
tude; tasks seem easier and obstacles
less daunting. You can recognize the
success around you and show grati-
tude in a meaningful and open way,
resulting in increased confidence
within yourself and in those around
you. How could one possibly succeed
without it? Like everyone else, in or-
der to become an effective advisor, I
too needed to examine my own life to
see where I could improve my atti-
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tude. There couldn’t be any discon-
nect between what I teach and how I
live. I scrutinized the areas of my life
— financial, personal, health, spiritual-
ity, community, and so on — to make
sure I was living according to my val-
ues and integrity. I was happy to see
that in most areas I was right on
track. There was, however, one glar-
ing exception. What screamed at me
was the fact that I was totally out of
shape and overweight from a lifetime
of sedentary living, lack of exercise,
too much work, and lack of balance
and self-respect. This had to stop!

My first step was to envision a
healthy, active, balanced life. Then I
researched the many resources out
there and created a plan that most
resonated for me. It wasn't always
easy to stick to, but I had made my
decision. Remaining overweight and
out of shape was not an option. I
found the support I needed but most
of all, my attitude was the glue that
kept it all together. The results were a
total change in my life, which resulted
in losing over eighty pounds. While
not perfect, my health and body are
vastly improved, my stamina and en-
ergy are supercharged and my self-
vision is reborn. Exercise and healthy
eating are now habits that create
more balance in my life. Even though
these changes were very personal, my
staff, partners and clients have all
benefited from the increase in energy
and self-confidence brought about by
my ongoing health regime. It wasn't
easy, but it's definitely worth it. Let’s
face it—we are all works in progress.
Right attitude is the fuel that will sup-
port your efforts every step of the
way.

Skills
Financial Life Planning requires a vari-
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ety of skill sets that might seem obvi-
ous but still warrant discussion. A few
of the skills especially helpful in the
positioning process are:

1. Being an empathetic and en-
gaged listener

2. Helping clients work with, and
through, the appropriate exer-
cises and tools

3. Helping clients overcome obsta-
cles by offering options and pro-
viding advice or referrals to
those in a better position to help

4. Seeing the big picture and ab-
sorbing the details while remain-
ing focused on the essential is-
sues

a. One needs to be able to
ferret out the items that
are not essential and focus
on those that will aid the
client in attaining their
goals and dreams.

b. Being a good planner
means to be able to under-
stand the numbers and the
impact of what they mean,
framed by the dlient’s
unique goals.

5. Remaining objective and non-
judgmental

6. Communicating effectively

a. Saying it like it is, not nec-
essarily how the dlient
would like to see it

b. Knowing when and how to
announce the elephant in
the room

¢. Knowing what is needed at
the right time: sometimes,
it is silence; sometimes it is
not
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7. Delegating

a. Knowing the outcome you
desire, deciding who is best
to handle the function, and
that ensuring it gets done

8. Managing time effectively

We will discuss many of these items in
future chapters. For now, ask yourself
which of these or other skills you
would benefit from enhancing.

Habits

A tourist walks up to a guy on the
streets of New York City and asks,
“How do I get to Carnegie Hall?”
Without batting an eye, the New
Yorker says, “Practice!” Well folks,
that’s what building a skill is all about:
practice with the intent of creating
great habits. We all have habits—
some good, some perhaps a little
frayed around the edges—but we all
have them, from brushing our teeth in
the morning to our bedtime rituals.
The goal is to take the knowledge,
skills and attitudes we've been talking
about and turn them into habits—
behavior patterns that are performed
regularly. Some habits that are par-
ticularly important for Financial Life
Planning are:

1. Your ability to maintain your fo-
cus on the task at hand

a. For example, by delineating
the steps necessary to be
fully engaged in client
meetings.

2. Maintaining consistency and clar-
ity in your processes

a. For example, in preparing
for client meetings, I con-
sistently review the client’s
file before meetings. I also
make sure to spend a few
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minutes in silence to clear
my head and become men-
tally prepared to bring the
best of myself to each
meeting.

3. Being open and non-judgmental

4. Listening empathetically and ob-
jectively

5. Returning client phone calls
within twenty-four hours

6. Acknowledging jobs well done by
colleagues, staff and clients

7. Taking care of your staff

a. For example, through
meetings, activities, holiday
parties, trainings; by allow-
ing each individual to ex-
press themselves fully; and
by providing a consistent
framework for them to
work within.

8. Staying vigilant

a. We all need to be con-
stantly aware of opportuni-
ties, new knowledge, po-
tential changes, or better
methodologies or proc-
esses.

9. Constantly learning and raising
the bar for yourself and others in
your practice

a. Yesterday’s knowledge is
not enough. Keep learning!
We need to continue to
“bring it” to our lives, busi-
nesses and clients every
day.

10. Maintaining gratitude and re-
spect for oneself and others

11. Self care: maintaining health and
balance

Positioning yourself is a big task, but
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one that should be joyful and mean-
ingful in many ways. After reading this
section of the book, do you have an
idea of what your current level of
KASH is, and what you would like it to
be? Address these points before mov-
ing on. This will bring you the confi-
dence you need to position your busi-
ness.

Positioning Your Business

Now that you have positioned yourself
in terms of your KASH, it is time to
think about what changes need to oc-
cur in your business to allow you to
bring Financial Life Planning to your
clients. Considering all you have done
already, this is a relatively simple step.
It's not like you are transitioning from
being financial planner to becoming a
florist. This is the time to ensure that
the foundation of your business is
strong and sound.

Once again, clarity and consistency
play an important role in the position-
ing process. For example, are your
office processes and procedures
documented and accurate? While this
task might feel mundane, the benefits
of having your structure, processes,
and “how-to’s” well thought out and in
place will greatly add to your confi-
dence and effectiveness.

In addition to increasing efficiency,
clarity and consistency are vital in es-
tablishing and maintaining client rela-
tionships. For one thing, they help to
build trust. Clients want and deserve a
safe and stable environment in which
to work with their advisors—after all,
we are talking about nothing less than
their money, their dreams and their
future. You can demonstrate consis-
tency in many ways, both large and
small.

I remember several years ago, sitting
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in @ car dealership waiting for service
on my car. The guy next to me
growled, “They used to serve coffee
here in nice mugs and have nice pas-
tries. Now they give you these lousy
Styrofoam cups and crappy stale
cookies. No wonder, their service has
gone downhill, too!” I took his com-
ments to heart. Any change that cli-
ents perceive as negative—regarding
either your coffee or your financial
acumen—can have a carryover effect
on their confidence in you and your
practice. Such changes can be upset-
ting, confusing and distracting.

Through consistent behavior, you can
give your clients what they expect and
even exceed their expectations. In-
stead of putting out fires, you can
revel in their delight.

The easiest way to achieve consis-
tency is to clarify your processes. This
means taking each process and detail-
ing each step, sharing the process
with your team, and then making sure
it is followed rigorously. In my prac-
tice, we've standardized and docu-
mented the processes for everything
from how our phones are answered to
walking the client to the door at the
end of a meeting. Consistency cuts
down on unwanted surprises and sys-
tem failures and creates an atmos-
phere of comfort and stability for the
client.

This clarity and consistency also bene-
fits your staff. Staff members thrive
when they understand what they are
expected to do. Furthermore, it allows
them to address unexpected situa-
tions, which invariably will happen,
with grace and wisdom, in a consis-
tent and reliable manner. Finally,
training new staff is simpler when
your procedures are thoroughly and
clearly codified. Standardizing and
documenting your office procedures is
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one way to position your business in
order to integrate your new Financial
Life Planning business model. In addi-
tion, you may also want to review
these aspects of your business to see
if they need modification:

e Articulate your mission statement
in alignment with your philosophy.

e Redesign your website and mar-
keting materials to reflect what
you do and who you are.

e Meet with employees, colleagues
and any other stakeholders. Be
sure that they are on-board with
the changes. When your entire
team is following the same game
plan, your operation will be cohe-
sive and consistent, and you'll
have created a platform for excel-
lent communication, discussion
and growth.

e Review the level of training and
preparation necessary for each
member of your staff. Ensure that
everyone on your team is in the
appropriate role and has the re-
quired training and skills. (For ex-
ample, all advisors on our staff
have attended the M.Q. Training,
and many have attended the
Kinder Training as well.)

e Establish a process for determining
if new and existing clients are a
good fit for your practice (see next
chapter for more details).

e Ensure that your office environ-
ment reflects your vision.

¢ Incorporate life-planning elements
into your meeting agendas.

Once you have addressed these
points, I predict you will feel much
more confident in your business
model. You will know that your sys-
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tems are sound, appropriate and well
thought out. Of course, there will be
more adjustments to make as you
navigate these changes, but you will
be much better prepared to deal with
them.

Having prepared yourself and your
business, you are now ready to open
the doors and welcome your clients
into your new and improved practice.

Positioning Your Clients

"Do you just bring Life Planning to
new clients and leave existing clients
under the old method?” This is one of
the most common questions I am
asked when speaking to planners
about incorporating Life Planning into
their practice. My response is always
the same: “Why would I offer these
opportunities only to new clients?
Don't existing clients deserve my best
services, too?”

I understand my colleagues’ concern.
They don’t want their current clients
to feel that they are moving in differ-
ent directions. They're afraid they will
undermine their clients’ confidence in
them. Basically, they're afraid it will
look like they did a less than perfect
job getting to know their clients from
the beginning. I get it. I've been
there. It's true that some clients may
not be interested in changing the rela-
tionship. The point of positioning your
clients is to determine which clients,
both existing and new, are a good fit
for your new business model and what
you'll do if they aren't.

Before meeting with any clients, take
some time to envision your target or
ideal client. You may be surprised at
how your target client is different now
that you are incorporating Financial
Life Planning. Consider the following:

1. Picture the clients you wish to
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work with and those you do not.

2. Determine the ideal characteris-
tics of clients who fit into your
new model.

3. Think of clients who might not
react well to your change.

4. Can you understand why they
might not react well? Can you
imagine that some people will be
resistant to opening themselves
up to you?

5. If your answer to item 4 is “Yes,”
what actions you can take to
help them make the transition to
your new model—or how can
you make the “letting go” proc-
ess easier for them and for you?

The truth is, not everyone will em-
brace your ideas with your level of
excitement. Some people are more
open to change than others, and
that’s just the way it is. Every business
is different, so determining your ideal
client will help you begin to under-
stand which of your current clients are
a good fit and how to deal with the
ones who are not.

Another aspect of client positioning is
to consider the financial ramifications.
Implementing life-planning means
spending additional time with clients
and in the planning process. Some of
our clients with the financial resources
to pay for our services didn't have the
time or interest necessary to invest in
this process. Other clients who were
very excited about the process would
have a harder time affording our fees.
We had always included a certain per-
centage of pro bono cases in our firm,
and we adapted our business plan to
these realities.

There is no blueprint for every situa-
tion. You will have to figure out for
yourself what will work for you on a
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case-by-case method. You may imag-
ine how clients will react to the
change. You may feel some fear of
losing clients or revenue. The key,
once again, is clarity. If you're clear,
you can more easily accept where
your clients are coming from and deal
with them honestly, kindly and re-
spectfully. If you know why you are
doing what you are doing, it makes it
easier to accept that some clients just
will not be right for your process or
your practice.

When I made the shift in my own
business, I was keenly aware that not
all of my clients would be a good fit
for Life Planning. Still, T was very at-
tached to some of these clients, for
emotional and financial reasons. Some
were people I'd had relationships with
for many years whom I knew wouldn't
engage with the Life Planning exer-
cises. A few clients looked at the
Kinder questions and wouldn't even
answer them. Some of them were in
survival mode, some were cynical and
others just wouldn’t engage. My asso-
ciates and I all dealt with clients who
said things like “Don’t talk to me
about this stuff; just manage my in-
vestments.” We tried to introduce
them gently and remain non-
judgmental to their responses. Over
time, we gained clarity about how to
deal with each case. We decided to
remain flexible. Even now, I don't
have life plans for every single one of
my clients, and I'm still able to offer
them excellent financial planning ad-
vice. For other clients, it made more
sense to help them transfer to an af-
filiated firm that was more than grate-
ful for the business. In the same way
that some clients were obviously a
great fit for our new model, other cli-
ents very obviously were not. The
shift in our practice actually gave us
the opportunity to do some much
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needed house cleaning.

In assessing our new business model,
my colleagues and I agreed that mu-
tual respect was an essential compo-
nent of a healthy working relationship.
Therefore, if a client displayed behav-
iors that were inconsistent with that
base line, we would release them from
our practice. Here are some of the
behaviors we decided we would no
longer accept from clients:

e Abusive behavior: any client who
is verbally abusive to an advisor or
a staff person

e Disrespect for time: any client who
frequently cancels appointments at
the last minute without a reason-
able excuse, or does not return
phone calls or emails

e Disrespect for advice: any client
who seeks our advice and consis-
tently disregards that advice, even
after realizing poor results

e Disregard for professional services:
any client who provides poor in-
formation without regard for our
time and effort and is unwilling to
pay a reasonable fee for extra
work

Making the necessary decisions about
whom you will serve is not always
easy. That being said, it is essential
for your success, as well as your cli-
ents’. It is perfectly acceptable to ac-
knowledge that you have a limited
amount of time and resources avail-
able and you have the right and obli-
gation to work with those who fit best
with your practice, staff and values. I
don’t want you to panic that on the
day you decide to change your prac-
tice, you are going to immediately
dismiss this group of non-aligning cli-
ents. It's a process and it takes time,
consideration and proper positioning.
It may sound scary, but as you move
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into the process you will find ease and
confidence because you are conduct-
ing your practice the right way, for the
right reasons.

Now that you have prepared yourself,
it's time to present your existing cli-
ents with the changes in your practice.
Here is a checklist to guide you
through the process.

1. Send an announcement of the
changes you're making to the
practice. Invite clients to come in
for a meeting.

2. If the client does not respond to
the announcement, call them di-
rectly. Be prepared to explain
why you have made changes
and how excited you are to
share this information with them.

3. Set up the meeting. At the meet-
ing, introduce the reasons be-
hind the changes.

4. Discuss any fee changes if you
have decided to change your fee
structure.

5. Introduce a Life Planning exer-
cise and have clients practice it.

6. After they have experienced an
exercise (or two), prepare to lis-
ten empathetically. Ask ques-
tions that clarify their comments,
without judgment. For example,
the question we typically ask af-
ter an exercise is, "How was that
for you?” Be prepared to learn
more about your client than you
thought possible.

7. During the meeting, be mindful
of your clients’ body language.
What are they telling you with
their posture, their arm and
body position? Are they positive
and open or distant and re-
served?
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8. Notice and observe your own
body language.

9. Notice how your clients respond
to the questions. Are they defen-
sive or are they forthcoming?
How well do they engage in con-
versation? Are they trusting, or
do they seem secretive and
closed? If you are seeing, feeling
and hearing resistance, I sug-
gest you “announce the ele-
phant” by simply asking, "It
seems you are experiencing
some resistance or difficulty.
Would you care to talk about it?”
If the client is shut down and re-
fuses to go forward, then you
must determine how much effort
you wish to devote, or if other
options are more appropriate,
such as trying to re-engage at
another time.

Observe your own responses. There
needs to be mindfulness on all sides.
Are your responses well thought out?
Is the focus remaining on the client?
Are you asking more than telling, and
listening more than talking? As you
begin to meet with your existing cli-
ents and present your new process,
you will find that typically your clients
will fall into two broad categories:
those who love it immediately and
those who are resistant. The resistant
ones seem to fit into two sub-
categories: those who just need more
time to adjust and feel comfortable,
and those who will never be able or
willing to change their level of open-
ness with you. If you meet with resis-
tance initially, ask questions that allow
them to talk about their experience.
For example, we ask, “"How was that
for you? What did you get from that
exercise?” Reiterate your reasons for
change, and explain why this process
is in their best interest. Then try again
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at your next meeting. If the resistance
continues, you may need to communi-
cate your beliefs more clearly and of-
fer the choice to migrate to another
planner and firm.

When both advisor and client are
committed to the process, Life Plan-
ning is a hugely enjoyable, energizing,
and fulfilling experience for both par-
ties. However, those clients who kick
and scream through the whole proc-
ess will only be an energy and re-
source drain for you and your staff.
The point of incorporating Financial
Life Planning into your practice is to
know your clients so well that you can
build a plan that truly resonates with
their values, dreams and goals. If the
client is not willing to divulge enough
information to allow you to know
them, then how can you do effective
and meaningful planning?

The question then becomes: should
you be working with those who are
not aligned or who are unwilling to
provide that access? In my business,
we have determined that we generally
will not. This was a difficult leap of
faith at first. The fear arose, What if
everyoneis resistant? There will be no
business! We soon discovered that,
although understandable, we were
just feeling the irrational fear of the
unknown. We took the plunge with
the confidence and excitement gener-
ated from proper positioning, and the
transition for both our staff and clients
was therefore surprisingly smooth.

In the next chapter, I will discuss the
process for bringing new clients into
your practice. Now, let's recap for a
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moment. At this point, you have envi-
sioned your preferred future and cre-
ated action steps to move yourself
and your practice from thought to ac-
tion. You have examined your skill
sets and weaknesses and assessed
the knowledge and skills that you
need to acquire. You have examined
your personal integrity to ensure that
you are moving in a direction that is
harmonious with your values. You
have spoken with associates and col-
leagues about the shift in your busi-
ness. You have ensured that your staff
training, foundational systems and
infrastructure are effective and in
alignment with your new practices.
Your website and marketing materials
reflect who you are and what you do
with clarity. You have made wonderful
and meaningful progress!

Here you are, confident and in posi-
tion to change your approach to fi-
nancial planning in ways that benefit
you, your team, and your clients. You
have looked inside and prepared your-
self and your business for change.
Now it is time to manifest these
changes and share your new improved
practice with the world. Success, as
defined by you, awaits. Allow me to
reframe. Success is certainly here,
right now! You have made enormous
progress and have done a vast
amount of great work to get here. Can
you take a moment or two to cele-
brate your many wonderful successes
in navigating the trail thus far? Please
do! I highly recommend a whole lot of
savoring and celebrating; you deserve
it.
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There are two types of legacy: the one
we live everyday (our Living Legacy)
and the one we will eventually leave
(our Leaving Legacy.) Therefore, every-
one is constantly in the process of creat-
ing his or her legacy. With skilled guid-
ance and facilitation, it is my experience
that the Individual and/or Family Legacy
process unfolds in an orderly fashion
which assures congruence with the Liv-
ing and Leaving Legacies.

I call this process the Pathway of
Awareness. It represents the journey
people follow in the Legacy Creation
Process.

Here are the components of the Path-
way of Awareness:

The journey begins at a place called
Connection.

Connection is a basic need of a// people
— men and women, younger and older.
In the book, From Effectiveness to
Greatness, Stephen Covey cites a study
conducted at the Dartmouth Medical
School in which neuroscientists actually
prove that the human brain is hard-
wired for connection. In other words,
rather than simply a matter of choice, it
is a physiological function or need for
each of us to connect with other people.
The choice we are given is how open or
vulnerable we are willing to be com-
pared to how closed or withdrawn we
are.

For people to create meaningful lega-
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cies, they must first choose to connect :

e Within ourselves so that we are
“comfortable in our own skin”;

e Then with our core life values and
beliefs;

e With our life purpose and passion;
e With others.

How is this done? How do we identify
core life values and beliefs; how do we
find our purpose and our passion?

While there may be others, the Purpose-
ful Planning System (with which T am
most familiar) offers a process to do just
that. Through a series of carefully cho-
sen exercises and questions, this inter-
active process is designed for individu-
als, couples and families to discover
who we are, what is most important
about life to us and how it is we want to
make a positive difference in this world.

It is intentionally designed to lead to a
deeper connection within ourselves and
then naturally extends the opportunity
to connect with others most important
in our lives. (These can be individuals
or groups of people and may include our
family of origin through the family of
humankind.)

Once people are grounded through
Connection, we find our Voice and the
courage to speak it. We feel where our
energy naturally flows and are excited
to act on what is clearly most important
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