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Foreword

When 1 first met Ray Sclalani in the early part of this century, he was
leading the wholesaling team for Alliance Bernstein’s mutual funds.
He struck me as an earnest, caring, driven executive who was confi-
dent in his abilities but not naive enough to think he had all the tools
necessary to be truly great. In other words, he was a perfect student.

Since then, I have had hundreds of interactions with Ray both per-
sonally and in combination with the clients he has served. I was there
in the beginning as he started to frame out his business structure for
his new business, ClientWise. Since then, he has helped hundreds of
financial professionals transform the way they organize their practices
and consciously execute a plan.

1 was struck by his willingness to hear feedback with an open
attitude and his commitment to making decisions based on these ideas.
I found him to be one of the hardest-working people in this busi-
ness, who never settled for mediocrity and who never tolerated being
average. Interestingly, this is the basic tenet of his book, You’ve Been
Framed.

Ray is able to draw on his many years in business development,
management, and ownership to craft a compelling narrative for entre-
preneurs seeking to get to a new level of fulfillment with their firms.
I found his modular approach to helping advisors evaluate, address,
and resolve challenges to be especially thoughtful. It allows readers to
contemplate a question, then refer back to the relevant sections of the
book to process the optimal outcome.

The financial services profession is going through a profound
change. What has worked in the past will not work in the future.
Today’s economics, demographics, and regulatory environment intro-
duce a whole new set of challenges for the business. In my experience,
I find the profession divided into two camps: those who live in the past

and complain about the present and those who see the present as a
catalyst for the future.
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What Ray has done with this book is give structure to those who
wish to transform their business from a vehicle for generating income
to one that makes an impact on the lives of others. It is an important
addition to your business book library.

Mark C. Tibergien
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Introduction

his book is built on the following premise: Financial advising is a

noble profession. As a financial industry veteran of more than 25

years, 1 have been witness to the amazing work that advisors do
every day to help other people live satisfying, fulfilling, and successful
lives.

Financial professionals do meaningful work. They help their cli-
ents to design the lives they want to lead and then help them live to
the fullest, whether by guiding clients through the challenges of tran-
sitioning toward retirement, preparing for and selling a family-owned
business when there is no next generation to take it over, making ad-
justments to original plans because of a divorce, or sending a child to
the college of his or her choice. Financial professionals provide support
to clients taking care of unexpected health care costs with aging par-
ents and are there as clients work through the financial and maybe
even emotional implications of a spouse’s death. The most effective
financial advisors also speak to their clients about philanthropic giving,
endowment work, and setting up trusts, helping to create a positive
influence that radiates out into society.

I call it impact work. Why? Because when advisors do their jobs
well, not only does their work impact this generation, but it also car-
ries forward through multiple generations. If a financial advisor does a
great job with his or her client, that client’s children and grandchildren
will be better off because of that partnership, as will the charities and
endowments to which the client contributes. Society will be better off,
too, as advisors have helped clients maximize both their wealth and
their ability to pay that wealth forward.

Advisors themselves have an opportunity to create change by the
way in which they conduct their practices. As Dan Sullivan puts it,
financial advisors of the future will have the opportunity to “inno-
vate more and more fundamental solutions to economic, political, and
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@ KEY CONCEPT

Financial advising done at its best is impact work that allows the advisor to make a
positive difference in the life of the client, in the lives of the client’s heirs, and in all
of the diverse parts of society that that client's life touches.

social issues.”! T am reminded of one advisor client of my firm who
has found a way to start schools in Africa for girls and another who is
involved in an annual bicycle giveaway to underprivileged children.
Sullivan points to the example of an advisor who created a divorce
mediation program that could be used not only in financial services
but also in legal and counseling services. Whether on a small, medium,
or big scale, that’s true impact. It’s what our profession looks like at its
best and what it can be more and more as we move into the future.

GOOD VERSUS EVIL IN THE FINANCIAL INDUSTRY

The idea of the financial profession being noble sounds a lot like her-
esy if we rely only on what we see in the media. There, we don’t hear
about the positive side of the financial industry; we hear instead about
financial traders under criminal investigation, brokerage firms facing
fines, scammers using Ponzi schemes to cheat investors, and decent
Americans having their homes foreclosed on due to a mortgage indus-
try gone awry. We see the rawest side of the financial industry depicted
in films that showcase sex, drugs, and corruption (The Wolf of Wall Street
comes to mind); we may witness our neighbors shaking their heads at
the mention of the latest financial scandal among the big banks on the
evening news or their social-media feed; and we may hear our friends
and family complaining about the greed associated with the industry.
In reality, these portrayals represent only a small segment of the
financial profession, and they certainly don’t represent the typical fi-
nancial advisor. If you are a financial advisor, you know as I do that
the majority of individuals in our industry are principled, hardwork-
ing, and committed to serving others. They are taking client calls the
night before a holiday because they want to make sure their clients
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get the service they deserve. They are reading up on the tax code on
weekends to make sure they have the latest information for their
clients long before April 15 rolls around. They update their knowledge
of the capital markets frequently. They are curious about people, and
they are excellent listeners. They are dedicated to their clients” finan-
cial health and prosperity, and they are not counting their paychecks
as the media sometimes suggests.

While it’s true that being a financial advisor and being the founder
of a financial advisory firm have monetary benefits, the majority of
the financial professionals with whom I have had the honor of serving
and partnering are empathic, notable for their deep integrity, and com-
mitted to serving others. Throughout this book, you will read many of
their stories, which reveal the approach they are taking to help accel-
erate their own success and how they partner with clients. I have the
unique good fortune of occupying a front-row seat to observe the work
of the best in the business, and I will share what I've learned with you.

KEY CONCEPT

Despite media coverage of negative and scandalous financial industry stories, finan-
cial advisors are, by a wide margin, hardworking, principled, knowledgeable, and
generous individuals who are a credit to the industry and to their clients.

WHO THIS BOOK IS FOR

As you decide whether to purchase this book or whether to read deeper,
you may be wondering whether this book is for you, given that there
are so many different types of financial professionals out there. In fact,
this book is for financial advisors of any type—wirehouse, independent
broker-dealer, and registered investment advisors—who are interested
in enriching and/or expanding their teams, strengthening their client
relationships, and growing their practices.

In particular, if you are an advisor who knows you have something
valuable to offer your clients but you are asking yourself whether you
and your firm are doing an effective job of communicating that value,
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this book is for you. If you are a financial advisor who has found your-
self thinking about your professional brand lately and wondering if it is
developed enough to attract your ideal client, this book is also for you.
Maybe you have yet to define your own brand or specific value propo-
sition, but you do know that you’d like to grow your practice, and you
recognize that there is room for you to do a better job of marketing
your services. Or perhaps you've been pigeonholed by some of your
clients: They don’t understand the full breadth of services you offer,
and you're ready to break out of that narrow mold and create a brand
that is as big as you now are. If so, this book is for you.

This book is also for those advisors who want to be able to sell their
firm someday and who are seriously thinking about an exit strategy.
This book will help these advisors clarify their value proposition to
clients and learn to document that value, so others on the team can
replicate the unique capabilities and approach of their firm and scale
them over time for greater profit.

Last, this book is for those advisors who believe in the potential of
this profession to help people live better lives and who are interested
in having a positive impact on others and leaving a legacy.

W Come Together: Calling Advisors from Every
Channel

We have all heard the debates regarding which channel serves clients
the best. We have witnessed regulations being created to designate
which advisors can claim that they have a fiduciary relationship with
their clients. And we have seen the rivalry that can occur between
professionals in competing channels. We will not engage in that debate
here. In fact, we will proceed under the premise that every channel has
its value and that we all have something to learn from one another.

Regardless of the channel in which an advisor chooses to operate—
wirehouse, independent broker-dealer, hybrid, insurance, or registered
investment advisor, to name a few—almost all financial advisors are
working diligently to provide the very best they can for their clients.
These advisors are committed to doing well by their clients, regardless
of any public suspicion that it's all about making money for themselves.
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There are debates about whether the wirehouse folks have allegiance to
their clients versus their corporations, for example, but | invite you to
set those debates aside for now and focus instead on the reality that all
financial advisors, regardless of channel, are in this together.

Even with the differences among us, we are all part of the same indus-
try, and it is up to us to set the tone of engagement for the future. Go
competitive and go negative and we only feed the public's perception
that advisors are focused on profits rather than people. Choose instead
to see value in different approaches and to opt for collaboration, and we
not only help create a positive face for the public but we also increase
the chances of elevating our own industry. If we remain client focused
and “client-wise,” we can all benefit. In a rising tide, all boats will rise
together.

THE GOODS: WHAT THIS BOOK CONTAINS

This book provides all the tools you need to consider how you may
wish to reframe yourself, your team, and your firm, as well as to en-
gage in the actual reframe. While the reframe itself ultimately will
be unique to your firm and your clients, the process to get there is
consistent across firms, as I and my team have tested, refined, and
perfected it over the years with thousands of financial advisors. We
share it here with you. In fact, I have included in this book everything
I believe you will need to successfully reframe your practice. This in-
cludes key concepts to help you understand the philosophy behind
reframing, assessment tools to help you identify important patterns,
coaching questions that enable you to reflect, a step-by-step formula
for engaging in the reframe, hands-on exercises to move forward, and
industry insight from top financial leaders that will make your reframe
even more effective. You will also be given access to online resources
and an online community of other financial professionals with whom
you can engage, chat, brainstorm, ask questions, and share insight to
make sure you don’t have to go it alone.

This book is divided into three sections. “Part I: You Gotta Be-
lieve” covers the thinking and philosophy behind why the reframe is
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9 Are You Ready?

To successfully engage in the reframing process, you must be willing
to hear feedback from others with an attitude of openness, invest the
effort to reflect on that feedback, and make a series of important deci-
sions about what you want to really stand for, now and in the future.
You must also be ready to do the necessary work in a consistent way
if you're going to succeed. This book can serve as a useful tool in the
development of your frame and the frames of your firm and your team
of professionals. If you are open and engaged in the process, it will
work for you.

important. This part will help you create new thinking patterns that
can inspire and motivate you to engage in the hard work of refram-
ing your practice. You have to be open to the possibility of some shifts
in your thinking and beliefs before you can engage in the reframing
process. You may also find out while reading this first part of the book
that you're on the right track and/or that how you’re currently framed
is exactly how you wish to be framed. That can help increase the confi-
dence of all members of your team, including you as the leader, while
keeping you all motivated and energized to continue on your path of
success and development.

Then, “Part II: Five Steps to Reframing Your Business” gives you
a step-by-step plan for how to effectively reframe your practice. This
section is full of support tools—coaching questions, checklists, exer-
cises, online resources, and more—to help you create a powerful new
frame that will help you meet your goals for your practice. In particu-

lar, Part II will help you
= determine how your clients are currently framing you,

m explore what you'd really like to be seen as representing and
match this up with your clients” actual needs,

m create a marketing story to communicate your new frame to
others,

m reengage your clients with your new story so they can fully par-
take in your firm's services and tell others about your story, and



