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The quote which I have read 
and heard, even borrowed, 
hundreds of times during 

the past two decades while being 
in the financial services industry, 
goes something like this: “When 
Willie Sutton, the bank robber, 
was asked why he robbed banks, 
he replied: ‘Because that’s where 
the money is.’”

The area where this opportunity 
lies is in the business succession 
planning market. There is an abun-
dance of potential clients while it 
is a pleasure to abandon low-end 
clients and to instead deal with 
serious clients with serious money.

If you decide to be a serious 
trusted advisor, then there are 
plenty of hard decisions and tough 
calls to make but it is definitely 
worth the time and effort to chart 
this course of action. 

A financial professional who 
aims to provide financial services 
to the wealthy and to succeed 
f inancially, must f irst know the 
fine distinction between someone 

who is affluent and someone who 
is wealthy.

An affluent individual is a 
person who has a very good cash-
flow statement. A wealthy indi-
vidual is a person who has a solid 
net worth statement. Many people 
in our society confuse affluence 
and wealth. Great profitable cli-
ents are both.

In W. Chan Kim and Renée 
Mauborgne’s book Blue Ocean 
Strategy: How to Create Uncon-
tested Market Space and Make the 
Competition Irrelevant, they use 
the “blue ocean” metaphor to illus-
trate to their readers how com-
panies can easily grow their busi-
nesses in practically competitor-free 
environments. 

They def ine “red oceans” as 
market niches that have been well 
developed and are overcrowded by 
predators and competitors. When 
entering red oceans, you should be 
mindful that they are bloody and 
f inancia l ly  dangerous  ( i .e . , 
launching a new mutual fund com-
pany in an already overcrowded 
industry with several thousand 
funds offered in the Canadian 
marketplace would be swimming 
in a red ocean).

“Blue oceans” are untapped 
market spaces with the “oppor-
tuni ty  for  highly prof i table 
ground-breaking growth for those 
who have the courage to step for-
ward and take the plunge.”

An advisor who chooses to 
offer business succession planning 
solutions to qualified prospective 
business clients is one step closer 

to operating a practice in the blue 
ocean.

Those advisors already pro-
viding these types services know 
that these kinds of individuals free 
up more time to develop deeper 
relationships with top-notch cli-
ents, which in turn earn a greater 
income for the trusted advisor with 
far less effort. 

To succeed in f inding one’s 
blue ocean within the high net 
worth marketplace, a trusted 
advisor will have to learn how to 
qualify the right clients, present 
solutions in a desirable way and 
deal with client objections to 
implementing these solutions.

Remember people pay for value 
when they know your value 
because you have demonstrated it 
to them. They will want to pay 
your fees. Experience is not expen-
sive. It is invaluable. 

Consider the story about a CEO 
of a very successful multi-million 
dollar business who wanted to 
redesign his company’s logo in 
order to show the values his com-
pany stood for. He visited over a 
dozen design studios across North 
America and none of their creative 
departments could come up with a 
logo that would express the mes-
sage he was looking for.

After several months, he was 
directed to a little boutique studio. 
When the CEO arrived, he was 
met by the marketing team. After 
listening to this CEO for a half 
hour, the vice president of mar-
keting turned to the CEO and said, 
“This  sounds l ike a  job for 

George,” who was then called into 
the room. 

George had been the head of 
the design department at the com-
pany for over 20 years and had an 
additional 10 years’ experience. 
He listened to CEO described what 
he desired the new logo to portray. 
George thanked the CEO and then 
proceeded to pull out his sketch 
pad and draw. 

Five minutes later, George 
picked up his sketch pad, and 
asked: “Is this what you have been 
looking for?” The CEO immedi-
ately jumped up and said that it 
was exactly what he wanted. The 
CEO then asked how much it 
would  cos t .  George  repl ied 
$100,000. The CEO gasped and 
then replied: “That’s crazy — I 
saw with my own two eyes that 
you only spent f ive minutes 
drawing the logo.” George turned 
to the CEO and calmly said: “It 
took me 30 years to be able to 
draw the logo in those five min-
utes.”

George might have been tal-
ented and correct with the value he 
placed on his work but, like many 
experts, he needed to polish up his 
delivery skills in his presentation.

It is very important to under-
stand that when communicating 
with a qualif ied prospect or an 
existing client, our focus is not just 
on what we are saying; we should 
also be focused on how we are 
saying what we are saying. Our 
intended response from our pros-
pects and clients is the sole pur-
pose of our sales presentations. 

The quality of our presentations 
is usually an inverse function of its 
length. No one in the f inancial 
advisory business ever became a 
great communicator of anything 
until he or she learned to transcend 
the facts of what is being sold and 
speak to the real needs of a pros-
pect or client. There is no such 
thing as failure in the game of life; 
there is only feedback. 

It is imperative to keep in mind 
that when you market, what you 
are accomplishing is building a 
brand in the mind of your pros-
pects and clients. 

In this competitive market-
place, only by building a brand can 
you differentiate your unique value 
proposition from your competi-
tors. The simplest method to 
accomplish this is by contracting 
and narrowing the focus of ser-
vices that your practice specializes 
in so that clients and prospects are 
not confused by what you do, and 
they know exactly what you do, 
how your services will benef it 
them and how to find you.

Show your value, be paid accordingly
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Idea of ‘having it all’ is a subjective one
By IAN HARVEY

Choosing the life you want 
isn’t necessarily an either or 
proposition, attendees at a 

panel discussion held at the recent 
CPA Women Inc. conference in 
Toronto heard.

Cheryl Fullerton, freshly minted 
executive vice-president at Corus 
Entertainment told the audience at 
the discussion entitled Can Women 
Have it All?, the biggest issue is 
deciding what you really want.

“I hate the phrase, work-life bal-
ance,” she said. “I really want every 
person to be able to choose the life 
they want. You have to look at 
yourself and decide what you need 
to be fulfilled and happy. The ques-
tion is really, what does the good 
life look like, and the issue is we 
have these preconceived notions of 
what good looks like.”

However, in the early years of a 
career, there’s not much time to 
think about what you really want, 
and that’s true of both men and 
women.

Co-panelists Sara Macintyre, a 
publicist and columnist with Sun 
Media, and Nicole Verkindt, of 
OMX, an online platform for the 
aerospace industry, agreed.

Macintyre, who has worked as a 
communications spokesman in 

both British Columbia Premier 
Christy Clark and former prime 
minister Stephen Harper’s govern-
ments said the definition of success 
for some women may not include 
family, despite societal pressures.

“Can you have kids and be a 
successful executive, that’s really 
what we’re talking about,” said 
Macintyre. “We can definitely have 
it all. Though at 28, I wasn’t 
thinking about kids.”

In her 20s and 30s, she said she 
worked all hours with no thought 

of balance because she needed to 
build a reputation and establish 
credibility. As time wore on, how-
ever, her priorities changed.

“When I hit 34, I felt that urge 
to procreate,” she said. “I did want 
to have kids but I would have to 
stay put in one city for longer than 
a year and I am going to have to 
find a mate who can deal with me 
… or not.”

She took a break from politics at 
37 and went to Los Angeles and 
studied yoga for nine weeks, she 
said. 

“That was my break out of that 
crazy lack of balance in my life,” 
she said. “Now I have my own 
business and working smarter is 
my new motto. I want to say yes to 
coming to these networking events, 
and get my workout in. Still, I don’t 
have a benefit program, no defined 
salary, but you have to decide what 

is important to you at each stage of 
life.”

For women, however, she said 
the “reptilian brain’ which drives 
the urge to procreate will kick in 
around the mid-30s and they need 
to decide how they are going to 
deal with it and make the necessary 
adjustments.

Even avoiding a decision will 
have an impact, she said, because 
women who put off having children 
may end up raising a family during 
their peak earning years and have 
to juggle harder to keep up.

“You have to be careful with the 
story you’re telling yourself,” Ver-
kindt said. “For me having it all is 
being less of a workaholic and 
having a life, yoga and vacations. 
We really need to def ine what 
having it all is about. For me, it’s 
having a full life so I’ve been 
pushing off having children.”

With those conflicting pres-
sures, it’s critical for women who 
want it all to not only be more dis-
cerning about their career paths 
and life choices, but to also look at 
the bigger picture to ensure they 
reach out to other women in the 
same situation.

As Verkindt noted, Fortune 500 
companies are not overloaded with 
women CEO or executives, so 
women sponsors and mentors are 
already in short supply. Also, the 
audience, heard, while women 
leaders seem to talk a lot about 
mentorship and sponsorship, men 
are more likely to step up and offer 
themselves in that role.

As such, she said women have a 
lot to learn from men around men-
torship and sponsorship and taking 
the relationships to higher levels.

See Women on page 23
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“I hate the phrase, work-life balance. I really want 

every person to be able to choose the life they want. 

You have to look at yourself and decide what you need 

to be fulfilled and happy.”

Cheryl Fullerton, Corus Entertainment 


