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The vast majority of suc-
cessful business owners are 
not looking for f inancial 

advisors to give them the life they 
want by making a killing in the 
stock market. These people have 
been able to create the life they 
want by themselves.

Successful business people 
want their trusted advisors to 
show them ways to keep their 
wealth. In essence, successful 
people want their trusted advisors 
to provide them with holistic 
f inancial, tax, succession and 
estate-planning solutions.

They don’t need their advisors 
to sell them off-the-shelf products 
such as stocks, mutual funds, 
insurance, accounting services 
and legal structures to achieve 
their financial success. The point 
is that they are already successful. 

Business people are looking 
for f inancial professionals who 
are positioned in the role of 
“problem solver:” someone who 
can see  and unders tand the 
affluent and wealthy business 
owner’s big-picture needs by con-
structing customized strategies to 
achieve their specific goals. These 
include wealth preservation, 
avoidance of unnecessary tax 
burdens, creditor protection, 
wealth accumulation and wealth 

distribution (to themselves, their 
family, estate and charities). 

Successful business owners 
have an understanding that a 
financial asset is something that 
puts money in their pockets, with 
minimum labour. They under-
stand that a business can buy a 
car, but a car cannot buy a busi-
ness. Liabilities are things that 
take money “out of one’s pocket.” 

There are numerous advan-
tages available to you if you own 
your own business, you take the 
risk and you have the creativity 
and fortitude to do something on 
your own. You are compensated 
for it. As an employee in Canada, 
your equation of earning an 
income goes like this: you earn; 
you’re taxed; then you get to 
spend what is left.

If you are a business owner 
and self-employed in Canada, our 
government allows you to adopt a 
much more favourable equation 
of earning an income: you earn; 
you spend, you income split, and 
you defer bonuses; then you are 
taxed on what is left over.

Business owners are different 
from the rest of Canadians, if for 
no other reason than that the 
Income Tax Act favours people 
who work for themselves. 

The biggest expense business 
owners pay in a year is taxes. 
Reducing taxes legally is not only 
acceptable (from a moral and eth-
ical standpoint), it is also smart. 
In this country, there are three 

easy rules that keep money in 
your pocket instead of donating it 
to the government:

• Find the right business struc-
ture for your business to pay less 
tax and protect what you have

• Learn to make more money 
by using the tax strategies of the 
wise

• Pay less tax legally and still 
sleep at night.

Highly successful people are 
known to make a lot of money. 
Too frequently, however, they fail 
to keep it or see it grow properly. 
Most entrepreneurs have every-
thing tied up in their companies. 

Everyone plans for their com-
pany — their banker, their lawyer, 
their public accountant or other 
f inancial advisors — but who 
plans for them? Shrewd financial 
planning should separate a client’s 
corporate needs from their per-
sonal interests.

When a trusted advisor meets 
with a client with an entrepre-
neurial background, the person 
and the corporation are usually 
indivisible. Before long, the two 
become divisible and strategically 
poised for independent growth.

When creating solutions, the 
marked difference lies in the com-
prehensive planning system. The 
system combines tax planning 
strategies for both business and 
the person, structured life insur-
ance strategies, disability insur-
ance and long-term care strat-

eg i e s ,  un ique  inves tmen t s , 
succession planning, cross-border 
planning and estate planning all 
into a single, integrated financial 
program.

Traditionally, these kinds of 
strategies are not implemented 
together. The only way to be sure 
you are investing in the right 
financial programs is to see how 
they work together within a single 
strategy.

The end result is a team of sea-
soned professionals who create 
individualized strategies to inte-
grate the entrepreneur’s entire 
approach to planning. 

The client spends a lot of time 
on their company’s finances but 
very little on their investments 
and taxes paid. Everything that a 
trusted advisor does for the client 
should be based on a fundamental 
commitment to the client’s stra-
tegic plan.

Those financial professionals 
who will succeed in this new era 
will quickly identify their allies 
and recognize their enemies. They 
will build alliances with those 
professionals and organizations 
that will help them to navigate 
towards clear blue waters of suc-
cess. 

To succeed in this new era, 
financial professionals will have 
to place their focus on identifying 
and understanding a client’s total 
financial life and create solutions 
that will solve a client’s most 
important needs and goals. 

In addition to solving their cli-
ents’ current problems, successful 
financial consultants in this new 
era must correctly anticipate their 
clients’ future problems and 
develop the necessary services to 
solve them. Clients will no longer 
pay for services and products that 
only meet their past needs. 

Successful f inancial consult-
ants whose aim is to become a 
trusted advisor must make stra-
tegic bets on the services and 
capabilities that they must have if 
they want their current clients to 
continue to use their services in 
the future while attracting new 
clients.

The future looks bleak for 
f inancial practitioners who lack 
the resources, management skills 
and desire to change their busi-
ness model to adopt services that 
will  best serve their clients’ 
needs.

They should be always mindful 
of the old adage: “If you do what 
you have always done, you will 
get what you have always gotten.” 

I am, however, very optimistic 
for the future of advisors who rise 
to the calling and invest them-
selves in becoming their clients’ 
trusted advisor. The successful 
trusted advisor is one who sees 
the future and embraces it.
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Finance essential to understanding consumer
c a s t i n g  a n d  r e p o r t i n g . ”
Assessing return on investment is 
a finance responsibility, but can be 
diff icult in a consumer-in-chief 
market. For example, social media 
is a critical tool for companies to 
market their products, but how is 
return accurately measured? How 
can the f inance team determine 
what level of investment to make 
in social media?

The answers to these and other 
questions are linked to a com-
pany’s brand and its reputation. 
With the consumer-in-chief there 
are greater opportunities to build 
that brand quickly and effectively 
— and greater risk.

“Unhappy consumers are the 
most dangerous,” said Lee. “Rat-
ings and reviews are one of the 
most influential types of informa-
tion out there.”

U n d e r s t a n d i n g  c u s t o m e r 
expectations is essential, and those 

expectations have evolved signifi-
cantly in the digital marketplace. 
There  is  l i t t le  pat ience,  for 
example, when the inventory in a 
store does not mirror the online 
offerings of a company. The type 
and level of investment in each 
outlet must be identified. 

“Finance will help determine 
the right mix of assets,” said Baer, 
a  c h a r t e r e d  p r o f e s s i o n a l 
accountant.

Finance will not be doing this 
work alone, however. Greater col-
laboration is required to under-
stand, anticipate and meet the 
needs of today’s consumer-in-
chief. Working in isolation is no 
longer acceptable. “To enhance 
the overall  business value it 
delivers, the f inance function 
needs to broaden its scope while 
looking outside the finance team 
and the company,” said Moore.

Alignment with two other func-
tions in particular is critical. 
Enhanced working relationships 

with the marketing department are 
needed to enable accurate pricing 
strategies. 

Greater alliance with oper-
ations is also necessary to ensure 
an understanding of actual costs. 
Are labour costs allocated appro-
priately across different products? 
Are there signif icant quality 
issues with some products that 
drive costs up? Are transportation 

costs different for different prod-
ucts? 

“There is a need to understand 
more than materials,” said Hayes. 
“Only through understanding true 
product costs will an organization 
be able to determine if the product 
is truly profitable.” 

The role for the finance team 
extends beyond reaching out to 
other departments, experts and 

organizations for information 
necessary to do i ts  job.  The 
f inance department can play a 
leadership role, said Baer. “Best-
of-class finance functions need to 
tie together the organization and 
the different pieces of the organiz-
ation. There will  be a lot of 
demands. Finance can tie it all 
together and play a more objective 
role.”
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Online gains ground
According to a Deloitte 

Canada report on the 
holiday retail outlook, 

Canadians are embracing online 
shopping. Among the highlights:

30.1 per cent of Canadian shop-
pers would rather hit the online 
marketplace than visit the mall, up 
from 27.9 per cent in 2013. 

35 per cent of shoppers sur-
veyed research gift ideas using 
social networks, blogs, online 
shopping sites and store websites.

Nearly one-third search for 
product reviews and recommenda-
tions, and almost half compare 
prices. 

The savvier customers (37.5 

per cent) also look for discounts, 
coupons and sale information 
before continuing towards their 
purchase. 

The behaviours are even more 
pronounced among 18- to 29-year-
old shoppers who are roughly 10 
percentage points above the 
national figures. 


