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Growing In Today’s Environment

Growth is always a chal-
lenge. Do you grow by add-
ing more Advisors? If so
how do you pay for them?
Do you enter Districts you
don’t serve today? How
long will it take for you to
become successful in a
new District? Do you try to
cross sell other products to
a District, like student acci-
dent insurance or is it too
much of leap for you? How
about other products to
your current clients like
Property & Casualty insur-
ance or is the licensing in
your State too daunting?
What about new markets
like Hospitals, Government
or 401(k) plans?

The answer is probably
different with every Re-
gional Firm. Much of the
decision is impacted by

Health Insurance For The Advisor

In most Regional Firms, the
Advisor is an independent
contractor and not an em-
ployee. Although there are
advantages for both the
Advisor and the firm in that
kind of arrangement, one
challenge that has become
more and more problematic

.

where you are today: what
your strengths are, your
weaknesses, your opportu-
nities and the threats you
may face.

This is a classic opportunity
for a SWOT (Strength
Weakness, Opportunity &
Threats) analysis. An an-
nual SWOT review can be
highly beneficial but it takes
a commitment of time - your
most precious commaodity.

is the ability of the Advisor
to get competitively priced
Health Insurance for them-
selves and their family.

As a part of our Advisor

Support Program, U.S. RE-
TIREMENT has developed
the opportunity for an Advi-

WWW.usretirementpartners.com

Planning for a SWOT
analysis doesn’'t need to be
complex. Kept simple, it
can provide direction and
take the guesswork out of
the decision-making proc-
ess. It can also help you
decide where to focus your
time and how to invest your
resources.

U.S. RETIREMENT can
help in two ways. First, the
founders developed an
easy SWOT process that
(cont’'d on pg 3)

sor to get Health Insurance
at favorable group rates,
while still maintaining their
independent status.

With a view to long term
retention the program also
provides expense offsets
for the top Advisors.

Volume 1, Issue 3

Spring, 2008

Inside this issue:

Cracking Open
The Hospital
Market

Cross Selling To

The Educator

Stock Ownership

For Advisors

Client Planning:
Creating Expec-

tations

Top 10 States In Total

Public Schools
#1 California
#2 Texas

#3 lllinois
#4 New York
#5 Michigan
#6 Ohio

#7 Florida
#8 Penna.
#9 N Jersey
#10 Missouri

8,773
7,519
4,342
4,336
3,998
3,916
3,316
3,252
2,410
2,368

Source: LIMRA K-12 Study




Growing Your Regional Firm

“a commitment
to seeing the
client as a total
financial cus-
tomer”

Cracking Open The Hospital Market
Experience Counts

For many, the hospital mar-
ket has been the holy grail
of 403(b) plans. A large
environment of well paid
employees with a core De-
fined Benefit plan that pro-
vides generally 50 to 70%
of a similarly paid Public
School teacher.

However, in the recent
past, Hospitals have shifted
from local community
based facilities to becoming
members of systems. For-
profits have made inroads

in many markets and the
local Human Resource Di-
rector doesn’t necessarily
make the decisions any-
more. Gone are the days
of a “vendor” environment
with five or ten 403(b) op-
tions being available.

The “vendor” environment
has been replaced with
more 401(k)-like structures
with all of the attendant
requirements for reporting,
servicing and investment
selection processes. Plans

Cross Selling in K-12
Concentric Circles of Needs

First you have to define
what you mean by cross
selling. For purposes of this
article the focus is on the
individual educator. There
is another whole opportu-
nity to cross sell at the Dis-
trict level, but that is for
another newsletter.

The Retirement Services
Roundtable (RSR) pub-
lished a study called
“Across The Divide”. It
looked at the needs of mid-
dle income individuals from
a long-term planning per-
spective. Their point of
reference was that those
with middle incomes were

Source: Retirement Services Roundtable

often combine 403(b), 401
(k) and 457(b) components
and the result is a much
more complex and de-
manding market.

The U.S. RETIREMENT
principals have a proven
track record of success in
the Hospital market. Cou-
pled with the recent part-
nership with a major na-
tional independent open
architecture recordkeeper,
we are ready when you are.

overlooked by most finan-
cial services companies
and as a result had little
help in developing a long-
term plan for retirement that
went beyond just how much
they needed to save and
accumulate. The concept
they developed was that of
“Concentric Circles”. Radi-
ating out from the client’s
core needs of income in
retirement, their other
needs, like Long Term Care
needed to be addressed.

The study looked at what
they described as multiple
levels of financial needs.
First, Retirement Plan
Benefits, second, Individual
Retirement Savings, third
Life Events and finally, Per-
sonal Financial Needs.

In the study, they pointed
out that “individuals in this
(cont'd on page 4)
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Stock Ownership For Advisors
A Long-Term Commitment

For an Advisor, the ability to
create long-term wealth is
usually defined in terms of
what they can afford to
save. In some cases they
may be able to “sell” their
book of business to another
Advisor, but generally there
is no engine to build a re-
ward for the Advisor over
the length of their career.

An innovation pioneered by
Bob Dughi of U.S. RETIRE-
MENT at the former Cope-
land/CitiStreet was the an-
nual granting of stock to top

Advisors.

The opportunity to partici-
pate in an equity reward
program tied to the parent
company was a very impor-
tant part of the overall com-
pensation program. It re-
warded the career minded
individual over the long-
term while adding a sense
of ownership in the short-
term.

The U.S. RETIREMENT
model is designed to pro-
vide similar incentives

Growing In Today’s Environment

helped build one of the larg-
est specialist firms in the
market.

Secondly, through the Capi-
tal Investment Program
(CIP), U.S. RETIREMENT
provides ready capital to
invest where you think it
makes the most sense.

Sometimes the choices are

Client Planning
Create The Expectation Up-Front

How do you motivate a cli-
ent to take the time to de-
velop a Financial Plan for
Retirement? No one would
disagree about the need
but for most it's a question
of making the time. There is
a great ad run by one of the
financial services compa-
nies that points out that the
average individual takes

not obvious - if they were
you would have imple-
mented them already.
Other times the right deci-
sion may be to not expand
in the traditional sense but
to grow internally or
“organically”.

Many firms have come to
see their current client base
as their largest potential for

more time to plan their va-
cation then they do their
retirement!

A winning strategy is to
start the process with the
initial enroliment. Create
the expectation that your
role is to develop a long-
term plan for their retire-
ment that will take into ac-

and also to allow all Advi-
sors, new or experienced,
to defer a part of their in-
come into a Stock owner-
ship program.

So while top Advisors will
receive grants of Stock or
Stock Options, everyone
will have the opportunity to
become an owner of U.S.
RETIREMENT.

We believe that this adds
another reason for Advisors
to make your Regional Firm
their career choice.

(cont'd)
growth.

Whatever the path; internal,
external, new market entry
or new product delivery, it is
unigue to each Regional
Firm. An integral part of the
U.S. RETIREMENT model
is to work with you to deter-
mine that path and then
back up your decision with
funding.

count all of their concerns.

Follow that up with an an-
nual review and you have a
client for life!

The U.S. RETIREMENT
model takes the initial client
data and links it to a simple
Financial Plan that the Ad-
visor can use to build from.

“the right decision
may be to not
expand in the
traditional sense
but to grow
internally or
“organically”
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Cross Selling (cont’d)

underserved segment have
many unfulfilled financial
needs and firms that can
serve them efficiently and
economically stand to gen-
erate significant profit.”

403(b) specialist firms like
U.S. RETIREMENT have
many built-in advantages.
Not only do we have in
most instances worksite
access but we also have an
implied employer endorse-
ment as the District has
approved our presence.

The successful model that
RSR profiled in their study
was the model built by Mark
Skinner while President of
Copeland/CitiStreet. It was

99 Wood Avenue South
Iselin, New Jersey 08830

hailed as a “commitment to
seeing the client as a total
financial customer.”

This model is eminently
transferable into any school
environment. The tools to
execute this strategy are
included in the Advisor Lap-
top Program.

A core strategy of U.S. RE-
TIREMENT is to integrate
this along with the tools and
support needed to imple-
ment the strategy.

This is a transforming ap-
proach to competitive differ-
entiation and unique client
service delivery.

“...individuals in this under-
served segment have many
unfulfilled financial needs,
and firms that can serve
them efficiently and eco-
nomically stand to generate
significant profit.”

U.S. Retirement Partners is the largest national in ~ dependent
Partner owned retirement planning organization spec ializ-
ing in the 403(b) marketplace. Formed by the acqui  sition
and merger of top tier regional firms throughout th e United
States, U.S. Retirement Partners provides unbiased  finan-
cial planning services.




