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Top 10% Next 25% Bottom 65% 
Corporate Executives 21.3% 39.4% 63.2% 

Family Businesses 88.5% 61.5% 37.1% 

Private Businesses 90.2% 63.5% 34.9% 

Medical Professionals 19.7% 32.7% 31.5% 

Retirees 13.1% 10.6% 38.0% 

Widows/Widowers 9.8% 12.5% 26.2% 

Professionals 26.2% 18.3% 19.9% 

Inherited Money 14.8% 15.4% 12.8% 

Celebrities 18.0% 5.8% 4.0% 

N=628 

Narrowing	  the	  Business	  Focus	  
>75%	  of	  advisors	  specialize	  in	  a	  par#cular	  client	  type	  



About	  Business	  Owners	  
Substan#al	  assets,	  limited	  liquidity,	  unprepared	  for	  future	  events	  

•  Primary	  research:	  peak	  earning	  years,	  45-‐60	  years	  old	  
•  Substan#al	  net	  worth,	  illiquid	  wealth,	  limited	  cash	  flow	  
•  Must	  sell	  or	  transi#on	  in	  order	  to	  actualize	  wealth	  
•  73%	  services	  v.	  27%	  manufacturing	  
•  Most	  unprepared	  for	  disaster	  or	  succession	  
•  Most,	  especially	  small,	  have	  inadequate	  benefits	  and	  
re#rement	  programs	  

•  Want	  and	  need	  help	  with	  succession	  and	  valua#on	  
•  Overarching	  sense	  of	  financial	  fragility	  



29.4%	  
Sell	  

15.3%	  
Internal	  

40.3%	  
Undecided	  

15.0%	  
Keep	  

N=412	  

Long-‐Term	  Objec#ves	  for	  Business	  Owners	  
60%	  have	  plans	  but	  are	  not	  prepared	  



•  30%	  want	  to	  sell,	  but	  most	  are	  undecided	  
•  Haven’t	  taken	  any	  inves#ga#ve	  steps	  to	  prepare	  

–  Just	  17%	  planning	  to	  sell	  
–  Just	  30%	  planning	  an	  internal	  transfer	  

•  75%	  of	  estate	  plans	  and	  >5	  years	  out	  of	  date	  
•  63%	  are	  NOT	  very	  sa#sfied	  with	  re#rement	  programs	  
•  Greatest	  re#rement	  concern	  is	  sufficient	  $$	  
•  Most	  qualified	  plans	  are	  underfunded	  
•  Selling	  the	  business	  is	  “part	  of	  re#rement	  strategy”	  

	  Business	  Owners	  and	  Re#rement	  
Most	  are	  open	  to	  new	  ideas,	  programs	  and	  service	  



•  63%	  turn	  to	  influencers	  they	  know	  and	  trust	  
for	  guidance,	  referrals	  

•  69%	  are	  NOT	  very	  sa#sfied	  with	  primary	  
advisor	  

•  Growing	  cau#on	  re:	  advisors,	  priori#ze	  fewer	  
rela#onships	  w/stronger	  #es	  	  

•  Extensive	  needs	  and	  networks	  
•  Represent	  an	  enormous	  business	  building	  
opportunity	  for	  advisors	  

Business	  Owners	  and	  Advisors	  
Poten#al	  to	  play	  a	  broader	  role	  with	  most	  business	  owners	  



Self-‐Made	   Inheritors	  	  
Core	  focus	   Wealth	  CreaAon	  

	  
Less	  important	  	  

Lower	  priority	   Family	  InteracAons	  
	  

Important	  and	  complicated	  

High,	  across	  the	  board	   ExerAng	  Control	   Varies,	  prevalent	  in	  select	  
scenarios	  

Via	  trusted	  professionals	   Sourcing	  Experts	   Via	  professionals	  and	  peer	  
group	  

Hubris	   Downfalls	   Lack	  of	  knowledge	  and	  
focus	  

Differences	  Worth	  Accommoda#ng	  
Source	  of	  wealth	  strongly	  influences	  outlook	  and	  mindset	  



RelaAonships	  

FInancials	  Interests	  

Advisors	  Process	  

Goals	  

The	  Whole	  Client	  Model	  
Holis#c	  profiling	  uncovers	  tangents,	  leads	  to	  dialogue	  



The	  WCM	  and	  Business	  Owners	  
•  Type	  of	  business	  
•  Service	  or	  manufacturing	  
•  Ownership	  structure	  
•  Partners	  
•  Succession	  plans	  
•  Vendors,	  Clients	  
•  Dura#on	  and	  involvement	  
•  Subsidiaries	  or	  sister	  

organiza#ons	  

Other	  Uses	  for	  Holis#c	  Profiling	  
Don’t	  overlook	  the	  opportunity	  to	  uncover	  key	  informa#on	  
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A	  

G	  

I	  

P	  



Food	  
Service	  

Distribu#on	  
Investment	  
Review	  

Estate	  
Planning	  

Genera#on	  
Skipping	  
Trusts	  

Insurance	  
Review	  

Financial	  Plan	  

Intros	  to	  
Children,	  
Siblings,	  
Associates	  

Philanthropic	  
Priori#es	  

Business	  
Succession	  

Line	  of	  Credit	  

Intros	  to	  I-‐
Banker,	  
Valua#on	  
Specialist	  

Intros	  to	  
Partners,	  
Clients,	  
Vendors	  

Your	  Best	  Use	  of	  a	  30-‐Minute	  Client	  Mee#ng	  
Be	  conversant	  (not	  expert)	  in	  each	  area,	  have	  a	  network	  



Top 10% Next 25% Bottom 65% 
Client Referrals 74.3% 91.6% 93.5% 

Professional 
Referrals 

84.3% 70.6% 36.4% 

Joint Ventures 32.9% 41.3% 20.2% 

Seminars (invite 
only) 

17.1% 12.6% 19.5% 

Seminars (public) 11.4% 7.7% 14.5% 

Other* <8% <6% <4% 

Sourcing	  Affluent	  Clients	  
Most	  financial	  professionals	  concentrate	  efforts	  in	  two	  areas	  

* Including PR, advertising, direct mail, cold calling 
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Top 10% Next 25% Bottom 65% 
 
Client Referrals 

 
2.9% 

 
4.2% 

 
15.4% 

Professional 
Referrals 

 
80.0% 

 
86.7% 

 
81.7% 

 
Joint Ventures 

 
17.1% 

 
9.1% 

 
2.9% 

Source	  of	  Best	  5	  Clients	  in	  Last	  2	  Years	  
Past	  experience	  is	  no	  indica#on	  of	  current	  efforts	  
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Enrollment/Admissions	  Pros	  

Physicians 

Third-Party Administrators  

Jewelers 

Lenders 

Yacht & Jet Firms 

Auction Houses 

Divorce Attorneys 

Event/Wedding Planners 

Mortgage Brokers 

Undertakers 

Life/P&C Insurance Brokers 

Investment Bankers 
Real Estate Brokers 

Retirement Community Owners 

Art Dealers 

Appraisers 

Executive Search Pros 

Private Equity Firms 

NPO Fundraisers 

Personal Shoppers Personal Security Firms 

Executive Coaches 

Agents 

Business Managers 

Accountants Family Offices 
Concierge Providers 

Private Banks 

Advisors 

EXPECTED	  
	  

Investment	  Advisors	  
Tax	  Aporneys	  

Insurance	  Specialists	  
Accountants	  
Family	  Offices	  

	  	  

UNEXPECTED	  
	  

Physicians	  
Private	  Security	  

Execu#ve/Life	  Coaches	  
Funeral	  Directors	  

Trust, Experience & Knowledge  
=   

Your Best Opportunities 

Virtually Limitless Possibilities 
Professions that complement yours create essential partnerships 



Profiling the Professionals 
Five areas are sufficient to shape a partnership blueprint	  

Intent	   Contacts	  

Concerns	   Resources	  

Apributes	  



Thank	  You!!	  

Hannah	  Shaw	  Grove	  
hsgrove@pw-‐mag.com	  
hannah@hsgrove.com	  
www.pw-‐mag.com	  
www.hsgrove.com	  

@hsgrove	  
	  
	  
	  


