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Success and Money
Advisors come to us because they want to be successful. When we ask what
success means to them we get a variety of answers – client advocacy, personal
fulfillment, happiness, intellectual stimulation, helping people secure their
retirement dreams, achieving work/life balance and getting a promotion
among them. Eventually, we uncover the common denominator of ambitious
advisors: a bigger income. Income is easily quantified and tracked and it has
a direct impact on a person’s quality of life, so it’s no surprise that it is often a
barometer for success. Fortunately, our work with elite advisors shows that a
more productive and profitable business usually engenders many of the less
tangible aspects of success as well.

So what does it take to be successful? It takes knowledge, skills and
motivation and that’s where it pays to get Cultivating the Affluent.

Acquiring the Knowledge You Need 

To help you take advantage of the latest techniques and methodologies, we
have just completed the most comprehensive and detailed study of today’s
financial professionals. We’ll use the findings throughout Cultivating the
Affluent so you can understand how the leading advisors, and your toughest
competitors, got their edge. As a subscriber, you will get preferred access to
previously unreleased data about the many aspects of advising wealthy clients
– including the attributes and actions that lead to success, how to leverage
your clients’ satisfaction and loyalty, the optimal conditions for each advisory
business model, where you might be underserving your best clients, platform
dynamics that affect your success, the most common pitfalls to avoid, how to
transition seamlessly between income levels and much, much more.

Developing Your Skills 

To become personally wealthy, information is simply not enough. We have
taken the insights, techniques and tools from our core businesses of one-on-
one coaching with elite advisors and consulting to ultra-high-net-worth fam-
ilies, combined them with the latest empirical research on the same two uni-
verses, and reconstructed them into skills-based systematic processes that
will help you jump-start and significantly increase your business. In
Cultivating the Affluent we will deconstruct the most effective practices of
today’s top advisors and help you selectively apply these insights in ways
that will transform your business. There’s no magic involved – just a proven
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After roughly two decades – almost forty
years between us – studying, observing,
working with, and counseling advisors,
we’ve learned what it takes to build an
exceptionally profitable advisory business.
To start, we know that the happiest and
most successful advisors are ones who: 

> have a clear sense of what they want,
both personally and professionally, from
their business,

> have a very loyal client base comprised
mainly of wealthy individuals, 

> have met the stretch goals they’ve set
for themselves, and

> have substantial and consistent
incomes.

Our track record helping elite advisors
has prompted repeated requests from
other advisors for the methodologies,
processes and tools behind the growth of
their practices – and until now there has
been no systematic way for a broad cross-
section of advisors to benefit from our
experience to reach their personal best.
With Cultivating the Affluent more finan-
cial professionals will be able to reach
their peak potential by drawing on the
actions and behaviors of the world’s best
advisors. Each issue will:

> Provide timely facts and insights on
industry best practices, 

> Share unique and proprietary perspec-
tives on key segments of the high-net-
worth universe and, perhaps most
importantly, 

> Include exercises and diagnostic tools
designed to help all types of advisors
adapt new concepts and processes
into their business that can make them
more successful.

Continued on page 3
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Framework to
Excel

You
Personal
Mastery

Cultivating the Affluent will
help you define and build
your ideal advisory practice
and become the best
professional you can be
for your clients.

Your client
Client
Mastery

Cultivating the Affluent will
deliver the industry’s best
insights on the affluent
market, along with the skills
needed to attract and retain
them as clients.

Your business
Practice
Mastery

Cultivating the Affluent will
help you identify and navi-
gate the business decisions
and activities behind higher
profitability and client satis-
faction.

Successful and skilled advisors rely on three
areas of competency to keep their businesses
healthy and growing. 

> The first is the deep technical proficiency to
construct the most suitable and effective client
solutions. The advisors we know either have the
skills and experience they need or can access the
expertise through their firm’s resources or their
own professional network. 

> The second is a high degree of self-awareness and

self-initiation. This means a clear understanding of
how you think and behave, your personal value sys-
tem, your unique strengths and talents, the ability to
leverage them to deliver results, and the discipline to
remain focused and productive. 

> The last is a code of practice management that
includes up-to-date knowledge of your time allocation
and client profitability, the key characteristics and
concerns of the affluent market, a commitment to
examining and refining your business habits, and
ongoing professional development. 

These areas represent three distinct aspects of the
advisory business that work together as part of a well-
balanced practice – and are the stepping-stones to each
advisor’s goals. Our research and experience with
wealthy clients and their advisors can be put to the best

use helping you build your personal and practice man-
agement aptitudes. Within those areas there are three
additional components – you, your clients, and your
business – that must be addressed. In Cultivating the
Affluent we will deliver facts, observations, food-for-
thought, proven techniques, critical skills, new perspec-
tives, step-by-step instructions, case studies, and
actionable ideas in all three of these areas. 

Just For Subscribers 
> 12 issues a year, in your choice of formats

> Bonus material each month on a pass-

word protected website built exclusively

for Cultivating the Affluent subscribers

> 20% discount on The Sky’s the Limit

and all Prince & Grove titles published

by CFPN. 

> 50% discount on ONE CFPN practice man-

agement workshop (a value of up to $200)

> Complimentary registration to one

CFPN webinar hosted by Grove & Prince

(a value of $398)
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approach to finding, serving and keeping
affluent clients. The combination of your
commitment and our highly interactive
educational approach will give a consider-
able boost to your income. 

Staying Focused on Your Goals

We know that your goals are personal.
For instance, an advisor contacted us late
last year for help. His previous year’s
income totaled about $4 million – a figure
he was happy with – but he was concerned
that he didn’t have the ability to sustain it.
For most, this would be a nice problem to
have. But it is a unique situation that

requires unique solutions. Fortunately,
the process of identifying your goals,
outlining the steps to reach your goals,
and taking action is not personal. It’s a
time-tested method that can be used
by anyone. Cultivating the Affluent will
include the assessment tools and the exer-
cises to help you clarify your priorities, find
the necessary knowledge and skills, and
make progress toward your goals. By the
way, we are still working with the advisor to
deploy a sequence of marketing techniques
that have him well on the way to exceeding
his goal. 

Unlike you, we are not financial advisors
– but in this context it works to your
advantage. We are able to objectively assess
practices against data, dissect and diagram
skills, and quantify results without the bag-
gage and distraction of personal successes
and failures. In doing so we have trans-
formed the best practices into a process-
driven, learnable system for you. 

If you want more professional success
and more personal wealth – and you are
willing to make the needed adjustments to
your business and exert the required effort
– Cultivating the Affluent is your answer.

Success and Money (continued from page 1)

Reaching Your Income Goals
This exercise is designed to help you quantify your

income goals and assess the likelihood of reaching that

goal in the context of your current practice. 

Everything is relative, right? Well, when it comes to money,
that’s usually the case as evidenced by the following story. We
asked a group of people with an average annual income of
$75,000 how they defined “rich.” The answer was $1 million.
Then we asked a group of people with net worths between $1 mil-
lion and $10 million the same question and their answer was
about $13 million.

At the beginning of each new one-on-one coaching relationship,
the first thing we ask is how much money you make. The second
is how much you want to make. Invariably, we find a gap. The key
is to close the gap between your current earnings and your desired
pre-tax income. We find that it’s useful to begin at the end – with
the goal – because when we know what we are working toward
we can identify the steps needed to get there. 

Some people give us ridiculous answers – a hundred times what they
are earning today. Keep it realistic and together we can make it happen.

1. Fill in the equation below:

Step 1: How much money do you make? 
Step 2: How much money do you want to make?
Step 3: Subtract your current income from your target income to

identify your income gap.

______________    -    ________________   =  ________________
Step 2 Step 1 Step 3

2. On a scale of 1 to 5, based on what you’re doing today

how realistic is it to close your income gap? (circle the

answer)

1 2 3 4 5
Not Likely Very Likely 

3. What steps are you taking today to close the gap?

_______________________________________________________

_______________________________________________________

4. How important will the following activities be in clos-

ing the gap and achieving your goal? (use the follow-

ing scale)

1 2 3 4 5
Not Important Very Important

____ Finding more wealthy clients
____ Keeping more of my wealthy clients
____ Knowing more about my wealthy clients
____ Building stronger relationships with my wealthy clients
____ Selling more products and services to my wealthy clients
____ Staying focused on my business goals

If you answered 3, 4 or 5 to any of the questions above,
Cultivating the Affluent will deliver the knowledge and skills you
need to close your income gap over the next 12 months. Keep in
mind that your answers are the initial elements of an action plan,
one we’ll use to help you reach your goals and grow your wealth.
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The State of the
Advisory Business

You need critical insights into the best practices of today’s most
successful advisors and we’ve got them. In the third quarter of
2007 we conducted an in-depth survey with 6,102 profession-
als from across the various financial fields. The common links
between them were a focus on the affluent and compensation
(either fees, commissions or a combination) comprised largely
from the sale of financial products. Among the 6,102 study
respondents many different fields were represented (Exhibit 1).

It’s worth noting that nine out of ten advisors are very
interested in, and highly motivated, to earn more money. And
the more money an advisor makes the more ambitious they
are – nearly all advisors with more than $500,000 in income
wanted to earn more, while the response rate from those with
less than $500,000 in income was slightly lower at 89 percent
(Exhibit 3). 

Among the group we identified four different business mod-
els. About half of practitioners identified themselves as general-
ists, offering a range of products and services to their clients
based on product availability, trigger events, and client needs
but often without an overarching financial plan (Exhibit 4).
The second most common type of business model, used by 28
percent of advisors, was wealth management, another approach
that incorporates a broad range of products and services. The
differentiating factor is that wealth managers operate in a cus-
tomized and consultative way based solely on their clients’
goals and objectives. The third largest business model is prod-
uct specialist, 17 percent of advisors derive 70 percent or more
of their income from a single product or capability. The rest of
the advisors, just 6 percent, were multifamily office providers.
These are the most sophisticated practitioners that have
evolved the wealth management approach into a full-scale, total
solution for their wealthy clients that extends beyond the strict
scope of finances. 

19.5%
Wirehouse and
regional reps

22.6%
Insurance
agents

8.9%
P&C brokers

12.1%
Registered
investment

advisors

25.5%
Independent reps

11.4%
Private bankers/

trust officers

{Exhibit 1: Types of Advisors}
{Exhibit 3: Want to Make More Money by Income}

Next, we asked the group about their income in each of the
past two years and found that about half of them made less
than $250,000 (Exhibit 2). About a third made between
$250,000-$500,000, just 14 percent made between a half-
million and $1 million and only one percent earned in excess
of $1 million. 

52.8%
<$250K

0.9%
$1M+

13.8%
$500K–$1M

32.5%
$250K–$500K

{Exhibit 2: Income in Each of the Previous 2 Years}

n = 6,102 advisors
n = 6,102 advisors

n = 6,102 advisors

100%
90
80
70
60
50
40
30
20
10
0

$1M +
98.1%

$500K–
$1M
97.1%

$250K–
$500K
89.8%

<$250K
88.4%



October 2007 � Cultivating the Affluent  5

When we analyze the relationship between business model
and income some valuable facts emerge. Simply put, the least
lucrative business model is generalist with 80 percent earning
less than $250,000 a year (Exhibit 5). The most profitable one
is multifamily office provider, with 97 percent earning more
than $500,000 in each of the past two years. Product specialists
and wealth managers occupied the middle ground with about
half of each group earning between $250,000-$500,000. One of
the things we’ve observed in our work with advisors is that
wealth management is a more consistent earning model, but
product specialists can experience sharp spikes in income if
their products are performing well and favored by the current
market environment.

{Exhibit 5: Income by Business Model}

28.3%
Wealth
managers

5.7%
Multifamily
offices

48.9%
Generalists

17.1%
Product

specialists

{Exhibit 4: Business Models}

n = 6,102 advisors

How Do You
Stack Up?

Generalists 0.0% 0.5% 19.1% 80.3%
Product specialists 1.8 23.9 46.8 27.4
Wealth managers 0.1 15.4 53.1 31.3
Multifamily offices 8.9 88.5 2.6 0.0

Business model $1M+
$500K–
$1M

$250K–
$500K <$250K

<$250K

We continually upgrade and refine our best practices
research to establish real-time benchmarks for how the
leading advisors do business. Use this data as a point of
reference for your own practice and your goals.

1. Which business model best describes your

current practice? (check one)

�� Generalist
�� Product Specialist
�� Wealth Manager
�� Multifamily Office

2. In Exercise #1 you identified your current

income. How does it compare to the income of

other advisors using the same model?

�� Lower
�� About the same
�� Higher

3. On a scale of 1 to 5, how interested are you in

the following?

1 2 3 4 5
Not Very Very 

____ Exploring other business models
____ Refining your current model
____ Maintaining the status quo

Next, take some time to define your “ideal” client.

In the next issue of Cultivating the Affluent we will discuss
the link between business models and client wealth – and
why some advisory practices are more likely to attract
wealthier clients. You will have a better sense of the busi-
ness models that best support your financial goals and the
client profiles that can help you close your income gap.

Next
Month

> How to Source Your Ideal Client

> The Business Models That Attract Wealthier Clients

> Leverage the Allure of Alternative Investments

> Cures for the Sunday Afternoon Syndrome

n = 6,102 advisors
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There’s no doubt about it, wealthy clients are a hot commodi-
ty. But it’s not because they’re nicer people or easier to deal
with – in fact, sometimes the opposite is true. It’s because
working with a larger base of assets usually means an
increase in transaction size and fees which translates to more
revenue. For instance, wealthier clients have more extensive
insurance needs and they often use more credit than those 

97.1%
All advisors

{Want Wealthier Clients}

Focused
on Wealth

Business Model

Generalists 99.2%
Product specialists 93.2%
Wealth managers 95.9%
Multifamily offices 96.3%

Income

$1M+ 90.4%
$500K–$1M 93.9%
$250K–$500K 94.4%
<$250K 96.3%

Prospecting Effectively

There are as many ways to find potential clients as there are
potential clients and most of them work in some way, shape
or form. In fact, if you have a unique method of prospecting
that has been successful for you – by all means, keep using it!
Our experience tells us there are some rules of thumb about
prospecting that are worth knowing. The first is that some
methods are more effective based on the personal style and
skills of the professional using it. For instance, a particularly
eloquent, knowledgeable and persuasive public speaker might
have significantly more success with seminars than someone
with less refined skills. We also know that there are some
methods that work better with certain types of clients. Our
research with wealthy women shows that more than 80 per-
cent of them turned to their accountant or their attorney for a
recommendation when seeking their current financial advisor
– so forget about advertising and direct mail if you’re trying to
reach this market.

In future issues we'll share the methods used by leading
advisors to regularly find new, wealthy clients and what you
can do to increase the average net worth of your clients and
close your income gap

Food for Thought
If you share the goal of building a
wealthier client base, what steps have you
taken toward increasing the average net
worth of your clients?

{ }
Advisors can offer 

more sophisticated
strategies and sell a

broader range of products  
and services which can
result in a stronger and

more connected  
partnership with
wealthy clients.
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Your Biggest Opportunities
with Business Owners

The most reliable way to become wealthy is to own a business.
In fact, in a recent survey of ultra-affluent individuals 76 percent
attributed their wealth to owning all or part of a public or private
business. But big money is usually accompanied by big complica-
tions; most business owners face a number of issues that prohibit
them from realizing and maximizing their wealth. If you are the
advisor that delivers – or takes part in the development of – a
solution to these challenges you can benefit greatly.

Opportunity #1: Business Succession

We asked 412 business owners about the long-terms plans for
their equity stake in a business (see chart). Many didn’t have a
plan and were focused on the day-to-day issues of running the
business. About a third planned to sell the business, 15 percent
planned to transfer the business to someone internally and
another 15 percent planned to retain ownership.

Of the group that planned to sell their stake, only 17 percent
had taken steps to mitigate taxes in preparation for the liquidity
event. For those planning to transfer their share to someone
already involved in the business, about a third had undertaken
some tax planning.

It’s clear that business owners need both leadership and guid-
ance when it comes to business succession. Many of the owners
that were undecided about future ownership don’t know where to
begin and need the counsel of a professional to get started. Others
have an abbreviated period of time in which to create a plan and
without an expert taking them through the process will be woe-
fully unprepared. Even the 60 percent that had plans seemed to
have stopped there, leaving many of the key issues outstanding
and placing their wealth at risk. 

Your Actions:

11..  How many business owners do you have as clients?

22..  What is the fair market value of their business equity?

33.. Are you aware of their goals for the business? If not, ask.

44.. If they’re undecided, gauge their interest in taking part in a
planning session to discuss options.

55.. If they plan to transition ownership in some way, ask
about subsequent actions they have taken in preparation for
the event.

66.. If none have been taken, assess their interest in saving taxes on
the proceeds of the transaction.

77.. If appropriate, discuss the opportunity to minimize their tax
burden with advance planning.

88.. If planning has begun, ask them to identify the experts they
have turned to for advice on these matters.

99..    Ask for their permission to meet with these experts to
understand the plan and its impact on the client’s accounts
that you handle.

1100..  Determine if there is a role for you on the current succession
planning team and ask the client to facilitate the process of
getting involved.

For more opportunities with business owners

go to hsgrove.com/ctabonusoct07.html.

Hannah
www.HSGrove.com

15.0%
Keep

40.3%
Undecided

29.4%
Sell

15.3%
Transfer internally

{Long-term Objectives for the Business}

n = 412 business owners
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We are professionals with
complementary backgrounds –
Russ is a displaced academic
and empiricist who has built
the largest, most comprehen-
sive, longitudinal database on
the affluent market and has
developed a number of semi-
nal segmentation models that
have influenced current advi-
sor training techniques and
client service models. Hannah
is a veteran of the financial
services industry with exten-
sive hands-on experience
working with wealthy investors
and their advisors. She draws
on her background to adapt
Russ’s data in ways that allow
any type of advisor, at any
stage in their career, to benefit.

We have worked together for
more than a decade to study
the industry’s leading advice
practitioners and pioneer
research with the high-net-
worth and ultra-high-net-worth
markets. Together we have
penned numerous books,
papers and columns on related
subjects and our work is regu-
larly featured in leading publi-
cations and media outlets such
as Forbes.com, the Wall Street
Journal and WORTH. Most
recently we launched Private
Wealth – the first and only
magazine for advisors with
exceptionally affluent clients. 

The mainstay of our joint
business is coaching advisors
and consulting to the ultra-

affluent. We use those experi-
ences, in conjunction with
our research, to identify what
works and where there is room
for improvement. Most of what
we will discuss in Cultivating
the Affluent will be based on
the hands-on application of
our concepts, processes, sys-
tems and tools and the success
of actual advisors. And we put
our money where our mouth
is – we only get our full fee
if our advisory clients reach
their goals. 

In a nutshell, we’ve got the
experience and the insight to
deliver what you need to trans-
form your business into the
ideal advisory practice.

Just who are Hannah and Russ and why are they
qualified to write Cultivating the Affluent?

Russ
www.RussAlanPrince.com

Hannah
www.HSGrove.com

Subscribe now!
Cultivating the Affluent is written for any type of advice

professional at any stage in their career – as long as they

have ambitious personal and professional goals.

> Fee-Based Planners
> Life Insurance Agents 
> Registered Investment Advisors 
> Wirehouse and Regional Brokers 
> Property & Casualty Agents
> Independent Advisors
> Advanced Planning Specialists
> Private Bankers 
> Portfolio Managers
> Investment Professionals
> Private Client and Trusts & Estates Attorneys
> Accountants
> Trust and Business Development Officers
> Tax Planners and Specialists

Your clients may be wealthy, middle-class, or a combination
of both. You may have reached a plateau and want to shake
things up. Maybe you’re just starting out and you’re looking
for guidance and perspective. As long as you want to build
your high-net-worth client base and earn more money, this is
the publication for you.

Cultivating the Affluent can also be a valuable tool for the
managers and home-office personnel of distribution and advi-
sory firms, and other professionals or institutions that rely on
advisors for business such as asset managers and custodians.

Only
$149
Before January 1, 2008.

Regular subscription
rate is $249.
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Subscribe online at 
www.hsgrove.com/ctasubscribe.html
or by calling 732-450-8866, ext. 24.

Charter subscriptions to Cultivating the Affluent can be pur-
chased through December 31, 2007, for $149. On January 1,
2008 the cost of an annual subscription will increase to $249.
Payment can be made by check or major credit card.
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