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ADVISOR CONSULTING GROUP AREAS OF FOCUS

A process to accelerate growth, by design. Build your business with true intention.

CHRIS JEPPESEN
Senior Vice President, Chief of Advisor Consulting

• Best practices for an efficient business focused on building long-term client 

trust and loyalty

• Growth strategies, client engagement processes, and organizational 

structures of elite-level financial professional teams

• Creating a differentiated brand that attracts and creates introductions—

changing how financial professionals are perceived and described

BRIAN GALLARY
Senior Vice President, Head of Strategy and Consulting

• Business development with a special focus on prospecting, client referrals, 

and professional centers of influence

• Best practices based on information from highly regarded performance 

psychologists in the business

• Proven strategies that helped build two significant businesses (worth over 

$2b combined)

KEVIN BISHOPP, AIF®

Vice President, Advisor Consulting Performance Coach
• Performance coaching, providing unique insights to make and rapidly execute 

high-quality decisions

• Focused expertise in business metrics, capacity, resource allocation, the client 

experience, client acquisition, teams, and branding

• Facilitates the AdvisorELITE Best Practices program—a national, peer-based 

program for First Trust’s strategic relationships

JACKIE WILKE
Vice President, Advisor Consultant
• Embracing innovative business development practices and processes driving 

relevant, modern value and desired outcomes

• Focused expertise in women, new generations, affluent multi-generational 

families, content and social/digital marketing, client experience and engagement,

and new client acquisition

• Insights & Innovations best practices blog

LEWIN M. WILLIAMS, SR., CSP
Vice President, National Speaker

• Best practices to help maximize a financial professional’s productivity and 

effectiveness

• Focus on removing complexity and streamlining processes

• Helping financial professionals consider new disciplines, focus on effective 

metrics for success and more consistent client service standards

Financial professionals are reminded to check with their Compliance department prior to engaging in any social media activity and for guidance on relevant 

regulatory restrictions and internal company policies.

DAVID RUTHERFORD
Vice President, National Speaker and Performance Coach
• Former Navy SEAL and CIA Contractor

• Former World Championship Performance Coach

• Expert on team orientation, individual motivation, and elite performance within 

extreme environments
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High Net Worth Households Control Approximately Half of U.S. Wealth:

Sources: Federal Reserve, U.S. Census Bureau, Cerulli Associates

Investable Assets by Wealth Tier 2016 2019 2022

$5m+ 41% 43% 47%

$2m-$5m 17% 18% 18%

$500K-$2m 25% 24% 23%

$100K-$500K 14% 12% 10%

<$100K 4% 4% 2%
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What is driving HNW Clients to Choose a Primary Provider?

Sources: Cerulli Associates

2020 2023

Services and 

Experiences
28% 35%

Relationships 31% 32%

Investment 

Performance/

Fees

27% 16%

72%

59%

34%

43%

29%

82%

63%

56%
54%

37%

Charitable/
Philanthropic Planning

Family Counseling and
Planning

Bill Pay Foundation
Management

Concierge/Lifestyle
Services

2017 2023

Increased Offerings of Family Office Services (2017 vs 2023)
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Top 5 Growth Strategies of High Net Worth Practices

34%
Increasing referrals from 

existing clients

33%
Adding/acquiring new clients 

to increase overall scale

33%
Developing relationships 

with clients’ children

32%
Enhancing technology 

systems

29%
Ability to meet clients’ evolving 

service preferences

Sources: Cerulli Associates
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Value > Cost
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“…affluent female financial decision makers are 

likelier to have an adviser [and] are also more 

willing to pay a premium for in-person financial 

advice.”*

Families
Rising 

Gen

Women

“85% of Gen Y and Gen Z would like some form 

of behavioral coaching… vs. 25% of Baby 

Boomers+”**

“…households in which the next generation is 

engaged generate 160% of the revenues and 

270% of the profits of households without family 

engagement.”**

*McKinsey & Company

**Fidelity Investments 2022 Investor Insights Study



F O R  I N S T I T U T I O N A L  U S E  O N LY.  N O T  F O R  P U B L I C  D I S T R I B U T I O N .

People don’t care how much you know, 

until they know how much you care.

- Theodore Roosevelt

“
”



F O R  I N S T I T U T I O N A L  U S E  O N LY.  N O T  F O R  P U B L I C  D I S T R I B U T I O N .

WHY HOWWHATWHO

• People, relationships, trust 

• Expertise, authenticity 

• Profession, passion, mission

• Loved ones, family

• Values and goals

• Life events and transitions

• Priorities, needs, preferences

• Emotions, feelings, past experiences

• Short-term, long-term, legacy

• Collaboration, coaching, guiding

• Goals and values-based planning

• Client experience, communication

• Events and education

• In-person + virtual

• Retirement, tax, estate, philanthropic 

planning

• Wealth management and investing

• Human behavior and psychology 



F O R  I N S T I T U T I O N A L  U S E  O N LY.  N O T  F O R  P U B L I C  D I S T R I B U T I O N .



F O R  I N S T I T U T I O N A L  U S E  O N LY.  N O T  F O R  P U B L I C  D I S T R I B U T I O N .

Improved financial wellbeing and peace of mind

Improved financial decision-making confidence

Help to simplify and explain financial matters

Improved financial freedom and control

Help establish and achieve goals

Researching the entire market and recommending the most 

appropriate investment products 

38%

37%

36%

33%

32%

30%

*FPSB Value of Financial Planning Global Consumer Research Study 2023

Benefits of Financial Planning*
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(Re)Discovery Questions: Thinking & Feeling

What is top of mind today?

What is your family money story? How were you introduced to managing money, 

and who were your influences in your financial life?

What causes or community activities bring you joy and satisfaction to support?

Are there any you do not wish to support?

Besides financial wealth, what other legacies do you wish to leave behind?

As an individual and a family, what do you hope to accomplish with your many resources?
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Behavior and Motivation

Active 

Listening

Stories

“I’m curious…”

Social 

Proof 

Language

Positive 

Psychology

Empathy

Wedge 

Language

Their Idea > 

Your Idea

Their 

language

“Tell me about 

a time when…”

“Why?”



F O R  I N S T I T U T I O N A L  U S E  O N LY.  N O T  F O R  P U B L I C  D I S T R I B U T I O N .

• Children

• Siblings

• Parents

• Charities, philanthropies, 

causes

• Religious organizations

• Pets 

The Family Phone Call

The Family Phone Call



F O R  I N S T I T U T I O N A L  U S E  O N LY.  N O T  F O R  P U B L I C  D I S T R I B U T I O N .

[Client]

A handful of our clients have expressed concern that as their loved ones navigate life’s transitions, they may not be accessing expert or trusted resources 

necessary for developing good habits for stewarding wealth. 

As some of our most valued relationships, those important to you are important to us. We are here for them always, but especially in the current environment. 

Whether they work with a financial professional or not, clients’ loved ones leverage us as a sounding board, second opinion, for insight, education or when they 

feel like they don’t know what they don’t know.  

As part of your client experience, we’re excited to introduce the “Family Phone Call”. The handful we’ve done so far have been a hit!

This resource is a 10-minute call for you and your family – kids, grandkids, nieces, siblings, parents, in-laws, grandparents, or anyone you consider family.  

During the family call with everyone, we’ll have the opportunity to meet your loved ones and introduce ourselves so they know how we can help them one on one 

going forward.

Of course, all one-on-one conversations will be kept strictly confidential. Never will we discuss anything pertaining to you without your permission.  

The format is flexible and customizable to your needs as well.

If you would like to set up a call, simply reply to this email with:

Dates and times everyone is available in the near future 

Everyone’s email addresses and contact information so we can send out an invitation with an agenda and details

Please let us know if you have any questions. We look forward to meeting your family.   

Sample F.P.C. Introduction Email
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Process

Content

Channels

Curate

Consistency

Hook



F O R  I N S T I T U T I O N A L  U S E  O N LY.  N O T  F O R  P U B L I C  D I S T R I B U T I O N .

• “Open house” at the office - stop by for some BBQ 

• Pickleball

• Pies at Thanksgiving 

• Cooking class

• Wine tasting

• Sporting event

• Pups and patios - rent out a restaurant or brewery patio 

for clients to bring their furry friends (or a human friend) to 

grab a drink and hang out

• Nail salon

• Golf or golf lessons

Experiences Outside the Money

In-person

• Team member spotlight - interview each team member so 

clients can get to know them personally and professionally

• Video of the office and any changes you’ve made (new 

Keurig coffee machine?)

• Vacation gift - Mickey and Minnie Mouse ears for the 

whole family for their summer Disney trip

• Summer book/podcast club

• Wine tasting  or cooking class

• Small gifts (birthday, anniversary, graduation, new job, 

new puppy, etc.)

Virtual



F O R  I N S T I T U T I O N A L  U S E  O N LY.  N O T  F O R  P U B L I C  D I S T R I B U T I O N .

• Graduating higher education

• Couples and newlyweds

• First child/grandchild

• ESG

• Retiring 

• Selling a business

• Business owner/operator

• Divorce/widowed

• Legacy/estate planning

• Switching jobs

• Increasing security risks

• More life complexity

Education
Relevant Topic

• “Adulting 101” 

• “Designing your Money Mindset Together”

• “Does a 529 Plan Make Sense?”

• “Aligning Impact with Investments”

• “Putting Passion and Purpose into Retirement” 

• “5 FAQs Ahead of a Liquidity Event”

• “Separating your Personal and Professional Assets”

• “Checklist for Women Suddenly Single”

• “Legacy Love Letters”

• “Should you Roll your Retirement Account?”

• “Increase your Cyber Security”

• “Why a Financial Planner and Holistic Management”

Unique Title



F O R  I N S T I T U T I O N A L  U S E  O N LY.  N O T  F O R  P U B L I C  D I S T R I B U T I O N .

Client Personal Profile
Calendar



F O R  I N S T I T U T I O N A L  U S E  O N LY.  N O T  F O R  P U B L I C  D I S T R I B U T I O N .

The Power of Y-O-U
• Multi-generational by design

• Subject matter experts within the team

• Your WHY

• Activity/Behind the scenes

• COIs and Strategic partners

• Multi-relational 



F O R  I N S T I T U T I O N A L  U S E  O N LY.  N O T  F O R  P U B L I C  D I S T R I B U T I O N .

Insights & Innovations Blog

Sample Content Calendar

Seminar & Event Survey

Client Engagement

Videos

Event Ideas

Education Titles

Coaching/Consulting

More
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