
wisdom link 
success stories

a collection of illustrated case studies

The Wisdom Link is a strategic business development company. We help growth-mindset organizations  
capture the best practices of their top performers and transform their wisdom into a company asset for  
market differentiation, sales training, operations consistency, and fast on-boarding of new hires. 
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The plan

Web: fa.smithbarney.com/guth
Email: Joel.J.Guth@mssb.com

Toll free: (866) 464-2750
Direct: (614) 460-2633
Fax: (614) 229-4990

�e Guth Group at Morgan Stanley

41 S. High St.
27th Floor
Columbus, OH 43215

 

ELEMENTS OF MANAGEMENT SELECTION

ORGANIZATION
 Assets under management [A]
 Growth of AUM [G]
 Assets by product [Ap]
  Ownership structure [O]
 Audited financials [Af]
 Business plan [Bp]
 Operational issues [Oi]
 Technology and trading systems [Tt]
 Employee count [Ec]
 Succession plan [Sp]

PROFESSIONAL STAFF
 Investment professional biographies  
  and credentials [I]
 Team structure [T]
 Compensation structure [C]
 Recent personnel turnover [Rt]
 Breadth of research team [B]
 Reference checks [R]

INVESTMENT PHILOSOPHY
AND PROCESS
 Investment style [Is]
 Buy/Sell discipline [Bs]
 Portfolio construction process [P]
 Differentiation from competitors [D]
 Investment edge [Ie]
 Risk management procedures [Rm]

PRODUCT INFORMATION
 Capacity and transparency   
 considerations [Cc]
 Employee ownership [Eo]
 Idea generation [Ig]
 Liquidity and lockups [Ll]
 Portfolio transparency [Pt]
 Fundamental investment strategy [Fs]
 Asset growth [Ag]
 Client base [Cb]
 Portfolio/Market reports [Pr]

PORTFOLIO DATA
 Bottom up, top down [Bt]
 Quantitative versus fundamental [Q]
 Industry allocation [Ia]
 Current portfolio [Cp]
 Active versus passive [Ap]
 Turnover [To]
 Fees [Fe]
 Separate account, commingled fund  
  or mutual fund [Sa]
 Equity specific (market capitalization,  
  fundamental characteristics) [Es]
 Fixed income specific (duration,   
 quality, maturity, sector) [Fi]
 MPT Statistics - alpha, beta, 
  R squared [Mp]
 Leverage [Lv]
 Portfolio constraints [Pc]

PERFORMANCE 
 Calendar year performance versus  
  benchmark and peer group [Cp]
 Maximum draw-downs [Dr]
 Tax efficiency [Te]
 Performance attribution [Pa]

RISK MEASURES
 Sharpe ratio versus benchmark
  and peer group [Sr]
 Risk/Return charts [Rc]
 Rolling period analysis [Ra]
 Tracking error [Et]
 Downside deviation [Dd]
 Information ratio [Ir]
 Style consistency [Sc]
 Up/Down capture ratios [Ud]
 Peer universe analysis [Pu]
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�e Peak Wealth
Advocate™
Lifestyle. Liquidity. Legacy.   

�e Guth Group at Morgan Stanley
© 2012 Morgan Stanley LLC. Member SIPC.

Increase referrals from other advisors for business 
transition planning specialty services.

Create an amazing experience for business owners 
going through transition, helping them to plan for 
life after the sale of the business.

Increase number of financial planning clients. 
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Joel Guth
Senior Vice President
Financial Advisor
Family Wealth Director 
The Guth Group
Columbus, Ohio

Financial advisor with  
Morgan Stanley Smith Barney 

specialty  
Business transition planning  
and execution

Our trip to Chicago really solidified what we already knew...
we have something unique and valuable to offer. You gave us
a renewed focus and the excitement level we needed to move
on, as you would say, to the next mountain!  

“
”  - Cathy Cory

 Guth Group Partner
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Thoroughly understand what business owners  
need when they consider selling the business and 
how best to do it.

Tangibly represent Joel’s philosophy that “the  
entrepreneur’s mission doesn’t end because he 
sells his business.” 

Create unique, packaged offerings that increase  
confidence and attract attention from the right  
market or referral sources. We call them The Next 
Mountain™ and The Peak Wealth Advocate™.

Develop and package all client-facing material  
that guides them through the transition process,  
increasing their odds for lifestyle and financial  
success after the sale. 

The OuTCOme
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Joel and his team are introducing their offering to  
the marketplace and have gotten rave reviews. Fellow  
advisors are more confident about referring The Guth  
Group for business transition planning and clients  
selling businesses are receiving a drastically unique  
experience, unlike anything on the market.

The sale of a business is a time for excitement, 

opportunity and also considerable �nancial 

and personal complexity. It is the summit of 

sometimes many years of hard work and 

sacri�ce, and holds the promise of an entirely 

new lifestyle for you and your family. 

However, the multitude of options and 

decisions at this critical time can sometimes 

be overwhelming and it is di�cult to know 

where to turn and whom to trust.  

At the Guth Group, we bring an uncommon 

level of experience with the personal and 

�nancial elements unique to the sale of a 

business. We stand with you as your 

dedicated business and wealth counselors 

who guide you through this transition and 

provide ongoing �nancial leadership, wealth 

management and family support beyond. Our 

proprietary, six-step method navigates the 

sale of your company �rst and then leverages 

an understanding of your values to de�ne 

and protect your �nancial life for the next 

mountains you'll climb. 

Step 1:
SUMMIT VIEW
We listen, learn and 
share about our process.  
Using our Next 
Mountain Workbook 
we help you de�ne 
priorities, opportunities 
and a realistic vision for 
your wealth.

Step 2: 
ASCENT PLAN
We outline the process of 
sale, de�ne a valuation 
range and align it with 
your future cash �ow 
needs to provide our 
unique Peak Cash�ow 
Model, which helps you 
envision a more accurate 
post-sale lifestyle.

Step 3:  
SELECTION STAGE
The next step is the hiring 
of a banker. We facilitate 
meetings and navigate 
the details, then using our 
Investment Banker 
Selection Matrix, aid you 
in evaluation and 
negotiations to ensure an 
e�cient and optimal 
selection.

Step 4: 
BASECAMP 
MANAGEMENT
Acting as a personal CFO 
we build post-exit 
investment management 
strategies. We structure 
the conversion of the 
business to a liquid asset, 
create creditor protection 
strategies, tax savings and 
planning for your family’s 
�nances, and integrate all 
relevant professionals into 
a cohesive board of 
advisors. 

Step 5: 
PEAK TRANSITION
We then shepherd the 
sale through completion 
acting as your advocate 
throughout. Using our 
Right Buyer Filter, we 
compare potential buyers, 
consult with you on 
negotiations and o�ers, 
and map them against 
your �nancial goals and 
personal values. 

Step 6: 
HORIZON 
FREEDOM
Though the sale may be 
�nalized, our relationship 
is not. Following the          
sale, we continue our 
relationship toward the 
ongoing management of 
your �nancial a�airs, 
leaving you free to embark 
on the next stage of your 
life with con�dence and 
enjoyment.

�e Next Mountain
transition specialists. �nancial leadership.

HORIZON FREEDOM
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WORKBOOK
�e Next Mountain

�e Guth Group at Morgan Stanley  |  41 S. High St., 27th Floor, Columbus, OH 43215
phone (614) 460-2633  |  toll-free (866) 464-2750  |  fax (614) 228-2875

Joel J. Guth 
Senior Vice President, Financial Advisor, Financial Wealth Director
15 years experience

Before the Morgan Stanley Smith Barney joint venture in June 2009, Joel was a Citi Family 
Office Senior Advisor at Citigroup Smith Barney, a very select group of advisors at Smith 
Barney that advised the high net worth market.  Joel’s focus is assisting middle market 
business owners with transition strategy planning.

Joel helps families develop a customized family wealth management plan focusing on 
their long term financial objectives and specific cash flow needs.  His knowledge base of 
the complex financial markets, economic landscapes and M&A environment, both 
nationally and internationally, is extremely deep.  From this, Joel spends an incredible 

Judy Roseberry Judy.L.Roseberry@morganstanleysmithbarney.com 
Financial Advisor Associate
11 years experience with �e Guth Group

Judy is responsible for identifying qualified, prospective clients and is instrumental in 
implementing the targeted campaigns.  She assists in presentations, prospect meetings, 
seminars and the organization of Joel's speaking engagements.  Judy serves as the team's 
liaison with other Morgan Stanley Smith Barney divisions. She also assists Joel in working 
with other Financial Advisors who seek out The Guth Group’s assistance in working with 
their own high net worth prospects and clients.  She is a graduate of Miami University with 
a B.S. in Marketing and Management Information Systems.  She is a member of the Miami 
Alumni Association and lives in Grandview, Ohio.

Cathy Cory  catherine.cory@mssb.com
Second Vice President, Financial Planning Specialist
12 years experience with �e Guth Group

Cathy is responsible for helping to develop customized financial plans and monitoring our 
client’s progress toward their financial objectives. To ensure regular contact with our 
clients, Cathy conducts quarterly portfolio reviews and annually updates financial plans.  
As part of this process, she is active in reviewing asset manager performance and adjusting 
client portfolios to the changing market conditions.  Cathy has been a member of the 
board for the Jewish Community Center since 2006 and an active volunteer for the Arthur 
G. James Cancer Hospital for the past 12 years. She is a graduate of The Ohio State 
University with a B.A. in Psychology.  Cathy and her husband, Jack, live in Bexley with their 
son and daughter, Nicholas and Mackenzie.

NOTES

INVESTMENT BANKER NAME:

COMPANY:

CONTACT:

INVESTMENT 
BANKER FILTER

�e Next Mountain 
Client Name

Date

Priority Areas          Score: 1 = worst �t, 5 = best �t 

#1 COST/FEE STRUCTURE: 1 2 3 4 5

#2 BUYERS: 1 2 3 4 5

#3 EXPERIENCE: 1 2 3 4 5

#4 ABILITY: 1 2 3 4 5

#5 POSITIONING: 1 2 3 4 5

#6 PERSONALITY: 1 2 3 4 5

#7 TEAM: 1 2 3 4 5

TOTAL SCORE:

  1 2 3 4 5

CURRENT RATE OF RETURN

BUSINESS SALE/LIQUIDITY EVENT

HURDLE RATE

ENDING ASSET VALUE

PROBABILITY ANALYSIS

PEAK CASHFLOW

�e Next Mountain 
Client Name

Date

STARTING ASSET VALUE

LIFE EXPECTANCY

INCOME

 Earn-out for 3 years

 Sale of Company Real Estate

 

 

ASSET ALLOCATION

 Cash/Fixed Income

 Equity

 Alternative Investments

EXPENSES

 Annual Net Spending

 New Business Venture

 Renovate Primary Residence

 Philanthropy

 

TAXES

 Federal

 State and Local

 In�ation Rate

WEALTH MANAGEMENT
TIMETABLE

�e Next Mountain 
Client Name

MONTH

Date

PRE DEAL     NOTES

ACTION ITEM

STATUS

MONTH

 

ACTION ITEM

MONTH

 

ACTION ITEM

MONTH

 

ACTION ITEM

BUSINESS  
ABSTRACT 

Prepared for 
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The plan

To help Adam’s company differentiate itself  
and successfully communicate the approach he 
takes with his clients utilizing unique questions  
and planning in a non-conformist way. 

To identify and package his unique philosophy  
and thought process, to increase sales and  
improve client experience.

1

2

Adam Stock
Founder, CFP®
The Next Level Planning Group
Chicago, Illinois

12 years of experience as a CFP®  
and a Lincoln Financial Advisor 

specialty  
Comprehensive financial planning,  
mentoring, and business development

The Wisdom Link is a team of true professionals,  
masters of their craft. “ ”  - Adam Stock
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To identify Adam’s unique service and  
planning philosophy.

Create a tangible representation of Adam’s  
offering, for increased differentiation. We called  
this The V-Factor™.

Package Adam’s client-facing models and  
illustrations, to increase educational value.

The OuTCOme
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The Next Level Planning Group continues to grow  
as a firm with a clear message and the capabilities  
necessary to reach their market and battle  
commoditization.

Inside each of us lies a mystery waiting to be explored, a power to be harnessed and a source of energy to shape our world.  
It is as unique as our identity and as timeless as spirit. Your personal V Factor guides your behavior, it directs your 
financial and lifestyle choices; and when understood and unleashed — has the power to transform.  

At The Next Level Planning Group we understand the importance personal awareness plays in planning a financial future.  
Once your V Factor is revealed and applied, we can help identify optimal solutions that align every area of your financial life.  

Walk the path toward financial enlightenment with us. Unlock the power of your V Factor.

STEP THREE | VISTA
TO IMPROVE IS GOOD; 
TO OPTIMIZE IS SUBLIME.

We look at your likely financial future given your 

current strategy. With that basis, we thoroughly 

explore all of your options and employ our Optimize 

Method
TM

 to ensure a measured and reasonable 

pursuit of your ideal and present your V Factor Plan.

STEP FOUR | VITALIZE
BRINGING LIFE TO THE PLAN. 

We implement your V Factor Plan using a 

customized Vitalization Guide
TM
. This detailed and 

precise project management schedule provides 

a predictable and assured experience.

STEP FIVE | VELOCITY
UNLOCK POTENTIAL. TRANSFORM BEING.

Now that your V Factor has been activated, 

our imperative is to keep it front and center to help you 

continue making optimal financial decisions. Always 

attentive and available, we structure regular updates 

and an annual progress review to redefine and adjust 

as your needs and the financial world evolve.

STEP TWO | VISION
CLARITY DICTATES EVERYTHING.

We translate your narrative into a shared understanding 

of a personal mission. Your values, goals and financial 

vision are presented to you as your own V Factor,

and discussed thoroughly to confirm we are aligned.  

STEP ONE | VALUES
THE WISE BEGIN WITH THE WHYS. 

To best design your financial future, we learn 

about your present situation, how you arrived 

at it and how it may change over time. We listen 

to your financial story, unearth your core values 

and visualize how you would like to live the rest 

of your life.  
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Adam Stock and Josh Markowitz are registered representatives of Lincoln Financial Advisors Corp.

Securities and investment advisory services offered through Lincoln Financial Advisors Corp., a broker/dealer (member SIPC) 
and registered investment advisor. Insurance offered through Lincoln affiliates and other fine companies. CRN201105-2054145

TM 2011. The Next Level Planning Group. All rights reserved. No part of this process may be reproduced in any form, or by any means 
whatsoever, without written consent from the publisher. Made in the USA, March 2011. The V Factor Experience is a trademark of 
The Next Level Planning Group, Chicago, Ill.

THE NEXT LEVEL PLANNING GROUP
8755 W. HIGGINS ROAD
SUITE 200
CHICAGO, IL 60631

P. 773.867.3658
F. 773.867.3691
WWW.TNLPG.COM

OF

THE 
V FACTOR
EXPERIENCE

TM

UNLOCK THE POWER 

   YOU.
OF

Adam is passionate about three things:
First, helping clients navigate the many 
financial challenges in the present so 
they can experience a more meaningful 
and joyful financial future. Adam brings 
12 years of experience, a CERTIFIED 
FINANCIAL PLANNER™ (CFP®) certification, 
extensive industry training and the close 
relationships he has developed with his 
clients to this important work every day.
Adam is currently pursuing a Masters of 
Science Degree in Financial Planning.
Second, Adam is passionate about mentoring 
others - most notably The Next Level Planning 
Group's staff and interns - in the art and 
science of financial planning and in the 
principles of how to be a true professional 
in any walk of life.

Adam's third passion is entrepreneurship. 
Adam derives great satisfaction from helping 
his business-owner clients locate strategic 
partners to accelerate the growth of their 
businesses.

Adam's life and work is best captured in 
The Next Level Planning Group's motto: 
"Educate, Empower and Enrich."

ADAMSTOCK
CFP®

Founder of The Next Level 
Planning Group, a family 
wealth management 
firm based in Chicago.

Multi-talented and filled with an insatiable 
curiosity about pretty much everything, 
Josh Markowitz is a true renaissance man.

Josh is a financial planner with The Next 
Level Planning Group. His specialty is 
bringing both art and science to the task 
of helping people match their expected future 
expenses with highly probable cash flows 
from their assets. The "art" is reflected 
in the creative and customized descriptions 
of clients' values, goals, and vision of the 
future that he weaves into their financial 
plans. The "science" comes alive through 
an integrative understanding of financial 
markets, estate planning, and tax reduction 
strategies, and the placement of the client's 
specific situation and goals within that context. 
This blending of art and science results in 
plans that are built to last, yet adaptable to 
the future, and serve as useful "road maps" 
for clients en route to their financial 
destinations.

JOSHMARKOWITZ 
FINANCIAL PLANNER

wh
The

TM

TMTM

Less Likely to Run Out of Money in Retirement More Likely to Run Out of Money in Retirement 

Downside Protection Less Valuable 
Wealth Transfer Strategies More Important 

Downside Protection More Valuable 
Wealth Transfer Strategies Less Important 
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The plan

To create an offering that Rochelle could use within 
her CPA practice to convert accounting clients into 
financial services clients.

To represent the shared world view of Rochelle and 
her business partner, Barbara, that life is incredibly 
dynamic and rear-view planning is dangerous.  

Rochelle and Barbara are currently converting
accounting clients into financial services clients
and charging fees for the first time. They have a
message they are passionate about and have the
language to express it, effectively. 

1

2

Rochelle Chandler 
Managing Partner/CPA
Chandler & Knowles CPAs, PLLC
Flower Mound, Texas

Over 10 years of experience as a CPA 

specialty  
Holistic tax-planning, insurance and  
financial services capabilities
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Understand the philosophy within the partnership,  
the unique planning offerings and to craft a message 
that would resonate with the accounting clients.

Package a sales communication piece that  
communicates Rochelle’s unique offering,  
philosophy and capabilities. We call it  
The Dynamic Wealth Builder™. 

Create a customized tool to be used with clients,  
sharing all planning options. This is called  
The Options Matrix.

The OuTCOme

1

2

3

The Options Matrix
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The Options Matrix
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step 1: 
The Multi-Faceted Assessment
At our first meeting, we gather a comprehensive 
understanding of your assets. We introduce you to 
our cutting edge concepts and how you can take 
advantage of them. We will also provide you with a 
checklist to help you take the weight off your 
shoulders and ensure you are not missing 
opportunities. 

step 2: 
The Shifting World Solution
We use our knowledge of you and the world to 
uncover the best way to protect your assets, make 
your finances tax efficient and create wealth. By 
taking all aspects of your life into consideration, 
we’ll create an Options Matrix to summarize the 
best strategies to meet your goals, so you can feel 
confident about your possibilities.

step 3: 
The Redrafted Roadmap
In this step, we confirm that we are in line with the 
details of your destination. By mapping your goals 
to potential decisions, the Options Matrix will help 
you see what choices are best for you. Once we’ve 
built a customized plan of action, we establish a 
timeline to get you moving forward.

step 4: 
The Integrated
Performance Process
We implement our solutions quickly and efficiently 
to protect the wealth you’ve built and introduce you 
to necessary resources. Along the way, we share the 
steps we are taking to keep the process as simple as 
possible. 

step 5: 
The Dynamic Life Adjustment
To serve you best, we meet on a regular basis to 
review goals and address any changes in your life 
and in the world that may affect you. By continuing 
to provide guidance through our Strategic 
Overview, we ensure that your financial plan will 
always address your dynamic world. 

Everything is changing.
With shifts in the economy, technology 

and legislation, it’s become more 

challenging than ever to navigate toward 

financial opportunity.

To address the need, Chandler & Knowles 

introduces The Dynamic Wealth Builder™; 

a specialized financial system and tax 

planning program for growth-oriented 

business owners and affluent families. Our 

process delivers an innovative approach to 

time-tested methods to help protect, 

access and grow your wealth. Take control 

of your financial world.

The Dynamic  
Wealth Builder™

F I N A N C I A L  C O N T R O L  
F O R  A   C H A N G I N G  W O R L D

THE WORLD

Tax Law

Economy

Industry 
Changes

Politics

Technology

YOUR WORLD

Business/Career

Health

Family

RetirementRetRetRetRetRetRetetetetttRetRetRRetRetRetRetetetireireireireirireireireireireireireiireireireireireireireir mmmmmmmememememememm
step 2 

step 3

step 4

step 5 

step 1

“Avoidance of tax is not a criminal offense. All taxpayers have the right to reduce, avoid    
 or minimize their taxes by legitimate means.’’ 
 IRS manual sec 913,4-23-81(1) 

The Dynamic  
Wealth Builder™

F I N A N C I A L  C O N T R O L  
F O R  A   C H A N G I N G  W O R L D

Chandler & Knowles CPAs, PLLC
7370 Hawk Rd. 
Flower Mound, TX 75022-6266

P. 817-430-3000
F. 817-430-7206

www.formycpa.com

TM 2011. Chandler & Knowles CPAs, PLLC. All rights reserved. No part of this process may be reproduced in any form, or by any means whatsoever, 
without written consent from the publisher. Made in the USA, April 2011. The Dynamic Wealth Builder™ is a trademark of Chandler & Knowles CPAs, 
PLLC, Flower Mound, Texas.

 - Rochelle Chandler
You are an awesome team and I am blessed that my 
path led me to you.“ ”



Th
e

 C
h

a
LL

e
n

g
e

Th
e

 p
La

n

The Challenge

TM 2010. The Wisdom Link. All rights reserved. No part of this tool may be reproduced, by any means whatsoever, without written consent from the publisher.

www.thewisdomlink.com 616.546.2948

The plan

To stand out from his competition. John knew he 
had a unique view of wealth management and  
that business would grow if he could communicate 
his uniqueness.

To over serve his top 20% of clients and let go of 
his bottom 80%, who were costing him money.

John is amazed at what he has been able to do 
with a clear message and uniquely packaged  
wisdom. He doubled his AUM last year and is  
on track to double again. 

1

2

John Galego
Founder, CEO
Atlas Wealth Management
Hopkinton, Massachusetts

10 years of experience in the  
financial services industry 

specialty  
Wealth Manager for high net worth  
clients and business owners

I’m in warp speed! Business is off the charts. The process and  
rebranding have been instrumental. I cannot tell you how many  
compliments I get. The credibility factor is huge.

“
”  - John Galego
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Identify John’s unique philosophy and graphically  
represent it in a Sales Narrative for differentiation 
and to shorten sales cycles. We called it The CORE 
Financial Approach™.

Rebrand Atlas Wealth Management, so John’s  
business would be recognized as credible  
and innovative.

Package all client-facing material, creating a  
professional and unique experience for all  
prospects and clients.

The OuTCOme

1

2

3

1 ASH STREET | SUITE 2B HOPKINTON | MA  01748 | JOHN.GALEGO@LPL.COM | 508.435.5990 
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John P. Galego, MS
President & Founder
Atlas Wealth Management, LLC

Throughout the past ten years, John Galego has dedicated 
himself as a financial advocate on behalf of his clients. John’s 
primary goals are to develop lasting relationships and to help 
provide his clients with the knowledge, confidence, and 
empowerment to gain control over their finances. 

John’s  process, The C.O.R.E. Financial Approach™, 
enables him to help:

• Provide Confidence, Opportunities, Resources and 
Empowerment to successful individuals looking for 
innovative strategies to manage, protect and grow their 
financial assets

• Successfully define, create and implement custom 
financial plans for clients

• Refine plans as life changes occur through ongoing 
communication 

• Keep an objective vantage point by putting the client first

John is the founder of Atlas Wealth Management, LLC and the 
creator of The C.O.R.E. Financial Approach™. Firmly believing 
that the client’s needs always come first, John is affiliated 
with LPL Financial, one of the largest independent 
broker/dealers in the U.S*. He holds his insurance licenses for 
life, health, and disability as well as his Series 66 and Series 7 
FINRA securities registrations. He earned an MS from the 
University of Denver and a BA from the College of Wooster. 
John practices in MA, CT, NY, ME, RI, FL, VT, NH and OH.

Atlas Wealth Management, LLC
1 Ash Street | Suite 2B | Hopkinton, MA 01748  

P | 508-435-5990  F | 508-435-5993
jgalego@theatlasapproach.com
www.theatlasapproach.com

Securities and financial planning services offered through LPL 
Financial, a Registered Investment Advisor. Member FINRA/SIPC.

*Based on total revenues, as reported in Financial      
Planning magazine, June 1996-2008.

TM 2009. John Galego. All rights reserved. No part of this process may be 
reproduced in any form, or by any means whatsoever, without written consent 
from the publisher. Made in the USA, May 2009. The C.O.R.E. Financial Approach™ 
is a trademark of John Galego, Hopkinton, MA.
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ATLAS
WEALTH STRATEGIES

WEALTH STRATEGIES FOR INDIVIDUALS AND FAMILIES

A comprehensive fact 
finding process designed 
to thoroughly evaluate 
your business retirement 
needs.

401K 

1

At the center of the universe is its core. 
The core provides absolute strength and 
absolute stability. It is from that strong 
core that everything else revolves. 

We believe that at the center of your 
financial life must be a core financial 
plan. A strong core represents a clearly 
defined plan based upon solid fundamentals 
that include your purpose,values, goals 
and beliefs. The core provides the clarity, 
direction and confidence needed to remain 
balanced in any situation. The C.O.R.E. 
Financial Approach™ was created based 
on this belief.

The C.O.R.E. 401K Approach™ provides 
Confidence, Opportunities, Resources and 
Empowerment to successful individuals 
who are looking for innovative methods 
to protect and grow their financial assets. 
This unique approach includes an intuitive 
five step process designed to help discover, 
evaluate, strengthen and monitor our 
client’s core financial goals.

STEP ONE 
DISCOVERY

A concise review of your 
existing plan, emphasizing 
its strengths, weaknesses, 
opportunities and threats.

2 STEP TWO
REPORT

An unbiased and independent 
evaluation of multiple 
vendors based on your plan 
needs. 

3 STEP THREE
SOLUTIONS

Hands on assistance 
implementing the retirement 
plan at the sponsor and 
employee level.

4 STEP FOUR
IMPLEMENT

A structured process to 
review your plan frequently 
and educate participants. 

5 STEP FIVE
MONITOR

1 3
4

5

2

BUSINESS RETIREMENT STRATEGIES
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John P. Galego, M.S.
President
1 Ash Street 
Suite 2B
Hopkinton, MA 01748

P | 508-435-5990
F | 508-435-5993

www.theatlasapproach.com
jgalego@theatlasapproach.com
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1 Ash Street | Suite 2-B | Hopkinton, MA 01748  

P | 508-435-5990  F | 508-435-5993
jgalego@theatlasapproach.com
www.theatlasapproach.com
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SECURITIES OFFERED THROUGH LPL FINANCIAL, MEMBER FINRA/SIPC

1 Ash Street | Suite 2B | Hopkinton, MA 01748 P | 508-435-5990  F | 508-435-5993
jgalego@theatlasapproach.com   www.theatlasapproach.com

The information contained in this email message is being transmitted to and is intended for the use of only the individual(s) to whom it is addressed. If the reader of this message is not the intended 
recipient, you are hereby advised that any dissemination, distribution or copying of this message is strictly prohibited. If you have received this message in error, please immediately delete.
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The plan

To improve sales message to his best referral 
sources, attorneys.

To increase referrals from attorneys.

Lee now has a unique, productized offering, a
powerful pitch and great confidence, which has
improved his lead-generation efforts, as well as
his opportunities for speaking engagements.

1

2

Lee Slavutin
MD, CLU
Stern Slavutin 2, Inc.
New York, New York

20 years of experience in  
the life insurance industry 

specialty  
Well-known speaker and educator 
regarding the complex legal and 
technical aspects of securing life 
insurance for estate tax planning

I am a big fan of what you do. The Wisdom Link has something 
very special in the area of branding a business. “ ”  - Lee Slavutin
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Harvest Lee’s wisdom to identify how his medical
experience, spiritual life and specialized knowledge
differentiate him from other insurance providers.

Package his wisdom to productize his entire offering
by recognizing how he uniquely serves both attorneys
and clients. We called this The 8th Element™.

Monetize his offering to develop a powerful message
for Lee to use with attorneys, helping them to
become better referral sources.

The OuTCOme

1

2

3
THE 8 TH ELEMENT™

INTEGRIT Y DEFINES US

LIFE INSURANCE INVENTORY
CLIENT:                                                           DATE:

  Insurance Policy Policy  Policy Death Annual Issue Policy Cash Outstanding
 Insured Company Number Owner Beneficiary Type Benefit Premium Year Anniversary Value Loan

Stern Slavutin - 2 Inc.
530 Fi�h Avenue, New York, NY 10036
Phone: 212-536-6025  |  Fax: 212-536-6043
Email: ls@sternslavutin.com  |  www.sternslavutin.com

TM 2011. Stern Slavutin - 2 Inc. All rights reserved. No part of this process may be reproduced in any form, or by any means whatsoever, without written consent from the publisher. Made in the 
USA, September 2011. The 8th Element™, the Advanced Insurance Diagnostic™ and the Underwriter Advocate™ are trademarks of Stern Slavutin - 2 Inc., New York, New York.

Lee Slavutin is a registered representative of and offers securities and investment advisory services through MML Investors Services, LLC. Supervisory Office: 530 Fifth Ave. 14th Floor, New York, 
NY 10036, 212-536-6000. Stern Slavutin - 2 Inc. is not an affiliate or subsidiary of MML Investors Services, LLC.
CRN201402-156877

THE 8 TH ELEMENT™
INTEGRIT Y DEFINES US

Stern Slavutin - 2 Inc.  |  530 Fi�h Avenue, New York, NY 10036  |  Phone: 212-536-6025  |  Fax: 212-536-6043  |  Email: ls@sternslavutin.com  |  www.sternslavutin.com

TM 2011. Stern Slavutin - 2 Inc. All rights reserved. No part of this process may be reproduced in any form, or by any means whatsoever, without written consent from the publisher. Made in the USA, 
September 2011. The 8th Element™, the Advanced Insurance Diagnostic™ and the Underwriter Advocate™ are trademarks of Stern Slavutin - 2 Inc., New York, New York.

Lee Slavutin is a registered representative of and offers securities and investment advisory services through MML Investors Services, LLC. Supervisory Office: 530 Fifth Ave. 14th Floor, New York, NY 
10036, 212-536-6000. Stern Slavutin - 2 Inc. is not an affiliate or subsidiary of MML Investors Services, LLC.

CRN201311-154524

If we were sitting here        years from now, looking back over that time, what has to have happened for you 
to feel successful about your practice?

What stands in your way?

What are your biggest opportunities?

What are the most important capabilities and resources to leverage?

STEP 1:  CAPABILITIES PRESENTATION
At our �rst meeting, we introduce you to our process in order to clearly 
delineate who we serve and how we can work together to help your 
clients achieve their goals. We also establish a clear line of 
communication so you remain apprised of all action steps and provide 
you with tools to help you discern potential best �t opportunities.

STEP 2:  CLIENT INTRODUCTION AND ALIGNMENT 
Together, we gather an understanding of the client’s needs so we can 
ensure a successful engagement through sound alignment and e�ectively 
tailor the experience to the client’s unique situation.

STEP 3:  CLIENT MEETING
AND FINANCIAL DIAGNOSTIC
We begin to build an in-depth relationship with the client based on 
capability, trust and integrity. We lead the client through a family �nancial 
diagnostic, like a physician examining a patient. Committed to our belief 
that “Well informed is well insured™,” we welcome any and all questions 
the client might have and prepare him for the next steps.

STEP 4:  LIFE INSURANCE AUDIT
Utilizing our Advanced Insurance Diagnostic™, we thoroughly review 
the client’s life insurance pro�le to create an inventory of policy attributes 
including bene�ciaries, owners, coverage and �nancial strength of the 
carriers. We then provide you with an executive brief so you can easily 
recognize any possible gaps in the client’s portfolio.

STEP 5:   RECOMMENDATIONS
Our �ndings and recommendations are delivered in the form of the 
Solutions Matrix, a diligent side-by-side comparison of proposed actions 
and the client’s current holdings. We support the client in his 
decision-making and con�rm our actions with you. Together, our 
collective solutions function cohesively for the bene�t of the client.

STEP 6:  UNDERWRITER ADVO CATE™
Leveraging an uncommon hybrid of specialized medical training and 
industry experience, we strive for successful implementation of the 
chosen solutions. �is phase incorporates the use of our proprietary 
methodology, the Underwriter Advocate™, which was developed to 
facilitate the approval and issuance of new policies. 

STEP 7:  IMPLEMENTATION BRIEF
We supply you with a detailed analysis of the implemented 
solutions to keep on �le so you can quickly reference what was 
executed on the client’s behalf and why. We continue to monitor 
our strategy in case of changes and remain available to both you 
and the client for future consultation.

THE 8 TH ELEMENT™
INTEGRIT Y DEFINES US

Caring for the �nancial security of wealthy families requires diligent review, considerable skill and interpersonal insight. 
And when appointing advocates to serve those clients, you must carefully consider the capability, creativity and above all, 
integrity of those resources you endorse.

Let us introduce you to �e 8th Element™, an innovative approach that leverages an uncommon level of capability 
and integrity to support the attorney in serving his or her client.  

For over 28 years we have been engaged in the highest technical echelons of life insurance design, specializing in the needs of 
high net worth families. We seamlessly integrate into the operations of a select group of prominent estate attorneys to help 
protect their client experience, enhance their reputation and provide discrete, unparalleled support to their client families.

STEP 1:
CAPABILITIES

PRESENTATION

STEP 2:
CLIENT INTRODUCTION

AND ALIGNMENT

STEP 3:
CLIENT MEETING AND
FINANCIAL DIAGNOSTIC

STEP 4:
LIFE INSURANCE
AUDIT

STEP 5:
RECOMMENDATIONS

STEP 6: 
UNDERWRITER
ADVOCATE™

STEP 7:
IMPLEMENTATION
BRIEF

THE 8 TH ELEMENT™
INTEGRIT Y DEFINES US

Advisors for People With Extraordinary Lives

Stern Slavutin - 2 Inc.
530 Fi�h Avenue  
New York, NY 10036
Phone: 212-536-6025 
Fax: 212-536-6043

Email: ls@sternslavutin.com
www.sternslavutin.com

TM 2011. Stern Slavutin - 2 Inc. All rights reserved. No part of this process may be reproduced in any form, 
or by any means whatsoever, without written consent from the publisher. Made in the USA, September 2011. 
�e 8th Element™, the Advanced Insurance Diagnostic™ and the Underwriter Advocate™ are trademarks of 
Stern Slavutin - 2 Inc., New York, New York.

Lee Slavutin is a registered representative of and o�ers securities and investment advisory services through 
MML Investors Services, LLC. Supervisory O�ce: 530 Fi�h Ave. 14th Floor, New York, NY 10036, 212-536-6000. 
Stern Slavutin - 2 Inc. is not an a�liate or subsidiary of MML Investors Services, LLC.

CRN201311-154524

LEE SL AVUTIN

Lee Slavutin, MD, CLU has been providing life insurance strategies 
to high net worth individuals for over 28 years.  Born in Melbourne, 
Australia, Lee graduated from Monash University Medical School 
and came to New York as the chief resident in pathology at Lenox Hill 
Hospital. In 1983, Dr. Slavutin entered the life insurance business. 
Lee’s unique medical quali�cations are an integral element of his 
specialty for managing substantial life insurance policies.

�rough his years of experience Lee Slavutin, MD, CLU has developed his knowledge for working 
with a key audience which includes clients with:
 
 $25-500M in assets   Underwriting Challenges
 Strong Families    Family O�ces
 Liquidity Needs   Family Businesses 

STEP 1

STEP 2

STEP 3

STEP 4

STEP 5

STEP 7

STEP 6:  
UNDERWRITER
ADVOCATE™

Stern Slavutin - 2 Inc.  |  530 Fi�h Avenue, New York, NY 10036  |  Phone: 212-536-6025  |  Fax: 212-536-6043  |  Email: ls@sternslavutin.com  |  www.sternslavutin.com

TM 2011. Stern Slavutin - 2 Inc. All rights reserved. No part of this process may be reproduced in any form, or by any means 
whatsoever, without written consent from the publisher. Made in the USA, September 2011. The 8th Element™, the Advanced 
Insurance Diagnostic™ and the Underwriter Advocate™ are trademarks of Stern Slavutin - 2 Inc., New York, New York.THE 8 TH ELEMENT™

INTEGRIT Y DEFINES US
Lee Slavutin is a registered representative of and offers securities and investment advisory services through MML Investors 
Services, LLC. Supervisory Office: 530 Fifth Ave. 14th Floor, New York, NY 10036, 212-536-6000. Stern Slavutin - 2 Inc. is 
not an affiliate or subsidiary of MML Investors Services, LLC.

CRN201312-154967

underwriter advocate™
an uncommon approach

Leveraging our specialized medical training and industry knowledge, we approach the 
underwriting process with an intentional strategy that works to our client’s advantage. 

We proactively review medical records and make recommendations that place 
the client in the most favorable light to the underwriters. 

• control over medical conditions • interviews with physicians
• health improvement advice  • optimal test-taking schedule 

Our client takes the medical exam.

We then work with the underwriting team to obtain a rate that will meet the 
client’s goals or engage other carriers.

1
2
3

review

exam

engage

STEP 6:



Th
e

 C
h

a
LL

e
n

g
e

Th
e

 p
La

n

The Challenge

TM 2010. The Wisdom Link. All rights reserved. No part of this tool may be reproduced, by any means whatsoever, without written consent from the publisher.

www.thewisdomlink.com 616.546.2948

The plan
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The Speakers Bureau process was created to ensure that our Business Building Workshops 
meet your objectives and provide a return on your investments. This document enables the 
account manager to follow a proven road map to determine when, how and where a 
So What Speaker is an appropriate fit and to help facilitate a successful event. 

THE                SpEakErS BurEau procESS  

campaign guidElinES

Refine Letter One, 
describing how the 
book is an example 
of specific business-
building ideas that 
would differentiate 
the advisor.

Identify the Targets 
for the So What 
Campaign.

Via FedEx, send the 
following package: 
• Letter One
• Speaker Biography
• So What Book
• Audio CD
• The So What?  
 Experience

Seven days later, the 
Campaign Manager 
will follow up with 
the prospects to  
arrange an  
appointment to  
talk about the  
So What Program. 

1 2 3 4

reFine
letter

identiFy
tarGets

Send
letter

7-day
FOllOw-UP

P.o. Box 1095 | east Sandwich | ma 02537 | 508-888-2500 | www.sowhatbook.com
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WHOLESALERS
1:1 presentations or 
Small Group 
Workshops

RSM 
Keynote

NEIL WOOD 
Keynote 

MARK MAGNACCA 
Keynote

25
UP TO

PEOPLE

26-50

51-100

100+
SO WHAT? PRESENTATIONS
This visual overview is designed to help 
determine which presenter is best suited 
to facilitate the So What presentations 
with different size groups.

Learn to write and use a personal 
biography that communicates your 
character, competence and common 
ground.

Craft a powerful and intriguing 
message that answers the 
“What do you do?” question.

Expand your business with a proven system 
for generating introductions to prospects 
who match your ideal client profile.

1 2 3THE SO WHAT? 
PERSONAL
BIOGRAPHY

THE SO WHAT? 
POSITIONING
STATEMENT1

ONE

W
ORKSHOP

THE SO WHAT? RESuLTS WEB SITE The So What Results Web site provides additional online support and measurement. 

2
TWO

W
ORKSHOP 3

THREE

W
ORKSHOP

THE SO WHAT? 
REFERRAL  
FACTOR

www.sowhatbook.com
annie@markmagnacca.com

P.o. Box 1095 | east Sandwich | ma 02537
tel. 508-888-2500 
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Everyone knows that time is money. At  
Insight Development Group, we also know  
that leveraging our speaker resources can lead 
to a direct increase in business. That’s why 
we’ve created our Speaker’s Bureau Process,  
to ensure our Business-Building Workshops are 
not only appropriate for your objectives, but to 
maximize the return on your investment.

This document outlines the phases that occur 
for all events delivered by our Certified  
So What Presenters. We manage everything, 
from the beginning of the engagement to after  
the event, so you have the confidence that your 
goals are met and your audience has a valuable 
experience. 

p.o. Box 1095 | east Sandwich | mA 02537
508-888-2500 | www.sowhatbook.com 
mark@markmagnacca.com
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I’M INTERESTED IN...
 Creating my So What? Positioning Statement.
 Developing my own So What? Referral Formula Strategy.
 Receiving a copy of the book So What? 
 Learning more about your products and services.
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ANNIE
As Vice President of Client Support, Annie brings a unique 
combination of skills to her position at Insight Development Group.
Annie has a wide range of experience in helping wholesalers create
impactful meetings designed to help advisors grow their business.

Annie serves as a resource to Pacific Life wholesalers helping
them position the meetings they host to maximize their impact and
generate interest in learning more about Pacific Life wholesalers
and products. She has been an integral part of creating the So What
content and serves as an expert resource who can “connect the
dots” to make advisor meetings more impactful.

With more than 20 years experience in Marketing Communications
at Eastman Kodak and Lucent Technologies, Annie has a proven
track record of creating successful sales and marketing programs
and she is adept at finding new solutions when traditional ones
aren’t working.

In addition to her corporate experience, Annie founded All’s in
Order, a professional organizing company where she specialized
in helping executives systemize their business and free up time to
focus on what they do best. She uses her broad range of skills to
deliver hands on services that result in improved efficiency, peace
of mind and a more balanced work-life environment.

Wholesaler Support Services
• Pacific Life Wholesaler Academy Content Resource
• So What Meeting Support and Wholesaler Coaching
• Personal Biography Creation and Editing

With a passion for helping others, Annie has been an active
participant in Habitat for Humanity International and the
American Red Cross. She is a Unity Chaplain and enjoys
remodeling, home redesign and sailing in and around Cape Cod.
She lives on Cape Codwith her life partner, John, and her
Shih Tzu companion, Harley.
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VIcE PrEsIdENT, clIENT suPPorT

P.o. Box 1095
east Sandwich | ma 02537
508-888-2500 
www.sowhatbook.com
annie@markmagnacca.com

MARK
Mark Magnacca, President of Insight Development Group, 
is a recognized industry expert who specializes in helping 
advisors create a personal brand and effectively articulate 
their value proposition. As a presenter, Mark’s mission is 
to bring a unique combination of dynamic content, relevant 
industry experience and an interactive presentation style 
that brings ideas to life.
Prior to founding Insight Development Group, Mark  
co-founded Wellesley Financial Services, a financial  
education and investment management firm. Over a 10 
year period, he was responsible for creating innovative, 
practice-development and business-building strategies. 
These strategies have become the foundation for his  
books, “The Product is You” and “So What? How To  
Communicate What Really Matters to Your Audience,”  
as well as his training program for Financial Advisors,  
“So What Business Building Workshops.”

Mark has worked with a wide range of financial  
services companies including:
• Merrill Lynch • Pacific Life
• Pioneer • Checkpoint Systems
• Blue Cross Blue Shield • Young President’s Organization
• EMC      • BlackRock
His programs have also been featured in both print and 
television media including:
• The New York Times • USA Today
• The Wall Street Journal • Registered Rep
• Financial Planning • CNN’s Moneyline
Mark is a participant in The Strategic Coach Master’s
Program. He is a graduate of Babson College where he
majored in finance, investments and communication.
He resides in the Boston area with his wife Kristen and
two children.
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IDEAL CLIENT PROFILE SAMPLE SO WHAT?

FORMULA
Identifying an accurate Ideal Client Profile begins with a look at the  
Ideal Clients you’ve worked with. Write your Top 5 Ideal Clients at the top  
of this exercise. Under each profile area, mark the option that applies to each  
client. Once you’ve marked an option within each profile area, identify which  
option has the most checked boxes. The options with the most check marks  
make-up your Ideal Client Profile, to be summarized on the right.

35-55
56-65
66-75

76-100

SO
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va
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ag
e

TOP 5 IDEAL 
CLIENT NAMES

IDEAL CLIENT 
PROFILE

         
MARRIED

DIVORCED
SINGLE

WIDOWED

40K-100K
100K-200K

200K+

CLIENT REFERRAL
COI REFERRAL

COLD CALL
MARKETING

OTHER

FAMILY
SECURITY

ACHIEVEMENT
RECOGNITION

CAREER
FREEDOM

FUN
OTHER

PROFESSIONAL
BUSINESS 

OWNER
ExECUTIVE

RETIRED

Write the first name of your 
top 5 Ideal Clients in the 
spaces provided to the right.

Write the option with the 
most check marks in the 
spaces provided below.Ha

nk

Ir
en

e

Jo
hn

De
nn

is

To
ny

Client
Referral

Security

Business 
Owner

Married

100K +

66+
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So What PoSitioning 
Statement WoRKSheet 
The So What Positioning Statement is designed to quickly captivate 
the attention of your audience and create an interest in learning more 
about your business and what you can do for them.

So What?: How to
Communicate What Really
Matters to Your Audience
by mark magnacca
Financial times Press, 2009

To create your So What Positioning Statement, please complete the following:
What are the three primary concerns your clients face?

1. _____________________________________________________________

2. _____________________________________________________________

3. _____________________________________________________________

What are the three things you do to address their primary concerns?

1. _____________________________________________________________

2. _____________________________________________________________

3. _____________________________________________________________

The formula below will help you structure your So What Positioning Statement:
Do you know how so many/most … (insert primary concern)

_______________________________________________________________

What I do is … (insert what you do to address concern)

_______________________________________________________________

Use the space below to develop your first draft of your So What
Positioning Statement. It usually takes at least 3 different versions to
create a So What Positioning Statement that is succinct and effective.

_______________________________________________________________

_______________________________________________________________

_______________________________________________________________

P.o. Box 1095 | east Sandwich | ma 02537
508-888-2500 | www.sowhatbook.com

©2011 insight development Group, inc. all rights reserved. these copyrighted materials are the sole and exclusive property of 
insight development Group, inc, east Sandwich, massachusetts. no unauthorized use of any kind is permitted.

For broker/dealer use only. Not for use with the public.
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GeNerIC examples
1

2

3

4

Dentist 
Do you know how so many people don’t like going to the dentist?
Well, what I do is practice such a gentle form of dentistry that you don’t even 
realize you have been to the dentist until you see how great your smile looks.

CPA 
Do you know how so many CPAs are just focused on making sure you pay the right 
amount in taxes? Well, what I do is different because I focus on helping you grow 
your business profitably by asking the questions no one else asks.

FinAnCiAl ADvisor 
Do you know how many people spend more time planning for their vacation than 
planning for their retirement? Well, what I do is help my clients plan for the 
longest vacation of their lives … their retirement.

lAwyer
Do you know how so many people dislike calling their lawyer because they don’t know 
how much it will cost them every time he picks up the phone?  Well, what I do is act as 
a business advisor for my clients to help them anticipate and avoid problems so they 
don’t need to worry about the money whenever they call me.

ABoUt tHe BooK
It’s tough, but true.  
The people you’re  
trying to communicate 
with, sell to, or convince 
don’t really care about 
you or your offer, until 
they understand exactly 
how it will benefit them. 
If you recognize that one 
hard, cold fact, and you 
know what to do about it, 
you’ll make more money, 
achieve greater success, 
and even have more fun!

resoUrCes
For more info on how to 
craft your own So What? 
Positioning Statement 
and to learn more about 
how to communicate what  
matters most to your  
audience, please go to 
www.sowhatbook.com.

GENERIC PosItIoNING 
statEmENts
BY maRK maGNaCCa, 
CEo oF INsIGHt DEVELoPmENt GRoUP & aUtHoR oF so WHat? 

©2011 insight development Group, inc. all rights reserved. these copyrighted materials are the sole and exclusive property of 
insight development Group, inc, east Sandwich, massachusetts. no unauthorized use of any kind is permitted.

For broker/dealer use only. Not for use with the public.

P.o. Box 1095 | east Sandwich | ma 02537
508-888-2500 | www.sowhatbook.com

Mark Magnacca
President
Insight Development Group
East Sandwich, Massachusetts

20 years of experience as  
a speaker and coach 

specialty  
Sales and communication
coaching for corporations

The Wisdom Link has helped us consistently filter, prioritize and
then package our best ideas and help us go from brainstorm to
sale in less than 60 days.

“
”  - Mark Magnacca

To ensure the preservation of lucrative 
corporate accounts.

To leverage intellectual capital previously  
packaged within a book format, transforming it  
into promotional material and large group 
presentation content.

Mark now has a fully packaged presentation that 
leverages his wisdom, creates continued value for 
his best clients and supports the sale of his book. 

1

2

Identify how Mark’s audience would benefit
from learning his sales pitch formula.

Develop the core promotional messages.

The OuTCOme

1

2
Package Mark’s offering into supportive and  
fulfillment material necessary to meet his goals.3
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The Challenge

TM 2010. The Wisdom Link. All rights reserved. No part of this tool may be reproduced, by any means whatsoever, without written consent from the publisher.

www.thewisdomlink.com 616.546.2948

The plan

Much has impacted the engineering 
world in the last few years.  For 
many engineers, projects have been 
harder to win, more difficult to 
manage, and not as profitable. 

Through The Berenyi Business 
Program, over three decades of my 
industry experience and success is 
summarized to serve others within 
my industry.  It is my aim to help 
the next generation of ambitious 
engineers to build successful 
businesses without throwing life 
out of balance or compromising 
their values.

Over the years, I have built a 
successful engineering firm because 
at its center, are three core values.

It is my pleasure to introduce The 
Berenyi Business Program.

– Tony Berenyi
 Founder and President, 
 Berenyi Incorporated

The Berenyi
Business Program

CHARACTER:   Determining what you stand for and standing for it.

LEADERSHIP: The vision, the courage, and the spirit to show others the 
     path and walk it ahead of them.

EXCELLENCE: The result of striving toward the very best, constantly. 

Excellence is the foundation of values within this program. Excellence is not 
just a word. It is a philosophy, a mental exercise that drives constant 
improvement. This program is designed, specifically, for engineers who 
naturally endeavor to reach the pinnacle of their abilities, who are 
committed to creating the very best work, building the best business, and 
providing the very best client experience.

In the folds of Excellence

• Every night, I ask myself a single question: “Did I do my very best today?” This question does two things for me: 
  1. Allows me to recognize where I really did shine that day, as well as where I need to do better next time.
  2. Knowing that I’ll be asking myself that question at the end of the day keeps me at the top of my game throughout 
   the day, every day. 
 
• Excellence is experienced by breaking through existing capabilities, pushing the limits, and going beyond one’s comfort zone. 
 
• Excellence requires Excellent Habits. Throughout my program, I have identified many ways to help you rethink your 
 business. All recommended actions and advice stem from a philosophy of Excellence.

The Core Values, as previously described, 
must be embraced in order for this program 
to work. 
 CHARACTER
 LEADERSHIP
 EXCELLENCE
 
Seven Business Modules, designed to apply 
these values through principles within each 
area of the business.

 CLIENT & TEAM LEADERSHIP
 SALES & MARKETING
 TEAM
 PROJECT MANAGEMENT
 BRAND
 RELATIONSHIP MANAGEMENT
 BUSINESS MODEL
 
The Learning Cycle, a four-step process for 
constant improvement.  

LEARN: recognize what must be done in order 
to change and grow.

IMPLEMENT: create a plan and take action – 
apply what you’ve learned.

IMPROVE: constantly seek improvement and 
the opportunity to learn, and delve deeper 
into each business area.

MONITOR: integrate accountability and 
measurement tracking, so your endeavors can 
be judged successful or not.

Berenyi Incorporated   49 Immigration Street, Suite 201, Charleston, SC 29403
843.284.2000 Office   843.284.2001 Fax   www.berenyi.com

The Berenyi Business Program

The Berenyi Business Program 
includes three layers: 1.

2.

3.
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2.
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BERENYI
BUSINESS PROGRAM

the

Engineers are traditionally challenged with marketing and sales. Much of the effort is reactive: placing an ad somewhere (like the 
phone book) and taking any business that comes. Or, engineers simply call architects, hoping there are projects they can win. 

We think of building a business through sales very differently. The focus needs to be on creating and maintaining the RIGHT 
relationships and proactively reaching the right prospects. Rather than diluting your 
message, investing in broad marketing efforts, working with anyone who seems 
interested, and trying to get in front of strangers to make a sale, be strategic.

Advice from Tony:
I recommend your marketing efforts be focused on a specific list of targeted individuals. 
Know your number. If you need to win (3) good projects, make a list of (10) great 
people you want to reach. Make sure they fit your criteria. Remember, your reputation 
will be impacted by the reputations of those with whom you choose to work.
 My recommendation:
  1. A good history of paying their debts
  2. Architects who get the “good” jobs
  3. Professionalism, clean facility, good team
  4. Great reputation and values alignment 

Once you’ve got your target list, strategize how to get in front of them. I always begin 
with current relationships we have in common. Who would have the ear and the trust of 
my target? I then, humbly, ask for an introduction.

Module 2: SALES AND MARKETING
Target/Plan/Leverage

PRINCIPLE 1
TARGET
Partner with companies that are aligned with your core values, which result in excellent business 
practices and reputations. Figure out for whom you want to work based on your own core values on 
the company, their reputation and who is in the beginning stages of project development.   

PRINCIPLE 2
PLAN
Once you’ve identified the companies with which you would like to work, develop a strategy for 
how to get in front of the decision maker(s).

PRINCIPLE 3
LEVERAGE
Activate great relationships. If you have a great reputation, you’ll have a lot of fans. 
Turn your fans into door-openers. 

“A huge part of marketing 

is credibility. You have to 

be honest with yourself 

about what kind of work 

you want and knowing 

when to say when. If you 

get more work that you 

can handle, the quality 

gets compromised, and 

you pay for it in the end. ”  

- Tony Berenyi

Without your team, you do not have a business. You can be a great sales person and 
bring in a ton of new business, but if your team cannot execute, your job becomes a 
lot tougher. A good team increases your opportunity by expanding the capability of 
your entire firm. You can say “Yes” to projects and “Yes” to the needs of clients if 
(and only if) you have a team to make good on your word.  

To set yourself up with a framework that will support a well-functioning team. 
You must provide:
 • A positive environment- Give your staff work conditions that will be 
  conducive to success.
 • Clear indicators- Lead by example, communicate your expectations and 
  have confidence in their abilities. 
 • Feedback- Be fair and consistent with monitoring progress and measurement.   
  Whether your input is positive or negative, offer it with care and tact.  

We all produce better results when we know exactly what is expected and how our 
progress will be measured. Establish a system for rewarding success, and help your 
team members understand how their efforts largely and significantly influence the 
success of the overall operation. 

Module 3: TEAM
Build/Train/Empower

PRINCIPLE 1
BUILD
Make sure you have the right people in place to do what needs to be done. If you don’t have them, 
find them.  

PRINCIPLE 2 TRAIN
Teach your staff to operate fully within your values.

PRINCIPLE 3
EMPOWER
Once they understand your mission, arm your team with the tools, processes, skills, 
and accountability necessary to best serve your clients.

“I can be the greatest 

sales person out there 

and bring in a ton of work 

for my �rm, but if the 

team doesn’t know 

how to execute, my job 

gets exponentially 

more di�cult.”   

- Tony Berenyi

“If you send your team into 

a project without adequate 

logistical support, it will 

fail. Guaranteed.”  

- Tony Berenyi

Project Management is an internal process that affects all client experiences. It isn’t rocket science, but it does require 
common sense. It must involve systems; not only do you need to design the appropriate systems, you also have to hold 
yourself to them. Solid project management will allow you to see problems as they arise, not after they have infiltrated 
your projects and turned order upside down. Effectively managing your jobs allows you to proactively handle your 
operations instead of getting bogged down with how to move forward.

The best project management processes take several elements into consideration:
 A. Every client experience, in sequence
 B. Every internal system necessary to create the intended client experience
 C.  Simple project tracking forms: capture the project details up front and 
  track progress along the way
 D. Prescheduled team communication – have it on the calendar and know what  
  to report, what to ask, and what is necessary to keep things moving
 E. Client communication – reach out regularly, especially at the points in the 
  process that are most important to the client

Module 4: PROJECT MANAGEMENT
Organize/Plan/Follow-thru

PRINCIPLE 1
ORGANIZE
Keep up-to-date records of where your projects are regarding stages of their processes. 

PRINCIPLE 2
PLAN
Begin preparing your action steps at the beginning of the job. It’s a lot easier to stay on top if you 
start out on top.

PRINCIPLE 3
FOLLOW-THRU
Making a list is easy, but walking a process through to the end takes commitment and persistence, 
coupled with trouble-shooting skills. 

Education
B.S., Civil Engineering, The Citadel, 1982
M.S., Structural Engineering, MIT, 1984

Registration
Professional Engineer: (1987) 
South Carolina, North Carolina, Virginia, 
Georgia, Maryland, New York, Arkansas, 
Colorado, Michigan, Pennsylvania, Texas

Selected Experience
• Arco Metals Aluminum Plant, 
 Russellville, KY $925M
• Offshore Towers & Structures, 
 Andros Island, Bahamas $130M
• BioMass Boiler & Turbine Plant, 
 Holly Hill, $40M
• Nucor Sheet Mill – Special Equipment  
 Foundations, Huger, SC $215M
• Boeing 787 Dreamliner Skills 
 Training Center, North Charleston, SC
• Force Protection, Ladson, SC
• Daimler Chrysler Plant Renovation &
 Expansion, North Charleston, SC
• Americast Plant – North Charleston, SC
• Zodiac Boats manufacturing Plant –  
 Summerville, SC
• Scout Boats Manufacturing Plant –  
 Summerville, SC
• MetalWorx Plant – Summerville, SC
• Southern Lime Administration and 
 Testing Facility – Calera Alabama

Tony Berenyi, PE
President
tberenyi@berenyi.com
843.696.7157

Tony Berenyi, PE, founded Berenyi Incorporated in 1989. It has grown from 
a one-man company to a multifaceted, collaborative full service firm offering 
architectural, engineering and land planning services, with extensive 
experience in cement, lime and metals. The Berenyi team of talented 
architects and structural engineers has designed and managed construction 
of many familiar projects around Charleston and throughout South Carolina.

The Berenyi Incorporated motto is, “All under one roof,” with a 
comprehensive range of services providing innovative, effective and 
cost-efficient solutions to their client's technical and project management 
needs. Berenyi has substantial experience working with industrial projects 
that have tough structural problems to solve, and he enjoys figuring out 
how to improve industrial efficiency while enhancing product quality.

Berenyi received a B.S. in Civil Engineering from The Citadel in 1982, and 
an M.S. in Structural Engineering from MIT in 1984. He developed his 
leadership skills as a commander in the Gulf War, where he earned a Bronze 
Star. His responsibilities included planning and implementing dangerous 
maneuvers while keeping his 250 men safe. Those eight months 
commanding a transportation unit have stuck with the retired Army Reserve 
soldier, and he appreciates both the big picture and the tiny details, in 
work and life.

Berenyi has been named Engineer of the Year by the Charleston Contractor’s 
Association. In 2001, he authored and published a book, “Secrets for Savvy 
Business Owners,” which takes a unique and innovative look at successful 
business styles that encourage working smarter, not harder, and appeals to 
business owners who want to take their business to the next level, 
adapting to changing times for maximum profit and value.

Berenyi currently resides in South Carolina with his wife, Cokie, and their 
two daughters. He enjoys spending time on their Awendaw farm, boating 
and fishing, and travelling to Africa, where he is planning a pro-bono 
engineering project in Zambia.

49 Immigration Street, Suite 201, Charleston, SC 29403  |  phone 843.284.2000  |  fax 843.284.2001

www.berenyi.com

The Berenyi Business Program covers seven different areas of an engineering business. The seven business areas are organized into 
seven modules. The modules do not need to be learned in sequence. Rather, I recommend you begin with the modules that will 
make the greatest impact for you, right away.  

Below is a series of statements. Please score your personal comfort level for each statement. At the end of this exercise, add up 
the scores for each section.  Those business areas with the lowest scores should be addressed first. 

NO                           YES

SELF-SCORING TOOL

My team knows what my vision is for the future of the company; 
they understand their integral role in making it a reality.

Each team member knows what he/she needs to do in order to 
accomplish the vision.

We have a streamlined system for communicating the plan for projects, 
the status, deadlines, and who is doing what.
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I feel confident in my current marketing endeavors, intentionally 
targeting the best prospects.

I have a healthy sales pipeline that includes qualified prospects 
with upcoming projects.

I have a solid process for getting in the room 
with a prospect.
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1  2  3  4  5  6  7  8

1  2  3  4  5  6  7  8

TOTAL

When I speak with a qualified prospect, I do NOT spend much time 
selling my company nor myself.

I do not spend time with prospects and clients who do not align with my 
core values. Rather, I work with people who could be extensions of my 
company; we’re that similar in values.

I know exactly how many projects I need in order to hit my revenue 
targets within the year.

SA
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S

1  2  3  4  5  6  7  8

1  2  3  4  5  6  7  8

1  2  3  4  5  6  7  8

TOTAL

I’m confident that I have the right team in place in order to 
build the company I envision.

My team follows a system that naturally improves the company by 
immediately applying lessons learned.

My team (myself included) is systematically held accountable for keeping 
projects on track.

1  2  3  4  5  6  7  8

1  2  3  4  5  6  7  8

1  2  3  4  5  6  7  8

TE
AM

TOTAL

Tony Berenyi
Founder
Berenyi Incorporated
Charleston, South Carolina

30 years engineering experience 

specialty  
A leader in structural, architectural, 
industrial design and construction 
management

Change is inevitable. Successful leaders, always awake and aware, 
recognize and assimilate new conditions and react appropriately.  
any other course of action is a blueprint for stagnation and failure.

“
” - Tony Berenyi on leadership through innovation

To increase amount of new business 
for Berenyi Incorporated.

Tony now has an online coaching program, full of 
his own intellectual capital; he has even crafted a 
recurring revenue model. In an industry that is  
so often price-focused, he has created a unique 
way to improve his industry – and drive new  
engineering business.

1
To build a second business to help the next 
generation of engineering firms.2
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Harvest Tony’s wisdom: his philosophies and  
strategies for running a successful engineering firm.

Package his wisdom into an online coaching  
program for engineers that would not require  
much of Tony’s time.

Monetize the program by charging for membership 
and sharing it with prospects and clients to support 
his leadership position in the industry.

The OuTCOme
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The plan
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THERE USED TO BE 
TWO OPTIONS:

THE LOCAL AGENT.   
They live right in town. They take care 
to develop long-lasting relationships. 

The local producer is a part of the fabric 
of a community. They are the bedrock 
of American values, integrity and the 
heritage of the small town insurance 

agency model. The problems with this 
option are the limitations of service, 

breadth of solutions and sustainability 
in a fast-changing world.  

THE NATIONAL FIRMS.   
These are large, national companies 

with vast footprints. They have capable 
services and programs, a massive 

back-office and bureaucratic system 
for everything. The problem is that 
they stifle innovation and bring on 
mediocrity. If you have a question, 

you’ll call the 1-800 number.

1 2

The Transition Pilot™ 
is a clear and focused mergers 
and acquisitions program that 
provides swift, seamless transitions 
for firms and their leaders. 
Whether your goal is to sell 
your practice and retire, merge 
your firm onto our integrated 
platform or come aboard as 
a producer, our customized 
transition options provide the 
flexibility and control you need 
to protect your bigger future. 

1

2

3

4

5

6

STEP 
ONE

STEP 
TWO

STEP 
THREE

STEP 
FOUR

STEP 
FIVE

STEP 
SIX

Opportunity Overview
Learn about our integrated platform, our exciting record for 
growth and our sustainable business model during this onsite visit. 
You’ll tour the TrueNorth facility, meet our people, experience 
our culture and envision your opportunity with us.

Discovery Lab
A perfect fit begins with a discovery of goals, an outline of needs 
and open communication about intentions. The Discovery Lab is 
a forum for us to collaborate on exactly what, how and when a 
transition makes the most sense for you.

Transition Map 
In any positive relationship, clarity is shared between parties. 
In Step Three, we take the first step by providing a clear outline 
of options and opportunities for you to entertain. From this 
Transition Map, we will formulate our transition plan.

Solution Builder
We negotiate, refine and finalize your offer in Step Four. Once 
we’ve navigated the paperwork, we’ll formalize our agreement with 
a signing event and celebrate our success together with a team 
dinner in your honor.

Transition Activator
A seamless transition requires careful planning, solid 
communication and perfect execution. Our on-boarding program 
integrates our top corporate resources and technology solutions 
along with a proven approach to protect your interests, your client’s 
experience and your team’s confidence during the transition.

Integration 
Protecting a good situation is always a better investment of time 
than neglecting it. In this on-going portion of the process, we 
consistently advance our value proposition by reviewing and 
refining our relationship to ensure long-lasting success.  

THE TRANSITION PILOT™
PLAN.  NAVIGATE.  SUCCEED.

FINALLY A TRUE SOLUTION.   
TrueNorth offers the values and personalized care of the local firm with 

the sophistication, breadth of services and high-performance talent of the 
large national companies. We’re unique in that we offer an entrepreneurial 

platform that provides freedom, control and potential to enterprising 
individuals and agencies. Let’s chart a course for your success.

3

Integration 6

Transition
Activator5Opportunity

Overview 1

Solution
Builder 4

Transition
Map 3

Discovery
Lab2

500 1st Street SE | Cedar Rapids, IA 52401-1901

PHONE 319.364.5193 | TOLL FREE 800.798.4080 | FAX 319.862.0612

truenorthcompanies.com

ENHANCE YOUR OFFERING AND PROTECT YOUR OPPORTUNITIES

We can help. TrueNorth can support you with a migration 
to our integrated platform of solutions that will expand your 
capabilities, ensure your growth and help you capture opportunity.

LEVERAGE YOUR BUSINESS AND RETIRE 

We’d like to provide you with some options. Our business succession 
program can help you transition your practice while protecting your 
team, your clients and your financial future.

JOIN A WINNING TEAM, INCREASE YOUR 
ODDS OF SUCCESS AND LEARN FROM SOME 
OF THE BEST IN THE BUSINESS

We’re here to support you. TrueNorth is aggressively seeking motivated 
producers to join our expanding team of specialists.

CAN HELP YOU NAVIGATE 
TO A TRUE SOLUTION.

NO MATTER WHERE YOU ARE
ON THE MAP.

THE 
TRANSITION 
PILOT™

IF THE MOMENT HAS COME TO: 

TM 2012. The Transition PilotTM is a registered trademark of TrueNorth Companies, L.C. All rights reserved.  
No part of these materials may be reproduced by any means, whatsoever, without written consent from the publisher.

When it comes to business transition, 
smart leaders want direction. 
TrueNorth experts are here to help 
you plan, navigate and succeed. 

MAKING A MOVE?
Let us be your TrueNorth.®

Traveling the road from uncertainty to clarity can be challenging. For most organizations 

in the transportation industry, significant opportunities to improve business models and 

enhance human capital exist but are seldom integrated e�ectively. To see a return, 

innovation must be captured, seamlessly integrated and e�ectively measured.

The TrueSolution™ provides our clients with an uncommon ability to pinpoint current 

exposures and a foundational roadmap for lasting and accelerated growth. As trusted 

advocates, we leverage innovative strategy and map it to aggressive implementation 

techniques to drive sustainable financial results, mitigate future risks and maximize 

operational e�ciencies

Phase 1 CATALYST
At our first meeting, we introduce 
you to our process and clearly 
define how we will work together 
to help you achieve your goals. 
Together, we gain clear insight 
into your objectives, ensuring we 
align a successful partnership that 
promotes your unique vision for 
the future.  

Phase 2 DISCOVERY
Through our comprehensive, yet 
efficient approach, we provide 
our clients with a detailed analysis 
of their needs today and for the 
foreseeable future. If we agree to 
move forward, we will discuss 
specific solutions, workflow and 
our ability to create actual value.

Phase 3 STRATEGY
We review The TrueSolution 
Analysis™ to create a 3-year action 
plan that will be tracked quarterly 
and adjusted annually. We then 
organize a hierarchy of activities, 
assign accountability teams and 
benchmarks, and negotiate an 
investment breakdown. 

Phase 4 LAUNCH
We launch with a Leadership 
Summit to ensure stakeholder 
alignment with the defined 
objectives. Our team is charged 
with the responsibility to execute 
on the agreed strategies and 
provide sound advice along 
the way. 

Phase 5 UPSHOT
Each quarter, we look to 
capture innovation and leverage 
improved efficiencies, ensuring 
accountability and driving 
milestones to conclusion.

Phase 6 LEVERAGE
We reconvene annually for a 
Leadership Summit designed to 
celebrate success, review results 
and chart a renewed course for 
continued growth. To ensure an 
appropriate level of objectivity is 
maintained and our alignment is 
protected, we dismantle your plan 
each year and test each solution 
to map against a renewed vision 
for the future.

THE 

TRUE
SOLUTIONTM

Unsurpassed Strategy. 
Driven Results.

N
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LEVERAGE
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Unsurpassed Strategy. 
Driven Results.

THE 

TRUE
SOLUTIONTM

500 1st Street SE | Cedar Rapids, IA 52401-1901

PHONE 319.364.5193 | TOLL FREE 800.798.4080 | FAX 319.862.0612

truenorthcompanies.com

THE TYPICAL COMPANY

90% of businesses have:

• Fragmented approach to maximizing 
 and protecting their company

• Lack of accountability/clarity in most 
 levels of an organization hinder them 
 from achieving desired results 

• Limited understanding of rapidly 
 expanding risks

• Increasing regulatory complexities

Top 10% of businesses have:

THE NEXT LEVEL ENTERPRISE

• Clear vision of the future

• Clear levels of organizational
 accountability and ownership

• Access to meaningful resources, 
 support and assurance
• Confidence to continually innovate

THE 

TRUE
SOLUTIONTM

THE NEXT LEVEL ENTERPRISE

• Clear vision of the future

• Clear levels of organizational
 accountability and ownership

• Access to meaningful resources, 
 support and assurance
• Confidence to continually innovate

Top 10% of businesses have:

THE 

TRUE
SOLUTIONTM

TrueNorth
Cedar Rapids, Iowa

$28M multi-specialty  
insurance company 

specialty  
Property and casualty, risk  
management and financial solutions

ROI? In the first 90 days I would say the return has been 10-to-1. 
Our sales cycle is shorter. We closed three out of the last three
of our clients and we were able to do it faster because we were telling 
the story better. after a year, I expect our return will be 50-to-1.

“
” - Ron Fuhrman, TrueNorth Benefits Division

To brand, package intellectual property and build 
systems for five divisions and 20 independent  
agencies under the TrueNorth flag.

TrueNorth now enjoys divisional unity and  
consistency. Each division has productized  
their top producer’s IP and is transforming it  
into training materials to enhance team  
performance, operating systems, M&A and  
recruiting opportunities, company culture and  
client sharing across divisions.

1

To promote cross-selling between divisions and 
capture latent opportunities.2

Revitalize and better define the corporate brand.

Productize the intellectual property within  
5 divisions and document all supporting systems.

Promote the brand and culture within the  
home office and 20 satellite locations.

The OuTCOme
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3

To unify the culture with a singular vision and 
shared pursuit of a $100M goal.3
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The plan

iDeal 
Solutions 
Business 
Builder™ 

The iDeal Solutions Business Builder™ is a program specifically 
designed to support the growth of small businesses within the 
Kitchen and Bath building and remodeling industry. With  
decades of experience and success under our belts, we’ve  
identified four major areas of a business that have immense  
impacts on success. We have developed strategies around  
each of the four areas, or modules, and proprietary tools for 
implementing them into your business.  

Promotion
driving prospects to your door through strategic  
relationship management

SaleS
transforming quotes into orders by selling what  
the client really wants

Product mix
focusing the client’s attention on products that  
reflect your brand

Vendor management
choosing vendors who add to your bottom line

We recognize that small business owners  juggle a lot in  
order to manage and grow a business and that lifestyle is often 
sacrificed.  That is why our program has been structured to pin 
point the areas of the business that have the greatest impact on 
cash flow, cost management, and confidence protection.

As a client of The iDeal Solutions Business Builder program,  
you will be supported in three ways:

   Quarterly personal coaching – stay on track and confident  

   Monthly group webinars – learning from others

   Online program – access to the entire program 24/7

Please contact Mark Uhlig at 

262-338-5893 
to sign up and receive your preparation material!

Getting Started

3
2
1
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120 N. Main St., Suite 180 | West Bend, WI 53095  | phone 262-338-5893  | fax 262-338-0773
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IdentIfy your Product PhIlosoPhy 

IDEAL SOLUTIONS

middle aged couples remodeling a home, income $150K+, they are optimistic, modern, and want it all

clean, spacious, able to entertain, all the modern amenities

they don’t want to go over budget and are concerned about the project taking too long

they are often Mac users, buy organic foods, and shop expensive clothing brands – but on sale          Budget – we help our customers to prioritize, so their budget goes toward the most 

          important experiences they want to have

 Whom you serve:  describe your very best customers:a._____________________________________________________________________________________

b._____________________________________________________________________________________ 

c._____________________________________________________________________________________  

d._____________________________________________________________________________________  

 how you serve:   which concerns do you eliminate and which hopes do you make real?

concerns:_____________________________________________________________________________

_____________________________________________________________________________________

hopes:_______________________________________________________________________________

_____________________________________________________________________________________

 The criteria that your   products meet: a._____________________________________________________________________________________

   _____________________________________________________________________________________ 

b._____________________________________________________________________________________  

   _____________________________________________________________________________________  

c._____________________________________________________________________________________ 

   _____________________________________________________________________________________  

 

a. How would you profile them?
b. What do they really want when they visit you (their hopes)?

c. What are they trying to solve or avoid (their concerns)?

d. What other kinds of products do people within this profile purchase? 

1

2

3
 a. What is unique? b. What is consistent?

 c. What do you and your very best customers love about your products?

We serve ____________________________ who really want _____________________________

without ______________________________________. We do this by offering products that  

______________________________________________.  We’ve selected our offered products  

because they meet our personal criteria: 
1._________________________________________________________________________________

2._________________________________________________________________________________

3._________________________________________________________________________________

(summarize profile) 

(hopes) 
(concerns) 

(how you serve) 

          Lifestyle – we create a space within their homes that serves them functionally and creates  

          the kind of high-end modern lifestyle they see in magazines and really want for themselves
Our products are all made with material that is sustainable and environmentally friendly. 

Everyone loves the clean and modern look of our products. It makes people feel optimistic about being organized.savvy couples 
going over budget a beautiful and modern space 

meet functional needs with clean and modern design.  
Efficient Construction: Protect budget by being Designed and Manufactured Efficiently

Earth Friendly: Material used is high quality and sustainable

Clean Design: Creates high-end experience regardless of budget

Everything we carry has been designed and manufactured in the most efficient ways, using the most 

modern technology, so it reflects a hand-crafted artisan look, but at a much lower budget

TM 2011, iDeal Solutions. All rights reserved. No part of this process or tools may be reproduced in any

form, or by any means whatsoever, without written consent from the publisher. Made in the USA. iDeal Solutions Business Builder™ is a trademark of iDeal Solutions, West Bend, Wis.

Product Mix choice
IDEAL SOLUTIONS

 top 5 products 

Product tyPe:  

   Product 1:                   

 Which 3 Products scored the highest?   1.________________________________________________________________________________ 2.________________________________________________________________________________ 3.________________________________________________________________________________ if you were to only showcase those top three products within your showroom,  
 what would the experience be for your prospects and customers?  _________________________________________________________________________________ _________________________________________________________________________________ What would the experience be for your designers/sales team? _________________________________________________________________________________ _________________________________________________________________________________

   Product 2:      

   Product 3:       

   Product 4:       

   Product 5:        

List the top 5 products you currently carry within each product type, describe  each product, and identify how well each product matches your Product Philosophy.

TM 2011, iDeal Solutions. All rights reserved. No part of this process or tools may be reproduced in any
form, or by any means whatsoever, without written consent from the publisher. Made in the USA. iDeal Solutions Business Builder™ is a trademark of iDeal Solutions, West Bend, Wis.
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Matches our PhiLosoPhy:     1  2  3  4  5          ProfitabLe:    1  2  3  4  5
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Matches our PhiLosoPhy:     1  2  3  4  5          ProfitabLe:    1  2  3  4  5

Cambria

Zodiaq 

SileStone   

Ceaser Stone  

Hanstone   

Cambria

The showroom would be more spacious and our visitors may spend more time checking out what we specialize in, rather than seeing us as a mall for product options (and then going elsewhere to buy a product that someone else could just sell on price) where we sell the value of what we firmly believe in.
Our design team may resist this choice at first, but I think they will find it’s actually easier to  focus on what the customer really wants, rather than taking them on a tour of options. 

Hanstone
Zodiaq

Quartz Countertops Foundational 
agreement:  
more is not always better. When faced with too many options, our brains go haywire. it becomes 
difficult to process comparisons and data. it becomes difficult to make a decision. This is not an 
ideal situation for a customer: confused with cash in hand. at this point, what is the one thing 
they can see through the fog of information? Price. The conversation becomes about price.

The solution is simplicity.  make it easy for your customers to take-in, categorize, and process 
information about the products you carry.  There are a number of strategies we recommend:

IDEAL SOLUTIONS 
P r o d u c t  m i x  m o d u l e

Know your own product philosophy –why you carry what you carry
By introducing your own product philosophy, you filter-out a lot of questions customers 
may have. You draw their attention to the elements or qualities of your chosen products, 
allowing their brains to focus on manageable amounts of data.

display no more than tHree  products for each product line 
We recommend limiting the number of products to tHree because it is a manageable 
number. This choice allows customers to compare product information, rate which is  
most appropriate for their own needs, and ask enough questions to feel confident about 
making a decision.

Within each product line, you can categorize the tHree options based attributes and  
categories other than price. For example: quality (low, medium, high), lifestyle use  
(efficient, family life, luxury), or style (contemporary, modern, traditional). You can  
carry more than three and offer them when appropriate, but don’t clutter the showroom  
with them.  Streamline your product lines.
 

customize a pitch for the right product(s) based on the customer’s  
vision of the perfect room
do not overwhelm your customers with data. rather, filter the data for them.  
customize a product pitch based on what the customer has already shared with you.  

example: if a customer mentioned that she likes to entertain, highlight the products that  
would make entertaining easy, or that would create a unique experience for her guests.   
Sell to her vision. use her own language. if she’s shared criteria for her perfect room,  
that means she’s already filtered-out some options. catch up with her by sharing  
information you know she cares about.

 
one

1
 
tWo

2
 
tHree

3

too many choices cause customer  
paralysis and price wars.

TM 2011, iDeal Solutions. All rights reserved. No part of this process or tools may be reproduced in any
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C l i e n t  e x p e r i e n C e  t o o l

IDEAL SOLUTIONS

How easy is it to get directions to our building and find us?
_____________________________________________________________________________________

How could i improve the experience my customers have when the approach our building and walk through the door?_____________________________________________________________________________________

How i will welcome a new customer:
_____________________________________________________________________________________

How i will aim to make them feel:
_____________________________________________________________________________________

How i will represent the brand of our company:
_____________________________________________________________________________________

How i will ask them about their vision of the perfect kitchen/bathroom:_____________________________________________________________________________________

How i will paint the picture of their vision back to them:
_____________________________________________________________________________________

How i will help the customer to see that we really understand the vision and can make it a reality:_____________________________________________________________________________________

TM 2011, iDeal Solutions. All rights reserved. No part of this process or tools may be reproduced in any
form, or by any means whatsoever, without written consent from the publisher. Made in the USA. iDeal Solutions Business Builder™ is a trademark of iDeal Solutions, West Bend, Wis.

Foundational 
agreement

 Knowing what a customer is really buying is the key to sales success. if a customer can clearly see 
 the future that he/she really wants and that You are the way to achieve it, he/she will want you to 
 make the sale. So, what are they really buying? They are buying the experience of a remodeled room. 
 What experience do they really want? everyone willhave a different answer. if you can get an honest 
 answer from them, you’ll have all the raw material necessary to create a great sales pitch.

IDEAL SOLUTIONS 
S a l e S  m o d u l e

Set the Stage
it’s important to make sure that each and every experience a customer has is intentional 
on your part. Start with a customer’s experience getting directions to your showroom, 
approaching your building, being welcomed into your showroom, and entering into 
the sales process. each experience will leave an impression. We recommend you decide 
what you want that impression to be, proactively.  

the SucceSSFul SaleS QueStion:
“Thank you for visiting. i understand you’re considering remodeling your __________ 
(kitchen)__________.  Before we talk about all of your options, i’d like to understand a 
bit about your vision.  if the remodeling project was complete, and you were standing 
in your perfect kitchen, what would be true for you to be happy with it?  What would 
it feel like?  What would you be able to do?  (cook/bake/entertain/family meals) how 
would it be better than your old kitchen?  What do you love the most about your per-
fect kitchen?”

SteP 
one

1
SteP 
tWo

2

 DON’T
	 •	 Ask	about	budget	first.
	 •	 Assume.	Anything.	It’s	rude.
	 •	 Show	options	without	knowing	
  what they are trying to do.
	 •	 Jump	to	conclusions.	You	do	not	
  know what a customer can afford.
	 •	 Appear	lazy,	slovenly,	or	distracted.	

 DO
	 •	 Learn	about	their	vision	of	a	perfect	
  future kitchen/bath
	 •	 Ask	questions	that	help	the	customer	
  to really know what they want: the 
  experience they want to have, the 
  functionality they need. learn about 
  what a “perfect result” looks like and 
  build your presentation of options 
  from there.
	 •	 Appear	focused,	present,	professional,	
  and genuine.

haBitS 

customers are building a kitchen or bathroom, 
but that is not what they are buying.  

Before	introducing	sales	skills	that	will	work,	we	must	first	
weed-out any bad habits that are keeping your or your sales 
team from making the sale.
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iDEAL soLUtioNs

Builders

Remodelers

Realtors

Flooring Stores

Tile Showrooms

Plumbers

Plumbing Wholesalers

Residential Architects

Appliance Stores

Interior Design/Decorators

Foundational 
agreement:  
no one enjoys cold calling. no one enjoys the low percentage of response resulting from an expen-
sive mass marketing campaign. The answer is to invest in the people who are already serving your 
potential customers. if your ideal prospects are planning to remodel their kitchen, you know they’ll 
be working with a handful of other specialists in the industry. They may be architecting a new space, 
simply replacing their flooring, or preparing a home for resale. The lesson here is: get in front of the 
people who are in front of your customers. 

By creating strategic relationships with the right people, you will increase your exposure to custom-
ers. By creating strategic relationships based on trust and confidence, you will increase your number 
of referrals.

So, how do we create strategic relationships based on trust and confidence?  

IDEAL SOLUTIONS 
P r o m o t i o n  m o d u l e

identiFY
identify the strategic relationships you want to create.  
Find the people serving your clients

get organized
 a. refine your value proposition
 b. package your material in a format that is simple and attractive
 c. identify a way to create value for your potential referral source:
	 	 •	 Promotion	ideas	for	THEM,	articles	about	THEM,	ideas	that	will	
   help them to grow their own business.
	 	 •	 Promotion	information	about	YOU	that	will	benefit	THEM.	
   This needs to be new and different for every visit.
	 	 •	 Think	of	a	way	to	reciprocate,	if	a	referral	is	generated	from	that	specialist

Plan
Plan out your schedule and your route. You will visit each strategic relationship  
once every single month. There is simply no replacement for getting out there.

SteP 
one

1
SteP 
tWo

2
SteP 
THREE

3

Business growth depends on active, 
strategic relationships.  
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The Vend or FilTer
IDEAL SOLUTIONS

 our Top 5 Vendors 
name Quality Work  on Time on Budget Costs Managed      Customer experience 1.___________________ 1  2  3  4  5  1  2  3  4  5  1  2  3  4  5  1  2  3  4  5  1  2  3  4  5 2. ___________________ 1  2  3  4  5  1  2  3  4  5  1  2  3  4  5  1  2  3  4  5  1  2  3  4  53. ___________________ 1  2  3  4  5  1  2  3  4  5  1  2  3  4  5  1  2  3  4  5  1  2  3  4  54. ___________________ 1  2  3  4  5  1  2  3  4  5  1  2  3  4  5  1  2  3  4  5  1  2  3  4  55. ___________________ 1  2  3  4  5  1  2  3  4  5  1  2  3  4  5  1  2  3  4  5  1  2  3  4  5 

Common Traits/
habits that made 
them great:

 our Worst 5 Vendors 
name Quality Work  on Time on Budget Costs Managed      Customer experience 1.___________________ 1  2  3  4  5  1  2  3  4  5  1  2  3  4  5  1  2  3  4  5  1  2  3  4  5 2. ___________________ 1  2  3  4  5  1  2  3  4  5  1  2  3  4  5  1  2  3  4  5  1  2  3  4  53. ___________________ 1  2  3  4  5  1  2  3  4  5  1  2  3  4  5  1  2  3  4  5  1  2  3  4  54. ___________________ 1  2  3  4  5  1  2  3  4  5  1  2  3  4  5  1  2  3  4  5  1  2  3  4  55. ___________________ 1  2  3  4  5  1  2  3  4  5  1  2  3  4  5  1  2  3  4  5  1  2  3  4  5 

Common Traits/
habits that made 
them the worst:

1

2

Please list your company’s top five vendors of all time.   Think about the people/companies that served you best and helped you to be profitable. 
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Foundational 
agreement:  

Businesses that depend on vendors for such things as installations 
and outsourced services are vulnerable to a number of dangers.  
1. less control over customer experience

2. Projects could take too long (time is money)

3. Product could be mishandled or installed badly

With the wrong vendor, you will pay the price with your money, a lack 
of referrals, and your reputation within your community. on the other 
hand, the right vendor can significantly increase your business.
1. Positive client experience increases referrals and return customers

2. designers feel confident about what they are selling

3. Costs are managed well

4. Project timelines are respected

5. Your company brand is reinforced and strengthened 
 

at ideal Solutions, we believe that it is imperative to know what you are looking for in a vendor –  
and to ask for it!  after all, it’s tough to find a needle in a haystack if you don’t know you’re  
looking for a needle.  

 
one

1
 
tWo

2

The wrong vendor will cost you money, time,  
and could even cost you your business.

IDEAL SOLUTIONS 
V e n d o r  m a nag e m e n t  m o d u l e
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Mark Uhlig
Owner
Ideal Surfaces
West Bend, Wisconsin

Second-generation  
family business owner 

specialty  
Successful Cambria®countertop  
installation business

To identify Mark’s wisdom and to deconstruct  
his knowledge into foundational philosophies,  
strategies and habits.

Mark now has an online coaching program  
full of content that is based on his own wisdom  
and experience. He has crafted a recurring  
revenue model. In an industry that is so often 
price-focused, Mark has created a unique way to 
serve his clients – and get paid for it.

1

To package that wisdom into a format that other 
business owners could use and that teaches them 
to run more successful businesses themselves.

2

Th
e

 O
u

TC
O

m
e

Build an online business coaching program that 
would allow Mark’s business clients to access 
his wisdom 24/7.

Create material for him (tools, exercises,  
concept modules) that would be available to  
his clients through our Playbook Technology.  
Mark would then supplement the material with  
coaching calls and webinars to introduce content  
and chat about strategies.

Design material that would help his clients  
implement this wisdom in their own businesses.

The OuTCOme

1

2

3
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The plan

To communicate a message that really captured 
Cokie’s unique philosophy and capability.

Cokie has a well-packaged offering that sets her 
apart in her industry and creates an amazing  
experience for her clients. Every interaction  
reinforces Cokie’s brand, message and intention.

1

To create an experience that is so unique for her 
clients they feel completely aligned with their 
lifetime priorities and confident about their  
financial choices.

2

Th
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Build a sequence of experiences that would blow 
the client away, starting with a well-crafted, 
educational meeting and ending with a deliverable 
the client couldn’t get anywhere else.

Develop a strong message and pitch that expresses 
Cokie’s commitment to an objective, rules-based  
system for investing and attracting the right clients.

Design a workshop to help clients gain clarity  
around their priorities and values, complete with a 
documentary video and a personalized book, housing 
the client’s tools as well as a journal for the year.

The OuTCOme

1

2

3

Cokie Berenyi
Founder
Red Triangle
Charleston, South Carolina

Certified Financial Planner® 

specialty  
Comprehensive wealth management 
service company for high net worth  
individuals

T H E  A X I O M  I N V E S T O R

A D V A N T A G E ™ 
T H E  A X I O M  I N V E S T O R

C O R E  A S S E T S

C O R E  A S S E T S

E X P E R I E N C E  A S S E T S

A D V A N T A G E ™ 

T H E  A X I O M  I N V E S T O R   A D V A N T A G E ™ 
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THE VISIONFOCUSER

THE VISIONFOCUSER

T H E  A X I O M  I N V E S T O R

A D V A N T A G E ™ 

F I N A N C I A L
A S S E T S
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T H E  A X I O M  I N V E S T O R

A D V A N T A G E ™ 

THE PERFECT DAY VISION

Today is the                day of                                           20         . 

Today is a perfect day. I begin my day by: 

   

 

C O R E  A S S E T S

E X P E R I E N C E  A S S E T S
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THE ASSET STATEMENT

T H E  A X I O M  I N V E S T O R

A D V A N T A G E ™ 
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THE COMMANDER’S INTENT PLATFORM
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YOUR RULES COKIE’S RULESASSETS

COMMANDER’S INTENT
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T H E  A X I O M  I N V E S T O R

A D V A N T A G E ™ 
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F U T U R E  R U L E S

P H A S E
O N E

E X C H A N G E
Acquire vision. 
Absorb understanding. 
Collect data. 
De
ne investment boundaries.

P H A S E
F O U R

R E F L E C T
Review progress.

Re
ne rules.
Report results.

Adjust policy to achieve objectives.

P H A S E
T H R E E

E N G A G E
Execute policy.

Abide rules.
Actively engage.

Protect and grow wealth.

P H A S E
T W O

E X P R E S S
Re�ect learning.
Re
ne insight. 
Provide strategy. 
Provide tactics and next steps. 
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The plan

To grow his firm, market his book and reposition  
his company in the industry.

Scott now has a well-packaged business machine, 
a strong message and an offering that both  
attracts and serves his ideal clients.

1

To create a powerful message, a sales  
communication tool and a consistent design  
for all existing client-facing materials.

2
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Learn about Scott’s philosophies, which translated 
into his business and investment philosophies.

Design a graphic that communicated his wisdom 
within the firm’s offering as well as the  
transformation he creates for his clients.

The OuTCOme

1

2

Extend the new look, feel and message to current  
materials. Repackage his existing intellectual  
property, leveraging it for effectiveness. Core  
offerings and market position were graphically  
represented, making the message more powerful 
than words alone.

3

Scott Ford
President and Founder
Cornerstone Wealth 
Management Group
Hagerstown, Maryland

Over 10 years of experience in the 
insurance and investment industry 

specialty
An accomplished author, lecturer 
and Registered Financial Consultant  

At Cornerstone Wealth Management, 

we recognize that your financial health 

affects some of the most important  

areas of your life. Whether they are  

the care of your family members,  

plans for travel or a focus on financial 

independence, our wealth planning  

service begins with your priorities.

When it comes to protecting and  

growing your wealth, we believe a  

team approach is the most powerful. 

Our Wealth Team Advantage includes 

specialists in areas of investment  

management, risk management, estate 

planning and tax planning. Cornerstone 

clients benefit from expert advice, 

strategies and execution offered by a 

team of experienced, trustworthy and 

proven Wealth Team Members. 

Securities offered through LPL Financial Member FINRA/SIPC

19833 Leitersburg Pike, Suite 1 Hagerstown, MD 21742
phone 301.739.8505 | toll free 866.485.8505 | fax 301.739.8513
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Way2Wealth is a four-step process designed  
to take the uncertainty out of wealth  
planning and replace it with achievement and 
confidence. This proprietary wealth planning 
system helps clients focus on their own True 
Wealth, while increasing clarity and simplicity.  

Our Wealth Team Advantage includes  
specialists in areas of investment management, 
risk management, estate planning and tax  
planning. Cornerstone clients benefit from  
expert advice, strategies and execution offered 
by a team of experienced, trustworthy and 
proven Wealth Team Members. 

As in nature, the market and the economy 
move through seasons: spring, summer,  
fall, and winter. Each requires a different  
investment strategy. The biggest problem for 
investors right now, is that they are applying a 
spring and summer strategy (modern portfolio 
theory) while we’re in a fall and winter season.  
Know your season and apply the appropriate 
strategy: one that protects the downside and 
participates in the upside of market cycles.
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