[image: image1.jpg]© align ;
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Developing a Business Plan is core to the ongoing stability and growth of your business. 
Taking the time to develop a Business Plan—or to update an existing plan—can help you:
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ASSESS your practice and your competitive position in a rapidly changing marketplace
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FOCUS your time and marketing efforts for maximum impact and results 
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ALIGN your infrastructure to support the needs of your practice going forward 

[image: image6.jpg]



CHART a course for your success in the year ahead

The intent and goal of your Business Plan development is to create a detailed map for success in your practice. This is your opportunity to formulate and articulate a strategic and tactical plan for your practice, so be specific in each area. 
If you already have a Business Plan, you can use this opportunity to help fine-tune its structure. Examine key aspects of your practice. Determine your value proposition. Master your vision statement. Pinpoint your firm profile and add tangible operational and financial milestones that align with your goals.

As you complete your Business Plan, consider partnering with a trusted colleague, such as your SunAmerica Wholesaler, for tips from top producers and best practices that can help you take your practice to the next level. 
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1 
Tiburon Strategic Advisors, Trends in Succession Planning, Firm Valuations, & the Growing Acquisition Market for Financial Advisors, October 2002

2 
Paul Tiffany, Business Plans for Dummies
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Build Your Business Plan in 4 Fundamental Steps!
STEP 1:
ASSESS your practice and competitive position
· Take a look back – 2009 Review

· Consider the year ahead – 2010 Outlook

· Review your organizational structure 

· Perform a SWOT analysis

· Analyze the competitive landscape 

· Determine your value proposition
· Craft your mission statement and vision

STEP 2:
FOCUS your time and marketing efforts 

· Identify potential target markets
· Determine your client acquisition strategies

· Identify centers of influence and referral sources

· Determine your client retention strategies

· Develop your marketing calendar

STEP 3:
ALIGN your infrastructure to support your growth

· Determine your staffing plans

· Identify information technology (IT) changes or upgrades

· Examine your processes

STEP 4: 
CHART a course for your success

· Set your activity goals

· Project your growth and revenue

· Build your budget 
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STEP 1:   ASSESS your practice and competitive position
Take a look back — 2009 Review

How has my practice—and the needs of my clients—changed over the past 12 months?

     
External events that negatively impacted my practice this year were…

     
External events that positively impacted my practice this year were…

     
Successes and areas of improvement in my practice during 2009 include… 
     

Consider the year ahead — 2010 Outlook 
My outlook for the economy and the financial services business in 2010 is…
     
My outlook for the product partners I do business with is…
     
My outlook for my practice in 2010 is…
     
My mix of business is…  
	
	Current
	Desired

	
	AUM
	% of Book
	AUM
	% of Book

	Mutual Funds
	$     
	     %
	$     
	     %

	Variable Annuities
	$     
	     %
	$     
	     %

	Fixed Annuities
	$     
	     %
	$     
	     %

	Stocks and Bonds
	$     
	     %
	$     
	     %

	Fee-Based Services 
	$     
	     %
	$     
	     %

	Life Insurance
	$     
	     %
	$     
	     %

	Estate Planning
	$     
	     %
	$     
	     %

	Qualified Employer- Sponsored Plans
	$     
	     %
	$     
	     %

	Other
	$     
	     %
	$     
	     %

	Total
	$     
	100%
	$     
	100%



Review your organizational structure

Take a few minutes to outline who performs what function within your practice. 

	Leader/Visionary
	     


	Management/Implementation
	     

	Marketing/Business Development
	     

	Lead Generation/Qualification
	     

	Conversion (Sales)
	     

	Product/Investment Analysis
	     

	Client Service
	     

	Compliance
	     

	Office Management
	     

	Accounting
	     

	Information Systems
	     





Perform a SWOT analysis
To help you identify gaps in your practice, analyze your Strengths, Weaknesses, Opportunities and Threats. 
Sample SWOT analysis


Perform a SWOT analysis of your practice below:
	Strengths
     
	Weaknesses
     

	Opportunities
     
	Threats
     





Analyze the competitive landscape 
Take a few minutes to briefly analyze your key competitors, including the positive and negative components of their strategy, marketing, website and best practices. If you analyze several competitors, you can establish a “best practices” list that you can draw from to improve your practice.  

	Competitor A:       
Strengths
	Weaknesses

	     
	     

	Competitor B:       
Strengths
	Weaknesses

	     
	     

	Competitor C:       
Strengths
	Weaknesses

	     
	     


What is the outlook for the competitive environment in your community in the year ahead? 

     


Determine your value proposition 

What is your value proposition? What do you offer clients that no one else can? What are the unique benefits received from working with your firm?
     



Craft your mission statement and vision 
This is the core of your strategic direction—your vision statement should express your value proposition and a forward looking direction of where you want your practice to move. It should embody and articulate how your strengths translate into tangible competitive advantages. 
Analyze the consistency between how you define your business and how you present your services to potential clients—what are your strengths and how do you best connect with your market? Take a moment to think about how your clients might define your style. 
Develop your firm’s mission statement: 

     

Sample Mission Statements
We work with clients to help them travel through the key stages of wealth development. First, accumulation for retirement, then managing the capital to ensure it will last through distribution, and then the transfer of their remaining wealth to their families.
We offer financial security and peace of mind to wealthy families through innovative wealth management strategies. We put the needs of the client first, delivering unrivaled service and support throughout life-long client relationships.
Once you have crafted your mission statement, be sure to take the time to develop a 30-second “elevator” message you can use when prospecting in your community. If you need help, use your SunAmerica Wholesaler as a sounding board. 


STEP 2:  FOCUS your time and marketing efforts
Identify potential target markets 

Focused marketing can be a key to growth. With focused marketing, you can target specific market segments—by demographics, special interests, professional affiliation, or investment need—which may help you better leverage your time, resources and passion. 
There are many potential target markets on which to focus. Begin with what interests you the most, or where you may already have contacts. As you think about target markets, here are some questions to ask yourself:

· Do I spend the majority of my time in a particular area of my practice?

· Given the choice, what would I spend my time on?

· What could I do to further my knowledge in that area?

· Does it make sense financially to take my practice in this direction?

You may also want to consider the type of client you enjoy working with and feel most qualified to target. Where does your personality and skill set best overlap and connect? 
Identify potential target markets that could work best for you: 

     
“Work with people who share the same passions and hobbies as you do. I have four passions outside of my family and my faith: golf, Nebraska football, fine red wine, and my newest passion, flying. Most of my business comes from people I meet when I’m engaged in these activities.

       —
Ron Carson, CFP, FS, ChFC, Principal, Peak Productions


800-514-9116, www.peakproductions.com



Determine your client acquisition strategies 

To create your marketing plan, start by pinpointing your top three target markets. When you segment your targets, remember the 80-20 rule and focus 80% of your time and resources on the top target. The other two should make up the remaining 20%.

	
	Target Market

	Tier 1 (80%)
	     

	Tier 2 (10%)
	     

	Tier 3 (10%)
	     


Developing a detailed plan of action to acquire new clients can increase your likelihood of success. Focus your efforts and marketing resources towards the markets you’ve identified. Think about new strategies or opportunities to reach each market. Consider financial costs, as well as the time involved in the marketing process.
	Strategies to Reach
	$/Time involved

	Tier 1
	1.      
	     

	
	2.      
	     

	
	3.      
	     

	Tier 2
	1.      
	     

	
	2.      
	     

	
	3.      
	     

	Tier 3
	1.      
	     

	
	2.      
	     

	
	3.      
	     


Strategies to consider:

· Traditional and non-traditional advertising, seminars, and public relations

· Networking for referrals with other professionals in your community  
· Networking for prospects within your social circle

· Positioning yourself as an expert within your community


Identify centers of influence and referral sources for 2010 

Centers of influence in your community can be a great source for referrals. Take a few minutes to identify individuals who may help you grow your practice in the year ahead.
	
	Name (Last, First)
	Title, Firm
	Address (City, State, ZIP)
	Phone

	 1
	     
	     
	     
	     

	 2
	     
	     
	     
	     

	 3
	     
	     
	     
	     

	 4
	     
	     
	     
	     

	 5
	     
	     
	     
	     

	 6
	     
	     
	     
	     

	 7
	     
	     
	     
	     

	 8
	     
	     
	     
	     

	 9
	     
	     
	     
	     

	10
	     
	     
	     
	     



Determine your client retention strategies 

In addition to acquiring new business, you will also want to consider your strategies for retaining existing clients. At this point, it may be helpful to take a few minutes and put together a “Stratification Report” to help you analyze your book:  

	Account Size
	Number of Accounts
	Total Assets Under Management

	$1 million +
	     
	     

	$500,000 - $999,999
	     
	     

	$250,000 - $499,999
	     
	     

	$100,000 - $249,999
	     
	     

	Less than $100,000
	     
	     


Next, identify your client retention strategies. These strategies may include client appreciation activities and a program of systematic communications with your most valued clients. Note: you may want to consider different strategies for your Tier 1, Tier 2 and Tier 3 clients.
     
Strategies to Consider:

· Implement a systematic contact program to “dazzle” newly acquired clients with the intent of “touching” them 8 to 10 times over a 90-day period.  

· Recognize the things that matter to your clients, such as cultural or religious holidays, birthdays and anniversaries, and personal milestones like buying a home or the birth of a new baby

· Reach out to clients and show your support during times of hardship or sorrow

· Reward your clients for choosing to do business with you, giving you additional assets, or providing you with referrals and networking opportunities


	ASSETS UNDER MANAGEMENT
	GROWTH POTENTIAL

	
	
	High Potential
	Low Potential

	
	80%
	A
Clients
	B
Clients

	
	20%
	C
Clients
	D
Clients


A
Your “A” clients will have high growth potential and will have assets under management with you that rank them in the top 80%. Your goal is to grow the assets you have with these clients. Meet with them face to face at least quarterly.
B
Your “B” clients will have assets in the top 80% of your book, but their potential for growth in assets is low. They are important clients and your goal is to retain them. Meet with them semi-annually.

C
Your “C” clients are currently in the lower 20% of your book, but show the growth potential to be a more significant client. The goal is to have a long-term plan in place to gather additional assets and referrals. Meet with these clients semi-annually.
D
Your “D” clients are low in assets and potential. The goal is to manage these clients systematically or to weed them out of your book. Meet with your “D” clients annually.


Develop your marketing calendar 
You can develop a marketing calendar by planning out your primary marketing messages for the year. The following is a sample calendar outlining the messages and marketing tools you may want to use throughout the year when targeting new and existing clients.
Sample marketing calendar

	  
	Opportunity
	Message
	Tool

	Jan
	Need to put money in IRAs
	Call me to discuss your IRA
	Newsletter, direct mail, seminars, advertising

	Feb
	Need to put money in IRAs
	Call me to discuss your IRA
	Direct mail, seminars, advertising

	March
	Lump sum contributions in IRA leave people feeling cash poor
	Regular investing simplifies your finances
	Direct mail, seminars

	April
	Post tax season planning
	The benefits of diversification
	Newsletter

	May
	Graduations and weddings
	Investments make great gifts
	Direct mail, advertising

	June
	IRS issuing tax refunds
	Your tax refund may give you more if you invest it
	Advertising

	July
	People involved in outdoor activities
	Thank you for your business
	Newsletter

	Aug
	People involved in outdoor activities
	Thank you for your business
	Client appreciation

	Sept
	Children go back to school
	You need to save for your child’s education
	Advertising, seminars

	Oct
	People start thinking about the end of the year
	Now is a good time to plan your estate
	Newsletter, client appreciation, advertising

	Nov 
	Thanksgiving
	Thank you for your business, referrals
	Direct mail, seminars

	Dec
	Holiday season
	Investments make great gifts
	Direct mail



Use the calendar below to plan your messaging for the year ahead: 

	 
	Opportunity
	Message
	Tool

	Jan
	     
	     
	     

	Feb
	     
	     
	     

	March
	     
	     
	     

	April
	     
	     
	     

	May
	     
	     
	     

	June
	     
	     
	     

	July
	     
	     
	     

	Aug
	     
	     
	     

	Sept
	     
	     
	     

	Oct
	     
	     
	     

	Nov 
	     
	     
	     

	Dec
	     
	     
	     





STEP 3: ALIGN your infrastructure to support your growth 
Determine your staffing plans for 2010 
In Step 1 you reviewed your organizational structure. Now determine your staffing plans—including any changes or additions—needed to support your practice and operations going forward. 

Current Staff
	Position
	Responsibilities

	     
	     

	     
	     

	     
	     

	     
	     

	     
	     

	     
	     

	     
	     

	     
	     

	     
	     

	     
	     


Additions for 2010
	Position
	Responsibilities

	     
	     

	     
	     

	     
	     

	     
	     

	     
	     

	     
	     

	     
	     

	     
	     

	     
	     

	     
	     




Assess    ►      Focus      ►     Align      ►     Chart

Identify information technology (IT) changes or upgrades 

Take a few minutes to think about your current IT platform. Identify the IT-related changes or upgrades that are needed to support your business and operations (for example, implementing a new Customer Relationship Management (CRM) system).
	Hardware/Software/Service
	Cost

	     
	     

	     
	     

	     
	     

	     
	     

	     
	     

	     
	     

	     
	     

	     
	     

	     
	     

	     
	     



3 “Highlights of Schwab Institutional’s ‘Best-Managed Firms Report’”, Financial Planning (financial-planning.com), 2/23/09. 

Examine your processes

Having established and formalized processes in place can help increase the efficiency of your practice—leaving more time for you to focus on the activities that generate financial results. 

Recruiting and Training

Do you have a formal recruiting process and training process in place? What are your plans to develop, change or enhance these processes?
     
Investment Process
Do you have a written due diligence and investment process? What are your plans to develop, change or enhance these processes? 
     
Client Intake Process

Do you have a process for integrating new clients into your practice? What are your plans to develop, change or enhance this process?  

     

STEP 4:  CHART a course for your success 
Set your activity goals
Now it’s time to identify a number of metrics to help you “keep score” on the progress of your Business Plan in the year ahead.
	 
	Q1
	Q2 
	Q3
	Q4
	Total

	Contacts per week/clients
	     
	     
	     
	     
	     

	Meetings per week/clients 
	     
	     
	     
	     
	     

	Contacts per week/prospects 
	     
	     
	     
	     
	     

	Meetings per week/prospects 
	     
	     
	     
	     
	     

	Seminars per week
	     
	     
	     
	     
	     

	Wholesaler meetings per week
	     
	     
	     
	     
	     



Project your growth and revenue
Take a few minutes to project your growth and revenue.
	2010 Financial Projection
	Current
	Desired Increase
	2010 Goal

	Number of clients
	     
	     %
	     

	Assets Under Management
	$     
	     %
	$     

	Net New Assets Under Management
	$     
	     %
	$     

	Average Account Size
	$     
	     %
	$     

	Annual Sales
	$     
	     %
	$     

	Annual Trails      
	$     
	     %
	$     

	Annual Fee
	$     
	     %
	$     

	Annual First-Year Commissions
	$     
	     %
	$     

	Annual Renewals
	$     
	     %
	$     

	Total Revenue
	$     
	     %
	$     



Build your budget

Once you have established your revenue goals, you may want to take a few minutes to project your expenses for the year ahead. (Of course, not all expense categories included below will apply to you and your practice.) 
2010 Budget Projection
	Auto

	  Insurance
	$     
	$     

	  Fuel
	$     
	

	  Maintenance
	$     
	

	Travel

	  Airfare
	$     
	$     

	  Lodging
	$     
	

	  Meals
	$     
	

	Professional Development

	  Conference/Seminar Fees
	$     
	$     

	  Continuing Education
	$     
	

	  Memberships/Dues
	$     
	

	  Subscriptions
	$     
	

	Systems and Technical Support

	  Hardware
	$     
	$     

	  Software
	$     
	

	  Printers
	$     
	

	  Consulting
	$     
	

	Entertainment

	  Sports & Other Events
	$     
	$     

	  Dining
	$     
	

	General Overhead

	  Staff Salary
	$     
	$     

	  Staff Bonuses
	$     
	

	  Personal Salary
	$     
	

	  Rent/Mortgage
	$     
	

	  Utilities
	$     
	

	  Insurance
	$     
	

	  Office Supplies
	$     
	

	Marketing/Promotion

	  Postage
	$     
	$     

	  Newsletters/Brochures
	$     
	

	  Birthday/Holiday Cards
	$     
	

	  Client Appreciation Gifts
	$     
	

	  Client Events/Seminars
	$     
	

	Total Business Expenses
	$     




Congratulations! Your Business Plan is complete!

ASSESS your practice and your competitive position in a rapidly changing marketplace

FOCUS your time and marketing efforts for maximum impact and results 


ALIGN your infrastructure to support the needs of your practice going forward 


CHART a course for your success in the year ahead

You now have a detailed map for the success of your practice in 2010. For additional business building tools and ideas, contact your SunAmerica wholesaler or call our Sales Desk today 
at 888-502-2900.

We look forward to earning your business.


Now is the time to focus on the growth and development of your practice!

4 
2009 Merrill Lynch/Capgemini World Wealth Report
SunAmerica Variable Annuities are sold by prospectus only. The prospectus contains the investment objectives, risks, fees, charges, expenses and other information regarding the contract and underlying funds, which should be considered carefully before investing. A prospectus may be obtained by calling 1-800-445-7862. Clients should read the prospectus carefully before investing. 

SunAmerica Variable Annuities are issued by SunAmerica Annuity and Life Assurance Company and distributed by SunAmerica Capital Services, Inc. Products and features may not be available in all states. The purchase of a variable annuity is not required for, and is not a term of, the provision of any banking service or activity.












TIP: SunAmerica’s new R.A.M.P. business development program offers a number of Practice Management tools designed to help you maximize your staff and make the most of your time. Be sure to ask your SunAmerica Wholesaler for more information about R.A.M.P. as you complete your Business Plan.








TIP: Consider calendaring time at the end of each quarter to review and evaluate your progress.  








TIP: Build on your strengths! Consider hiring an assistant or partnering with another professional who complements the services you provide. You may also want to outsource certain functions to help support the growth of your practice.





Strengths


• Great relationship-building skills


• Excellent presenter/public speaker


• Solid administrative assistant 	





Threats


• Revenues are down/hard to invest in marketing


• Practice needs to continue to evolve to meet changing client needs





Opportunities


• Have loyal HNW clients/need to cultivate referrals


• Active in local community


• Good contacts and reputation


	








TIPS:


Keep your statement simple and clear, yet targeted and well thought out


Consider if it can be easily repeated by your clients to help you generate referrals


Limit your statement to two or three sentences


Highlight the strengths that differentiate you


Think of how your staff can execute your vision








TIP: SunAmerica’s new R.A.M.P. business development program offers a number of timely client appreciation ideas you may want to consider as you build your marketing calendar. You may also want to consider marketing opportunities created by changes in legislation. 














To learn more about these ideas and others, talk to your SunAmerica Wholesaler today about the R.A.M.P. Program!











TIP: The best-managed firms typically turn to CRMs to track client and prospect information, store client documents, automate work flow, and facilitate communications when they reach approximately 100 clients.3 





TIP: Once you have identified your target market, take the time to study and thoroughly understand their needs and values. In doing so, you will be better prepared to offer the products and financial solutions that address their specific needs. 





TIP: To help you define your value proposition, consider asking your key clients some open-ended questions about your practice. Then assess the results. What words were used to consistently describe you? Are you surprised by anything you heard? What makes you unique?





Here are five sample questions to use with key clients as part of this exercise:





What is the first thing that comes to mind when you think of me? �When you think of my practice? 





What do you perceive to be my greatest accomplishment or achievement? �The practice’s greatest accomplishment?





What do you perceive to be my greatest strength? �The practice’s greatest strength?





What do you perceive to be the most unique or different thing about me? �About the practice?





What is the greatest difference I make? �The practice makes?





Did you know?





Only about 40% of financial advisors actually have a written Business Plan and even fewer have a marketing plan.1 





Companies across industries that develop the strategic section of a Business Plan have 50% more profits and revenue than businesses without a plan.2 











Did you know?





Market events of the past year have many high-net worth clients on the move!





In 2008, nearly 1 in 4 millionaire clients moved some or all of their assets to a new advisor.4 











TIP: The types of staff members fall into several key categories—think about whether a full-time staff member is necessary or if you can outsource to an expert.





TIP: A common rule-of-thumb is that you will need to spend about 5% of your current income on marketing to maintain your current production; 10% to 25% of your income goal if you are looking to grow your practice.
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Not FDIC or NCUA/NCUSIF Insured





May Lose Value • No Bank of Credit Union Guarantee


Not a Deposit • Not insured by any Federal Government Agency





Another way to segment your book of business is with an “A”, “B”, “C”, “D” classification system. Segment your clients into quadrants based on their assets under management and their growth potential.








Weaknesses


• No formalized business/marketing plan


• “Shotgun” approach to business development


• Office organization/time management




















For financial professional use only. Not to be used with the public.
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