
Introduc4on 

A well-thought-out and ar4culated business 
model will give a financial advisor the focus 
needed to efficiently and effec4vely provide the 
services they deem appropriate for their chosen 
client base. 

For the purposes of this book, I will define an advisor’s business 
model as the ar.cula.on of who the advisor’s most compa.ble 
clients are, the services and products that the advisor offers/
provides to those clients, how those products/services will be 
provided, how clients are charged and how the advisor is paid. 
Advisors in all stages of their careers can benefit from a well-
defined business model … even those about to re.re. 

During my 33 years as an advisor, I met many advisors with long 
successful careers. I learned that no two advisors are exactly 
alike. They all have dis.nguishing characteris.cs, different skill 
sets and different clienteles. Each advisor employs different 
combina.ons of successful and valid approaches to client 
contact, inves.ng, financial planning, charging clients, etc. The 
successful advisor’s approach to the services offered generally 
matches the needs of the advisor’s unique clientele. There may 
be almost as many unique business models as there are advisors. 
From a client’s point of view, finding a truly compa.ble advisor is 
a challenge. A good rela.onship is to be cherished and 
protected. Clients should have the right and opportunity to 
develop a long-term rela.onship with such an advisor. Trus.ng 
rela.onships take .me to develop and are not readily 
interchangeable. “Appendix A: Why Advisors are Not 
Interchangeable” explains this in detail. 



           Business Models for Financial Advisors2

The Evolu4on of my Unique Business Model 
When I began as an advisor, I was 26 years old. I was well 
educated with a Math degree, an accoun.ng designa.on, 
industry courses and a well respected four-month training 
program provided by Merrill Lynch. I had no ready-made clients 
from my previous profession or personal life and had not yet 
fully developed my views toward how to invest or how to serve 
clients. In the beginning I had no business model. I was trying to 
be all things to all people. In my first two years in the business, I 
was willing to experiment with whatever my clients suggested 
even if it involved specula.ve investments. I remember feeling 
that I was more conserva.ve than most advisors, and I wanted 
to invest clients’ serious money, not speculate with their play 
money. If I had con.nued to let a few speculator clients distract 
me and dominate my .me, my prac.ce would have stagnated as 
other clients and prospects received less a[en.on. 

Gradually, my “business model” became an ad hoc collec.on of 
ideas based on what I knew about myself and what I was 
comfortable recommending to clients. These ideas accumulated 
and evolved as my knowledge and experiences grew. I had not 
fully formulated my approach to inves.ng, but I knew that I 
wanted to minimize vola.lity and give my clients peace of mind. 
I also knew that I wanted my client’s porMolios to be well 
diversified and include investments from outside Canada. As the 
years passed, I discovered services and products to add by 
exploring new developments in the industry and by listening to 
individual client’s needs and realizing that many of my other 
clients shared the same needs. As I look back on my career, I 
realize that I gradually made groups of interrelated decisions 
that formed an unar.culated, unwri[en business model that 
was best for myself and the clients I wished to serve. I can see 
now that the more business model decisions I made, the more 
focused and efficient my prac.ce became. I had removed the 
stress of trying to be all things to all people, giving me greater 
peace of mind. I am confident that I would have arrived at my 
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final business model and all of its benefits sooner if I had used a 
wri[en business model development process similar to the 
checklist process I have designed and described for advisors in 
this handbook. 

The purpose of this handbook is to encourage and help advisors 
ar.culate, develop or refine their unique business model with an 
easily produced wri[en version that they will be comfortable 
showing to others. The process of crea.ng the business model 
will also serve as a tool to assist in marke.ng and prac.ce 
management. I will: 

1) Describe the benefits of developing and having a wri[en 
business model for advisors at all stages of their career.  

2) Show how non-advisory industry par.cipants can benefit by 
understanding the components of financial advisors’ business 
models. 

3) Discuss the components of an advisor’s business model 
(compa.ble clientele, communica.on methods, inves.ng, 
financial planning, tax, resources, pricing, compensa.on, etc.) 
and the many alterna.ves that must be considered as an advisor 
develops their own unique model. 

4) Provide a lis.ng of many poten.al ac.ons or items in each of 
those business model components in checklist format. 

5) Provide a thought process for developing each component of 
a unique business model using the personal experiences of 
myself and others to assist advisors in the crea.on of their own 
business model. I offer my final prac.ce as an example of a 
completed checklist. 

6) Provide advisors with a quick and easy template of checklists 
and macros downloadable through my website to create, modify 
and/or ar.culate their own unique wri[en business model.  




