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About this guide
The Guide to Financial Planning Fees provides a detailed look at current financial planning research and shares insights on fee 
trends. The prevailing fee models for financial planning and their relative pros and cons are discussed. We spotlight the fee 
philosophy, approach and language used by a few successful advisors for whom financial planning is a core client deliverable. 

This guide steps advisors through the process of examining their offering, their process, and their goals to determine which 
model(s) will best suit their style, their practice, and their clients. Finally, it supports advisors in developing their “value for 
fees” discussion so that they can clearly articulate their offering and their fee approach to clients.

Attribution
This presentation/whitepaper was developed by Purpose Consulting Group, a leading practice management consulting 
company in financial services. Purpose Consulting Group retains all intellectual property rights to this content. John 
Hancock Investment Management is licensing this content from Purpose Consulting Group for the purpose of delivering it to 
Financial Advisors to help increase their knowledge and understanding of the current state of financial planning fee models.

Purpose Consulting Group is a practice management consulting firm that develops comprehensive thought leadership and 
training programs that engage and advance advisors. Our thoughtful content is heavily influenced by best practices research 
with top advisors, which helps to ensure our programs are on-point and actionable.
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Quantitative research
In recent years there have been numerous quantitative studies by The Kitces Report, Bob Veres, and Envestnet Money Guide 
that offer rich data on the fee models being used and the time it takes to complete a plan. This guide draws heavily from 
these insights to provide some quantitative bands and ranges for advisors. We also used several other industry studies to 
support our findings.

Main research sources for fee data and insights 

Qualitative research
To supplement these insights, Purpose Consulting Group conducted qualitative interviews with 43 advisors between 
January and July of 2021. Participants had an average AUM of $748 Million, were from a variety of affiliation models (RIA, 
IBD, and Wirehouse), and covered the full spectrum of prevailing fee models. The most important criteria for inclusion in 
the study were: financial planning was a core deliverable of the advisor’s practice and he/she had high conviction in the fee 
model(s) he/she was employing.

How Financial Planners Actually Do 
Financial Planning?

State of Financial Planning & Fees:
The Bigger Picture

Purpose Consulting Group Fee Study

• Envestnet/MoneyGuidePro
• August – September 2020
• 1,600 Advisors
• Mainly RIA + IBD

2020 Inside Information
 Fee Report

• Bob Veres – Inaugural Study
• May – June 2020
• 1,037 Advisors
• Fee Only, Dually Registered + small 
 Wirehouse contingent

• The Kitces Report – 2nd Study
• Just Prior to Covid 2020
• 800 Advisors

• In-depth interviews successful advisors for whom financial planning is a core deliverable
• January – July 2021
• 43 Advisor Leaders / Avg AUM $748 M
• RIA, IBD, and Wirehouse Advisors

Quantitative research studies

Qualitative research study
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Demand for financial planning is on the rise. Recent research found 
that advisors indicate that 55% of their clients have a financial plan, 
an increase of more than 14%1 in the last five years. If you ask clients 
directly, and many studies have, greater than 70% of investors say 
they have a plan, but only 54% say they have a written plan.2

We believe there is a confluence of factors propelling the growth of 
financial planning. 

Client demand
First, savvier clients with more complex needs are increasingly 
demonstrating a preference for goals-based planning and 
comprehensive financial plans. One study revealed the prevalence 
of developing comprehensive plans increased by 39% in the last 
three years.1

Financial planning is on the rise

Source: State of Financial Planning and Fees: The Bigger Picture, Envestnet MoneyGuidePro, 2020 

Technology improvements
Financial planning software that produces a slick client-facing 
output in digital and hard copy has become a mainstream offering 
for many advisors.

Source: Investments & Wealth Institute Focus Research Series, Issue 1, 2021, Advisors: Top Technology 
Uses, 2020, Cerulli Associates in partnership with IWI & FPA, CFP Board

14%
in 5 years

Advisor Clients
with a plan

55%

Advisor Clients with a
comprehensive
financial plan

46%
39%

in 3 years

Advisors are currently use
Financial Planning Software

another 6% plan 
to in 2022

+
73%

6%

Guide to  
financial  
planning 
fees
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Asset management fee compression
Investment management fees have been under significant pressure in the last decade. The growth of passive investing, 
indexing and the use of low-cost ETFs has contributed to investments being largely commoditized. Simultaneously, robo-
advisors with a focus on democratizing access to low-cost investments and providing technology, previously available only 
to professionals, directly to consumers have grown in size and influenced the market.

Rise of the mega team
According to Cerulli Associates, 
mega teams (teams with more than 
$500 million AUM) represent 11% 
of advisory practices but manage 
nearly two-thirds of the overall client 
assets in the United States.3 These 
teams are often formed to serve 
the needs of HNW clients and tend 
to offer holistic wealth planning. 
The team structure allows for a 
greater degree of specialization (e.g., 
dedicated management, investment, 
and planning staff) and the ability to 
offer broader and deeper advice.

More advisors under 
the financial planning tent
In the wake of these changes, financial planning with a focus on goal-setting, and behavioral coaching, has emerged as 
the discipline that adds “real value” to the relationship. Numerous broker dealers have spent millions of dollars on training 
programs designed to encourage goals-based financial planning. In addition, there is a growing number of advisors with 
professional credentials, like the Certified Financial Planner (CFP®) and the Certified Private Wealth Advisor (CPWA®) 
certifications, that have been trained to adhere to a set of professional standards. This, in turn, has created a wave of 
advisors that are “rethinking” their fee model for advice. If you are charging a client an AUM fee based on assets, but adding 
real value with planning that you “throw in for free,” will clients value it? Is it confusing?

Growth in young, credentialed professionals
In addition to the growth in veteran advisors seeking credentials, over 200 colleges across the country have adopted 
the CFP® curriculum as part of their financial planning degree program. This translates to academia turning out 
thousands of college graduates each year that possess foundational financial planning knowledge and require only 
two years of experience to sit for their CFP® certification. Only some will find their way into the financial advisory 
profession, but the spigot of talent is on.

It is our belief that the increase in both seasoned professionals and new entrants is helping to drive the “professionalization” 
of financial planning advice. Further, this has spurred innovation and experimentation with regard to planning fees and 
structures. The AUM fee still reigns supreme, but more than half of advisors who primarily charge an AUM fee are also using 
flat fees, hourly fees, or subscription fees for some portion of their client base.

Mega teams comprise 11% of 
advisory practices

they manage nearly 2/3 of all 
client assets

11%

67%
Yet,

Source: Investments & Wealth Institute Focus Research Series, Issue 1, 2021, Advisors:  
Top Technology Uses, 2020, Cerulli Associates in partnership with IWI & FPA, CFP Board
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As you consider your fee model for financial planning, start by 
answering three questions:

 What do you mean by financial planning?

  How much do you want to charge for  
financial planning?

 How do you want to assess those fees?

Keep in mind that there’s not a “best” answer for each question. 
Every practice is different in terms of business models, client types, 
compensation structures, and more. This guide is intended to help 
you determine the right structure for your practice.

  What do you mean by financial 
planning?

In order to set an appropriate price on any product, you must first 
define what you are offering. For example, if you are a home builder, 
do you create custom homes according to the unique needs and 
desires of a single buyer, or do you construct a series of homes in a 
specific neighborhood with a set number of floor plans and features? 
Similarly, before you can set your fees for financial planning, you 
must first define what financial planning means to you. Do you 
quickly address the core needs of a client or do you thoroughly 
examine multiple planning topics over many meetings?

Additionally, you must determine what it takes to deliver the plan. As 
with the home builder analogy, a standardized plan with limited options 
is faster and easier to deliver than a comprehensive, custom plan.

1

2

3

1

Getting 
Started
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Financial planning philosophy

One of the best places to begin is by taking the time to clarify your financial planning philosophy

What do you believe about financial planning?

What role does financial planning play in your practice? Is it a value-added service, or is it your core offering? Perhaps you 
consider it the key to future growth. One participant in our research shared, “I use financial planning as the mechanism to 
become an expert in my client.”

Similarly, what do you believe about how financial planning serves your clients? Does it provide some helpful insight into 
future plans or is it a transformational experience affecting clients’ sense of purpose and emotional wellness?

Another research participant summed up his financial planning philosophy as follows:

Knowing what you believe will direct the depth and breadth of your financial planning, which will, in turn, dictate how many 
clients you serve.

“ We help clients feel comfortable and confident 
in making financial decisions, which is why 
financial planning is the core of what we do. 
Investments are the engine that drives the 
plan, but understanding our clients’ goals and 
developing the plan is paramount. We offer 
objective investment advice designed to get 
clients where they need to be. When markets go 
haywire, we help clients look to the plan and 
take the emotion out of investing.” 4
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How comprehensive is your financial planning?
As demonstrated by the chart below, financial planning can be as narrowly defined as addressing a few key topics such as 
cash flow, debt management, and retirement planning. Or it can encompass highly specialized areas such as family needs 
planning, philanthropic planning, and/or planning for business owners and executives.

What does financial planning mean to you?

Source: Purpose Consulting Group Qualitative Research, 2020 

Does financial planning vary across clients?
Another key question to consider is whether your financial planning approach differs from client to client. If the majority of 
your clients have similar planning needs, you may decide that every client receives the same type of plan. For example, if 
most of your clients are pre-retirees within ten years of retirement, the need for precision with regard to inflows, outflows, 
and timing is most critical. You may offer clients entering the “retirement zone” a standard plan that assesses cash flow, 
retirement readiness, investment strategy, tax efficiency, and the adequacy of their insurance plan. Alternatively, if you have 
a broad range of clients at different ages and stages, you could offer a simplified version of planning to some and more 
comprehensive financial planning to just a select set of clients with complex needs.

Basic needs More comprehensive Highly specialized

Estate
planning

Tax
planning

Insurance
planning

Family needs 
planning

Philanthropic
planning

Business owners
& key execs

Cash flow & 
debt management

Investment
planning

Education
planning

Retirement
planning

Establish or
update will

Ensure tax
efficiency in 

asset location

Review insurance
policies

Divorce
planning

Develop
family mission 

& values

Assess cash 
management

strategy

Develop net 
worth statement

Assess risk 
tolerance

Establishing
tax efficient

savings plans

Review
retirement 

savings strategy

Establish or
update trusts

Harvest tax 
losses

Assess coverage 
adequacy for life,
long term care, 

disability

Eldercare
planning

Create impact goals 
and priorities

Advise on 
employee 

benefit plans

Examine current 
savings & expenses

Analyze current 
portfolio

Assessing 
affordability and 
funding options

Develop 
retirement vision 

and goals

Ensure appropriate 
control parties – 
financial & health

Advise tax 
aware stronategies

Develop strategies 
to mitigate risks

Planning for 
special needs children

Fund charitable 
strategies

Analyze business 
disruption risks

Identify short & 
long term 

savings goals

Translate savings 
goals to investment 

objectives

Maximizing 
tax-free gifts

Review 
corporate benefits

Organize estate 
documents

Keep up to 
date on tax 
law changes

Planning for a 
solo journey

Optimize tax 
benefits

Assist with 
business transition

Establish 
emergency fund

Create asset
allocation strategy

Helping
children save 

and budget

Claiming strategy for 
social security

Ensure proper 
asset titling

Philanthropic 
planning 

Assess 
compensation plans

Create optimal 
savings strategy

Construct tax
efficient portfolios

Educating on
FAFSA & loan options

Retirement 
distribution strategy

Create and manage 
gifting strategies

Develop strategy for 
stock options

Analyze liabilities 
for savings 

opportunities

Regularly review 
investment 

performance

Retirement 
income planning

Assist with 
charitable giving

Planning for
healthcare &

caregiving expenses
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What is the process for delivering the plan?
Another key topic to review before determining your financial planning fee is your process for delivering a financial plan. 
The financial planning process is not just the number of your client meetings. It also includes the behind-the-scenes work 
to prepare for meetings, organize and analyze data, create the plan, and track the implementation. The chart below shows 
a sample financial planning process for the development and delivery of an initial comprehensive financial plan. If you 
can answer the embedded questions definitively, there’s a good chance you have a process. If you have some tools and 
templates that you repeatedly use, congratulations! You may have a repeatable process that helps you deliver a consistent 
client experience. On the other hand, if you have not considered these questions and “make it up as you go along” for each 
client you engage for financial planning, we suggest you get clear on your “what” before you contemplate how to price.

What is your process for delivering planning?

Source: Purpose Consulting Group Qualitative Research, 2020

You may note that the five-step process has three client meetings. Purpose Consulting Group’s qualitative research revealed 
that advisors took an average of three meetings to complete an initial plan for a client. Yet, the complexity level of the client and 
the depth of their current needs was the driver of whether a fourth of fifth meeting was needed, not the “advisor process.”

How do you
gather

documents?

Understand

Meeting 2

Do you take
responsibility for

completing data or do 
you send fact finder?

—
How do you help

prospects aggregate
accounts?

How do you confirm
you have complete
and accurate data?

Analyze

Behind the scenes

How do you develop a 
comprehensive plan?

—
Do you require

prospects to transfer 
accounts prior

to completing plan?

Do you send
a meeting

recap?

Implement

Ongoing

Do you create
a dual action plan 

with clients?
—

Do you have a 
process 

for checking in?

Do you create
plan summary

highlights?

Guide

Meeting 3

How do you share
plan and hold a 

collaborative discussion 
with prospects?

—
Do you allow clients

access to planning tool 
online?

Do you send
anything prior to

the meeting?

Meeting 1

Do you prepare an 
agenda?

—
Do you share proof

of concept?
—

Do you discuss how
you get paid?

Engage
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How much time to produce a financial plan?
Yet another topic to consider is the time it takes to produce a financial plan from start to finish. Research shared in How 
Financial Planners Actually Do Financial Planning by The Kitces Report and the 2020 Inside Information Fee Report by Bob 
Veres found that the median time to create an initial financial plan was approximately 10 hours, with a range from as few as 
two hours to as many as 40.5,6

The table below from Veres shows the range of time required to complete an initial financial plan.

How much time does it take to complete a plan?6

Source: 2020 Inside Information Fee Report, Bob Veres 

The Veres research also showed that advisors with less experience spent less time on the plan, while advisors with more 
experience spent more time on the plan. One obvious driver could be that they are working with clients who are less 
sophisticated and therefore require less time.6 It is also possible that younger advisors make better use of technology and 
are therefore more efficient.

So, what does financial planning mean to you?
As noted above, before you move forward to determine how much to charge for financial planning, make sure you are clear 
on what financial planning means to you.

You should be able to articulate with confidence:
• What you are delivering to your clients • How you deliver it in terms of process and time

In the next section, we review approaches on how much to charge for financial planning.

10
hours

2-40
hours

Time to complete an initial plan

Median time
to complete
a financial plan

Range of time to
complete plan
varies widely

7-10 hours

5-7 hours

<5 hours

20-30 hours

15-20 hours

10-15 hours

30+ hours

28%

14%

15%

22%

9%

9%

4%
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  How much to charge for financial planning?
 There are three very different ways to consider how much to charge for financial planning.

Your economics
Pricing your financial planning service based on your economics requires examining your practice from a revenue (top-down) 
or a cost (bottom-up) approach and then making decisions accordingly. 

The revenue approach starts with identifying your desired revenue. If you are starting a new practice or looking to subsidize 
the cost of an associate advisor, you might decide you want to generate $100,000 in planning revenue in the first year. If 
you expect to have 50 financial planning clients, then you should aim for $2,000 in planning fees for each client.

Alternatively, you might have an existing practice and would like to yield $40,000 in new revenue from planning fees. If you 
can reasonably plan for 16 planning engagements, then your planning fees should average $2,500 per client.

The other approach is to set your price based on what it costs to provide your planning services. Start with the time it takes 
to provide financial planning as well as the cost per hour for each person doing the work. You should also consider the cost 
of your planning software and any other expenses you want to allocate to planning services, as well as your profit margin. 

Now you have your formula: 

(Hours per plan x hourly rate) + allocation for financial planning software = price per client

3.
Industry standards

You can use the
 industry standard 
(the “going rate”).

2.
Perceived value

You can set  your 
price based on how 

clients perceive
your value. 

1.
Your economics

You can examine 
your own economics 

from a revenue or 
cost perspective. 

2
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The graphic below provides a detailed example of the time it takes to create a financial plan.

Anatomy of a plan – where are the leverage points?

This is a hypothetical example

Some steps like inputting data, identifying data gaps, and analyzing results can be delegated to an associate advisor or 
paraplanner, while others like client meetings and potentially meeting recaps require the advisor’s own time. According 
to Bob Veres, “there is little direct agreement on the hourly value of an advisor’s time.” The data from his study coalesced 
around $300 an hour for a senior advisor and $175 an hour for an associate advisor. However, these numbers varied widely 
and the median response for the appropriate differential between associate and senior advisor was $100 an hour.6

However you choose to calculate it, the fact is that it is possible to delegate the dark gray steps in the above process, which 
amounts to more than 50% of the end-to-end planning time. Advisors that source and train high-quality support advisors can 
leverage their time and expand their capacity for client engagement.

The price can also be adjusted to account for:

• The depth of advice on you and your team provide
• Your credentials and overall financial planning 

experience

• Your specific knowledge regarding a planning topic or 
the needs of a market niche

For example, mega teams have found that their professional planning process and depth of professionals allow them to price 
at a premium. In fact, their clientele might expect to pay a slight premium for a “luxury good.”

The Kitces research found that CFP® professionals charge $500 to $1,000 more for standalone financial plans and that 
ensemble firms have an hourly rate $50 higher than solo advisors.5
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Perceived value
The second approach to calculating price is based on its value as perceived by your clients.

This method assumes that value can be worth more than the “cost” to provide it. For example, how much is a bottle of 
water worth? Well, it depends on where you are and the current weather conditions, doesn’t it? On a hot day, you’d be 
willing to pay a lot!

So, what is your financial planning service worth to your clients? Its value can be calculated in terms of tax efficiency, 
potential reduction in borrowing rates or perhaps the increase in overall savings. It can also be measured indirectly relative 
to peace of mind, the impact of behavioral coaching, and the time clients don’t have to spend doing what you do for them. 

Admittedly, this value is difficult to quantify, although some have tried to do it. Vanguard’s Advisor Alpha Study was 
pioneering in its attempt to quantify the “value add” that an advisor who systematically rebalances, helps to manage clients’ 
emotions, and keeps them focused on the big picture during downturns, and offers sound guidance on asset location and 
tax-efficient distribution strategies, etc.7 As you can see from the chart below, Vanguard’s researchers placed the “Advisor 
Value Add” at roughly 3% (for further reading, see Vanguard’s Advisor’s Alpha research). Similar studies from Envestnet and 
Russell Investments arrived at similar numbers.

The value of a financial advisor who gives advice!
Advisor’s alpha strategy Typical value added for client
Suitable Asset Allocation >0*

Cost-effective Implementation 34 bp

Rebalancing 26 bp

Behavioral Coaching 150 bp

Asset Location 0 – 75 bp

Specing Strategy (withdrawal order) 0 – 110 bp

Total Return vs. Income Investing >0*

Range of potential value added about 3% in net returns
*Value is significant, but too unique to each investor to quantify

Source: Putting a Value on Your Value: Quantifying Vanguard Advisor’s Alpha, Vanguard Research, February 2019

Alternatively, it can be measured by “opportunity cost,” the value of the client’s time. If a busy couple has a combined income 
of $450,000 a year, they might rather hire a financial advisor to help them manage their financial lives than spend their 
limited hours trying to figure it out themselves. What a seasoned professional can do for them in ten hours would likely take 
them more than double the hours to achieve and without professional guidance, their results may be ill-conceived and sub-
optimal, to put it mildly.

One advisor in our study quipped,

“ My job is to stand between my 
clients and stupidity.” 4
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Industry standards
A third way of setting your price is by simply looking at the “industry standard,” that is, what the market will bear. It’s based 
on the belief that if others are charging X, that means that clients are willing to pay that amount. Therefore, that’s what you’ll 
charge your clients.

If you aren’t inclined to set an ideal revenue target, calculate planning costs, and/or quantify your value to your clients, then 
using the “going rate” is a quick and easy way to set your price.

To charge or not to charge?
You may wonder if you should charge a separate fee for planning at all. Wouldn’t it be easier to simply include planning in the 
fees that your clients are already paying?

The Veres research found that 52% of the respondents who charge primarily by AUM do not charge for an initial plan. Many 
advisors consider financial planning to be a service included in their AUM fees.6

Source: 2020 Inside Information Fee Report, Bob Veres

According to State of Financial Planning and Fees: The Bigger Picture by Envestnet, here are some of the reasons cited 
by advisors who choose NOT to charge for planning.

• Planning should be a basic service that they  
provide to clients.

• Not charging a fee for planning is a way to  
differentiate themselves.

• Clients are not willing to pay an additional  
fee for planning.

Not charging can be tempting; it’s a lot easier to offer something for free than to ask someone to pay for it. However, people 
often assign more value to what they pay for and discount anything they receive for free. If you give away financial planning, 
your clients may not see it as worth their time or effort. That said, there is nothing wrong with charging an all-inclusive AUM fee 
for financial planning and investment management, but the framing of the “bundle” is paramount.

This “bundling” of financial planning and investment management may be changing. The table below shows that advisors 
with 1 to 5 years of experience are far more likely to charge an initial planning fee when compared to advisors with greater 
levels of experience.

% of advisors who DO NOT charge for an initial financial plan

vs.
Wirehouse

90%

RIAs

40%
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Percent of advisors who charge for an initial plan based on years of experience

Source: 2020 Inside Information Fee Report, Bob Veres 

 How to charge for financial planning?
  There are four basic methods to charge for financial planning, which can be used individually or in combination. 

We will explore each method by explaining how it works and considering how prevalent it is in the current landscape.

As you can see in the chart below, the most dominant primary revenue model is AUM. In fact, Veres found that only 13.8% of 
advisors said, “I do not charge my clients by AUM.” That said, if you look under the surface of the AUMers, you’ll find that only 
37% are using AUM as their sole revenue model. Flat Fee and Subscription are being used by almost 40% of advisors whose 
primary revenue model is AUM Fees. In addition, while the number of advisors charging by the hour as their primary method 
is relatively low at 2%, 13.4% of advisors who charge by AUM are also incorporating hourly fees for some clients into their 
model. Another notable observation as you examine this chart is that 15% of advisors are charging a monthly or quarterly 
fee (1% call it a subscription, but the difference between a flat monthly fee and a monthly subscription fee is difficult to 
discern). Looking at this data can leave one pining for a time machine so we could observe how flat fees have grown over 
time and what the prevailing model will be in the future.6

% of advisors that charge for initial plan

66%

39%

49%
55% 52%

1 - 5 Y 6 - 10 Y 11 - 15 Y 16 - 20 Y 20+ Y

51%
charge

49%
do not 
charge

Advisor
years of 

experience

}Price

One time Ongoing

Hourly Flat fee AUM}
3
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Advisors charge for planning in a variety of ways

Source: 2020 Inside Information Fee Report, Bob Veres 

Hourly
Charging by the hour is very straightforward and familiar to anyone who has hired an attorney or a therapist. The advisor 
sets a rate for the planning work, tracks the time spent working on behalf of a specific client, and then charges the client for 
the total number of hours multiplied by the rate.

Source: 2020 Inside Information Fee Report, Bob Veres 

With this method, advisors typically provide a no-cost initial consultation and then provide an estimated range of the total 
hours expected along with pricing. Additionally, many practices will offer varying rates depending on who is doing the work 
or the overall complexity of the client’s situation. For example, the rate for a paraplanner may be set at $175 per hour, while 
the senior advisor’s rate is $300 per hour.

While advisors may charge as little as $100 or as much as $750 per hour, Kitces reported the average fee for hourly 
planning as $250 per hour.5

Primary revenue
models used by

advisors
Flat monthly / 
quarterly fees 14%

73% AUM

Hourly 2%

Commissions 1%

Combination 9%

Subscription fees
(monthly) 1%

29%
Advisors are considering

a different fee model

Fee model
All clients AUM only
AUM for some, flat fees for others 
AUM for some, hourly for others
AUM for some, subscription for others

% Advisors
37.0%
33.2%
13.4%

6.4%

Advisors use hourly fees for some of their clients

said it was their only revenue mode

HOWEVER, JUST
20%

1%
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Veres asked a similar question: “What would be an appropriate hourly value for a company principal or senior advisor?” 
Nearly 50% of advisors provided an answer between $250 and $350 (see chart below).6

Hourly value of a senior advisor’s time

Source: 2020 Inside Information Fee Report, Bob Veres

Kitces also noted a considerable increase in the reported hourly rate over the last two years. The average hourly fee in 2020 
was reported as $250, as opposed to $218 in 2018.5

The hourly method is often well-received when serving professionals such as attorneys, as they are already familiar with that 
model. It is also appreciated by clients who want insight into how and why they are being charged. Purpose Consulting 
Group’s research found that the hourly method was often used as an add-on to AUM for clients with specific time-consuming 
scenarios. For example, one participant specialized in serving clients going through a divorce. As a Certified Divorce 
Financial Analyst, she uses an hourly structure for project work to help clients navigate divorce. After an initial meeting with 
the client and a review of the client’s documents, she provides an estimated range of hours that, when combined with her 
$350-per-hour rate, serve as a price range. When they are getting close to the top of the range, she will reach out with a 
heads-up call to discuss and reassess. “No one wants a negative surprise on their bill,” she says.

% of advisors

7.0%

0 - $200

7.6%

$200 - 249

27.2%

$250 - 299

22.0%

$300 - 349

11.1%

$350 - 399

10.6%

$400 - 499

10.2%

$500 - 550

2.8%

$550+

Average fee
for hourly
planning

$250 per hour

Median hourly 
rate for a 

senior advisor 
$300 per hour

The hourly method does have some potential drawbacks as follows:
• May be perceived as incentivizing the advisor to work 

less efficiently to increase billable hours
• Requires a steady flow of work from clients and 

prospects who need financial planning
• Necessitates that the advisor (and staff) track and 

record their hours
• Can force advisors to “ballpark” estimated hours before 

the complexity of a client’s situation is fully understood

• A mechanism for invoicing and payments and the 
administration to manage them is needed

• Clients focused on the ticks in the “billable hours” 
clock may create self-imposed limits on their 
engagement with the advisor

To underscore this last point, one research participant commented that she avoids hourly billing because

“ We don’t want client thinking about the clock ticking when addressing 
deeper issues around money. I also tend to talk a lot and would be 
horrible at keeping up with the billing.” 4
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One-time flat fee
A second method of charging for financial planning is by setting a one-time flat fee tied to the delivery of a standalone 
financial plan or when answering a specific client question (e.g., “Can I afford this second home?”)

With this approach, the advisor quotes a price for the plan, which may be a standard rate for all clients or customized based 
on the complexity of the plan. 

Some advisors request half of the payment up front and the second half upon completion of the plan. Other advisors wait 
until the entire plan is completed before asking for payment.  

The industry standard for a standalone financial plan is about $2,500, according to research from Kitces and Veres.5,6 
Kitces found a broad range of prices, with some advisors charging as little as $250 for an initial plan and others charging as 
much as $12,000. That said, 80% of all fees fell between $1,000 and $4,800.5

The tables below show the range of fees based on Business Model and Team Structure

Business model 25th percentile 50th percentile 75th percentile

RIA $1,800 $2,500 $3,500

BD $850 $1,800 $2,500

Source: How Financial Planners Actually Do Financial Planning, The Kitces Report, Volume 1, 2020

Team structure 25th percentile 50th percentile 75th percentile

Solo $1,800 $2,500 $2,750

Solo w/support $1,500 $2,000 $3,000

Silo $1,200 $1,800 $2,500

Ensemble $1,575 $2,500 $4,000

Source: How Financial Planners Actually Do Financial Planning, The Kitces Report, Volume 1, 2020 

As noted above, some advisors customize their fee based on the overall complexity. Rather than “guesstimating,” you can 
create a scorecard to determine the appropriate fee. Here is a sample scorecard for setting your One-time Flat Fee.

Situation Amount

Base fee $1,000

Investable assets >$500,000 Add $250

Investable assets >$2,000,000 Add $500

Income sources other than employment or investment Add $500

Cash flow planning Add $250

Education planning Add $250

One or more trusts Add $500
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The one-time flat fee is often very appealing to clients with a specific planning question or who have limited investable 
assets. Based on our review of the data, it should be noted that most advisors who offer flat-fee financial plans also offer 
holistic wealth and investment management priced as a percentage of AUM. Many advisors we interviewed employ this 
model, which helps them defray some of the upfront costs associated with their time. 

One advisor said, 

Another advisor explained that most of her planning prospects become all-in clients. She said, “By the time we reach the 
implementation stage, clients ask ‘how can we work with you to do this’? More than 95% of prospects that go through our 
process become clients.”

“ Charging a flat fee upfront allows 
propects an opportunity to commit to 
working with me for 8 to 10 weeks on a 
specific project. The fee compensates me 
for my time if they choose not to work 
with me. As we wrap the plan, if they 
choose not to work with me to manage 
their plan and assets ongoing, that’s fine. 
Oddly, they will often still refer.” 4

“ You don’t find yoursself selling.  
You find clients buying.” 4
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Ongoing flat fee (also known as subscription model)
The third method is an ongoing flat fee. Unlike the one-time flat fee, this method distributes the fee across multiple periods 
and may establish a relationship that continues well into the future.

Many advisors have compared the ongoing flat fee to a subscription service like Netflix, where the advisor provides a stream 
of planning services to clients, and they can readily access the advisor whenever needed. One advisor interviewed touted 
this approach because neither he nor the client “like the meter running.” 

Advisors generally set their rates as fixed or variable. The fixed approach simply takes what would be a standard fee and 
divides it across a particular time period. For example, if the advisor has determined that $2,400 is the appropriate price for 
financial planning, then the ongoing flat fee would be set at $200 per month.

The variable approach uses a formula based on client characteristics such as income, assets, and/or net worth. For 
example, an advisor might use a formula such as: Add 1% of the client’s annual income plus 0.5% of the client’s net 
worth and divide the total by 12 to set the ongoing monthly fee.

Another question to consider is how often to charge the ongoing fee. Should you bill monthly? Quarterly? AdvicePay provides 
a billing and payment service to advisors who want to charge an ongoing fee-for-service. According to their user data, 92% of 
advisors charge monthly, while 7% charge quarterly – only 1% of the advisors using their service charge on a semi-annual basis.

AdvicePay also shares that their average bill is $200. It’s easy to understand why. Since the median one-time flat fee is 
$2,500 (as noted earlier), it makes perfect sense to see that $200 has become the industry standard for a monthly flat fee.

The ongoing flat fee/subscription method is often embraced by advisors whose clients have substantial cash flow but limited 
investable assets such as HENRYs (High Earners, Not Rich Yet). It can provide a profitable way to serve, build trust and 
contribute to the fiscal health of investors that typically are excluded from planning offers. In addition, the ongoing flat fee 
is growing in popularity as a segmented offering for seasoned advisors seeking to establish intergenerational relationships. 
One advisor noted, “The next-gen segment is currently the fastest-growing part of our practice. We rolled out the offering to 
our best clients and their children four years ago as a way for our associate advisor to add value with planning. We now have 
multi-generational relationships with more than 80% of our best clients. We have grandparents gifting financial planning 
to their children and grandchildren. It has become a bona fide part of our growth strategy and has led to serious asset 
gathering as well.”

Compared to the AUM method, this approach provides a significant amount of revenue stability, particularly when the fee is 
set based on the complexity of the work rather than clients’ net worth, assets, or income.

Like all methods, charging an ongoing flat fee has some drawbacks:
• Clients may perceive that the advisor takes the 

ongoing fee for granted and may not consistently 
provide commensurate value.

• Client fees are highly visible, as they receive a monthly 
or quarterly debit/charge. This increases the pressure 
for advisors to perform and may lead to “breakage.”

• Advisors that use external information such as clients’ 
net worth or income must establish a regular “true-up” 
process to gather data and determine the future rate, 
which adds complexity and potential friction. 
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Assets under management
By far, the most widely used method of charging is by Assets Under Management (AUM). With this approach, the client pays 
a fee that is based on the total assets managed by the advisor. For example, if the advisor charges a 1% fee and the client 
has $250,000 in assets, then the fee is $2,500.

Most advisors are familiar with this approach, as charging by AUM is the most common way for advisors to assess fees. In this 
case, the AUM fee can be considered part of a bundle that includes investment and wealth planning or less commonly, it is used 
a standalone fee that purely covers investment management like in the institutional space.

According to Veres, 90% of advisors use AUM for some of their clients, and 37% use it as their only model.6

The Kitces research provides a detailed breakdown of AUM Fees by Asset Level:

Portfolio size 10th percentile 25th percentile 50th percentile 75th percentile 90th percentile

$100,000 0.95% 1.00% 1.20% 1.25% 1.50%

$250,000 0.95% 1.00% 1.00% 1.25% 1.50%

$500,000 0.90% 1.00% 1.00% 1.25% 1.38%

$1,000,000 0.81% 0.95% 1.00% 1.10% 1.25%

$2,000,000 0.70% 0.80% 0.90% 1.00% 1.11%

$3,000,000 0.63% 0.75% 0.85% 0.93% 1.00%

$5,000,000 0.56% 0.66% 0.78% 0.89% 1.00%

Source: How Financial Planners Actually Do Financial Planning, The Kitces Report, Volume 1, 2020 

As you can see, 1.00% is the median fee for accounts up to $1 million before decreasing at higher levels.

Many advisors prefer the AUM method due to its simplicity. For advisors who already have a relationship with a custodian 
that supports AUM billing, charging an AUM fee is a matter of setting the fee and letting the custodian handle the rest.

The AUM approach provides a fairly stable source of revenue, particularly when spread across a large client base that is 
charged a monthly or quarterly fee. However, since the AUM method is tied directly to the value of your clients’ assets, any 
fluctuations are, of course, reflected in your revenue. The greatest source of variance will come from market volatility, as 
advisors experienced in 2008 and the spring of 2020. Additional fluctuations will occur as clients add or remove assets, 
which can be particularly noticeable when they require ongoing planning but are in the decumulation stage.

Some advisors see the variability of the AUM method as a positive as market growth results in increased revenue without a 
commensurate increase in planning work.
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Here are some potential drawbacks to the AUM method:

• It may result in the advisor taking the ongoing fee for 
granted and not consistently providing commensurate 
value. 

• Clients may believe that the advisor is incentivized 
to over-emphasize portfolio growth (beyond what’s 
needed to achieve client goals) or under-emphasize 
portfolio risk to increase revenue.

• Clients may believe the fee is only for asset 
management and may undervalue the corresponding 
financial planning work.

The last bullet is worth exploring further. Charging an AUM fee that includes comprehensive financial planning and 
investment management must be positioned thoughtfully and deliberately so that clients don’t think the advisor is “throwing 
in the financial plan for free.” 

Rather than saying, “We charge a 1% fee to manage your investments and provide financial planning on a complimentary 
basis,” it is better to say, “For clients that have [dollar amount or client situation], we charge a 1% fee based on the 
assets we manage, which include financial planning and investment management.” 

Furthermore, the advisor’s time and emphasis at future meetings should reflect the appropriate balance between 
investments and planning to demonstrate the value of planning. Many advisors believe the majority of the value they add 
is in the financial planning work they do for clients. If you are among them, it is important to ensure your client meeting 
agendas are focused on planning topics as well as the investment reviews.
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Hybrid
These four methods can be combined in multiple ways to best suit your practice. The simplest hybrid approach is to use 
different methods for different clients. For example, you might choose the AUM method for clients who already use your 
investment management services and the One-time Flat Fee for new clients who have limited liquid investments.

But you can also combine methods for a single client. Here are some common approaches:

One-time flat fee for the initial plan plus AUM for ongoing planning - This common hybrid charges a one-time flat 
fee at the beginning of the relationship for the creation of the initial plan and charges AUM for ongoing planning and 
investment management. For example, one advisor tells new clients, “There are two ways you are going to pay me in the 
first year. The first is a $4,000 fee for the financial plan and the second is a 1% fee based on your AUM.”

One-time flat fee for the initial plan plus ongoing flat fee - This approach sets a one-time flat fee for the initial plan and then 
institutes an ongoing flat fee for future planning needs. An example of this is: $3,000 for the initial plan and implementation 
over the first six months and then $200 a month starting in month seven. This method allows advisors to separate the cost 
for the initial planning work and implementation, which is often time-consuming for advisors and the ongoing work required to 
maintain the plan.

Ongoing flat fee plus AUM - To minimize the upfront costs incurred by the client or emphasize that “planning is a process, 
not an event,” some advisors forgo the initial fee and start with a combination of an Ongoing Flat Fee plus AUM. For example, 
one advisor in our study sets his annual financial planning fee between $1,500 and $10,000 based on complexity, adds a 
0.5% AUM fee, divides the sum by 12, and charges the result monthly.

AUM plus hourly for project work as needed - This hybrid approach uses AUM as its primary method of generating fees, 
but the advisor includes an hourly fee to support specific client questions related to estate planning, business transition, etc. 

Half flat fee for the initial plan, second half waived if AUM - Another hybrid method employed by some advisors is to 
establish a flat fee for financial planning where the client pays half of the fee at the beginning of the engagement. After the 
plan is delivered, the advisor waives the second half of the fee if the client agrees to move forward with implementation using 
an AUM fee to cover ongoing planning and investment management. This approach ensures appropriate “buy-in” from the 
client and provides additional revenue for the advisor.

As noted at the beginning of this guide, there is no “best” method for charging a fee for financial planning. What matters is 
that you find the right approach and method for your practice. As you might imagine, many of the challenges inherent in each 
model can be mitigated through a hybrid approach.studies below are drawn from a variety of advisor interviews. 
They are intended to provide guidance on how various pricing models work and the type of clients 
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Case Studies
The case studies are drawn 
from a variety of advisor 
interviews. They are intended 
to provide guidance on how 
various pricing models work 
and the type of clients and 
advisors they work for.

Note: the case studies on the 
following pages are drawn from 
Purpose Consulting Group 
Qualitative Research, 2021

THIS MATERIAL IS FOR INSTITUTIONAL/BROKER-DEALER USE 
ONLY. NOT FOR DISTRIBUTION OR USE WITH THE PUBLIC.
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John Heath
AUM Fee for financial plans and investment management services

Seven years ago, John’s team reached a critical inflection point when they began going “deeper” with financial planning 
clients. The capacity challenges that followed meant something had to change. Rather than trying to serve every client with 
the same type of service, they identified two distinct groups of clients and established a support team for each. As a result, 
John’s practice has nearly tripled its assets under management.

Financial planning philosophy

John recognized that not every client has the same level of interest or need for financial planning. So, he created two groups 
of clients: “Mass Market” and “Gated Community.”

Our refined strategy: Not every client is created equal

Source: Purpose Consulting Group Qualitative Research, 2020 

“Mass market” clients

The “mass market” is largely comprised of educators and district staff, as school districts are a considerable source of new 
business for the practice. Typically, these clients have a transactional relationship with John’s team. They typically have 
limited assets or aren’t motivated savers, but some are interested in engaging for financial planning. 

“Right now, ‘mass market’ clients represent about 75% of our client base, just over 900 clients, and 20% of our assets 
under management.”

“Gated community” clients

“Gated community” clients often come from referrals. In some cases, they are a “mass market” client who receives an 
invitation to join the gated community. John and his team choose to work with “gated community” clients or not, based on 
their assessment of the couple’s alignment during the onboarding process. 

What defines a “gated community” client has more to do with attitude than assets. An ideal “gated community” client is 
successful in their career, collaborative, willing to be vulnerable and willing to commit time to their financial well-being. And 
they understand the benefits of an organized financial life. “We are the financial advisor for our “gated community” clients. 
We do their financial planning and manage all their assets,” says John. 

“‘Gated community’ clients represent only 25% of our client base, but 80% of our assets under management.”

% of Clients % of Assets

• Referrals or Mass Market
 who’ve been invited

• “Aligned Clients”

• Some wealth, more
 sophisticated investors

• Understand the 
 need for financial
 planning in order to
 accomplish their goals

360
• Educators & District 
 Staff who have a 
 403(b) or 457

• Some have 
 limited assets

• Some lack 
 savings discipline

• Some are interested
 in more of our services

900
75%

20%

Mass Market Clients

25%

80%

Gated Community Clients
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Pricing and positioning

John’s financial planning process typically takes 3 to 4 weeks. He 
stresses the importance of setting expectations at each stage. At 
the first meeting, he shares how the team works and discloses fees, 
giving prospects a week to think about it and decide. 

Here is the language John uses when explaining fees to “gated 
community” clients, “Our investment and planning services are paid 
by assessing a fee to your account balances, which amount to 1.5% 
(depending on breakpoints), an annualized percentage. This includes 
underlying investment fees, our platform charge, and my fee for 
investment and planning services. As part of our bi-annual meeting, 
we’ll document your actual investment and management fees and 
share them with you. You’ll know both the percentage and the actual 
dollar amounts you are paying for our services.” 

It is important to John that clients have full fee transparency. He 
admits the team loses about 3% of their financial planning clients 
every year to what he attributes to fee aversion. “They know what 
they are getting, and they know what they are paying,” John says. He 
draws comfort knowing that those who stay are truly bought in to the 
team and their process.

Words of 
wisdom
John stresses,

“ We want our  
clients to experience 
what it is going 
to be like to work 
with us from the 
start. Our financial 
planning process is 
‘the sale.’” 4

THIS MATERIAL IS FOR INSTITUTIONAL/BROKER-DEALER USE 
ONLY. NOT FOR DISTRIBUTION OR USE WITH THE PUBLIC.
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Jane Landry
Hybrid - AUM with a flat fee for financial planning

For over twenty years, Jane Landry built a business with financial planning at the center of her offering. When she first 
started, the firm where she worked required her to charge a nominal fee of $500 for financial planning. Consequently, the 
mindset of planning for a fee became part of her DNA.

According to Jane, “Charging a client a fee meant I needed to work hard to ensure they received good value in return. In the 
early days, I could easily put 20-plus hours into a single financial plan because I wanted to make sure I could address any 
potential question that arose. It was this approach that forced me to become proficient.”

Financial planning philosophy

Here’s how Jane views financial planning: “The financial planning process is the mechanism for me to become an expert in 
my client and helps guide the decisions that will govern their financial life. I will not take a client that will not do a financial 
plan. I know the value of my intellectual capital and what I deliver to my clients - something they cannot do for themselves - 
so I am not giving it away for free.”

Pricing

$1 Million asset minimum

$4,000 flat fee for financial planning in the first year plus 1% AUM fee annually, which includes investment management 
and wealth planning

Positioning with clients

Jane is very straightforward with her process. For her, it is critical to create an expectation of what the process will be like 
for prospective clients. She shares that few clients understand what it takes to produce a high-quality financial plan, what 
their role is, and what she will do for them. She always starts by learning about the client, and then she takes them through 
her process and fees to set expectations for the engagement.

Source: Purpose Consulting Group Qualitative Research, 2020

Positioning
with 

Clients

Straightforward
with her process.

Sets expectations
with prospective clients.

Starts by learning
about the prospective client, 
then walks them through her 

process, fees, and
setting expectations. 
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Here is what Jane says to a new prospective client: 

“Let me walk you through my process. You will need to gather all 
your financials together. I will send you a list of documents you need 
to bring to our meeting along with a few assessments. When we 
meet next, you will bring these documents, and we will spend about 
2 hours doing a deep dive into who you really are and discuss your 
experiences and preferences.

“We’ll talk about a spending plan. I don’t care where or how much 
you spend, but I care about your bottom line. You may have to save 
more, but you’re never going to run out of money. We will plan for 
100% of your lifestyle. We will tell you if you are on or off-track from 
where you want to be, and we’ll discuss what to do about it. 

“Additionally, we will look at the tax efficiency of your current 
structure and make recommendations. We will ensure your estate 
plan is up to date. And we will look to see if there are opportunities 
to refinance or reposition debt to save money or taxes.

“In the first year, there are two ways you are going to pay me. The 
first is a $4,000 fee for the financial plan, and the second is a 1% 
fee based on the assets we manage for you.”

THIS MATERIAL IS FOR INSTITUTIONAL/BROKER-DEALER USE 
ONLY. NOT FOR DISTRIBUTION OR USE WITH THE PUBLIC.

Words of 
wisdom

Jane’s advice to others is simply,

“ Don’t be afraid to stand 
your ground on your 
fee. Very few advisors 
are offering what I 
am offering. If they 
nterview other  
advisors, but want  
what I am offering,  
they will be back!.’” 4
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Oliver Flynn
Hybrid – a distinct menu and clear offering

Oliver Flynn is a seasoned industry vet with fifteen years under his belt. He has always delivered financial planning as part 
of an integrated offering that includes investment management, but the depth and breadth of his planning offering have 
grown as his clients’ needs have become more sophisticated. He built his business using the ubiquitous 1% AUM fee (with a 
declining scale for clients above $1 million), but he kept running into scenarios where he felt his fee model did not fit. 

He has always aimed to build multi-generational relationships with his wealthy clients by hiring junior talent as a natural 
bridge to next-generation clients. He created a distinct offering for next gens focusing on managing cash flow, paying down 
debt, building net worth, and teaching the basics of investing, but he failed to alter his pricing model. When he realized he 
had amassed 34 next-gen clients with less than $50,000 whose gross revenue totaled less than $9,000, he knew he had to 
make some changes.

He also found that certain high-end clients had a significant need beyond traditional planning. Oliver explains that as he 
analyzed his client base, he found that out of about 250 clients, “we were dealing with a significant event for about ten of 
them in a given year. For some, it was work we initiated, like developing a family mission statement, but for most, it was a 
complex divorce case or a thorny eldercare issue that required an additional 15 or so hours of ‘aftercare.’ So, if I do the math 
and price my time out at $350 an hour, I am giving away roughly $52,500 of ‘billable hours’ in a given year.”

Pricing and positioning

Oliver created a distinct menu that clearly articulates fees across three different “packages” that vary in terms of the Level of 
Engagement (# of meetings and/or hours of advice) and the depth and breadth of service needed.

Engagement Platinum Premium Bronze 

Target segment
Wealthy families with complex tax 

or estate issues and/or special 
situations and/or business owners

Typical couple saving for college 
and/or retirement

Child of Platinum or Premium 
Client often a recent college grad 

or young couple 

# of planning meetings As Required 2 Meetings 1 Meeting

Hours of advice 20+ hours 15 hours 5 hours

Level of service

Advanced

Includes complex issues such as:

Complicated estate planning, 
business transition planning, 
eldercare planning, divorce 

planning, executive compensation 
analyses, etc.

Comprehensive

Includes a holistic wealth plan:

Cash flow, savings, and 
retirement projections, insurance 

and risk management, estate 
planning review, and investment 

plan 

Topical

Includes a basic plan and 
consultation designed to address 

specific client questions like: 
Should I rent or buy? How do I pay 

down debt? Can we afford this 
house, car, life?

Advice fee $5,000 - $10,000 $4,500 $1,500

Investment  
management fee

75 bps 75 bps 100 bps

Source: Purpose Consulting Group Qualitative Research, 2020



30

The packages are charged an agreed-on, fixed-dollar 
fee based on their scope of work on a quarterly basis. 
Investment management is charged quarterly as well, 
based on a percentage of AUM. 

Oliver notes, “while we price separately for Investment 
Management and Advice, we ‘unbundle’ the offering only 
for the Bronze package. We have a significant number 
of wealthy parents that are gifting or subsidizing the 
Bronze package for their children and grandchildren.”

“With our Premium Offering, we offer clients a range of 
pricing, and once we have seen their documents/
analyzed their situation more thoroughly, we provide 
them with a flat-fee estimate. When the client’s needs 
far outweigh the original scope of work, we have the 
conversation as soon as possible in the process and 
find a remedy. Sometimes the client will choose to do 
some of the heavy lifting themselves or off-load a 
portion of the project to another professional. Most 
often, we will reset the scope of work and recalibrate 
the fee based on our hourly rate. The pricing model 
also allows the flexibility to increase or decrease the 
hours required, by moving up or down a package, or by 
purchasing additional 5-hour batches.”

Words of 
wisdom
Jane’s advice to others is simply,

“ It is important to emphasize 
what you want to be know 
for with your clients. if 
you want to be known 
for financial planning, 
your dialogue, your 
meeting agendas, and your 
communications should 
emphasize that. You can’t 
constantly message about 
investments and expect to 
be thought of as a  
financial planner.” 4

THIS MATERIAL IS FOR INSTITUTIONAL/BROKER-DEALER USE 
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Determine your pricing structure

First, you must determine your pricing structure. As noted at the 
beginning of this guide, there is no “best” pricing structure. You can 
certainly start with one approach and then revise it over time. Given 
what you’ve learned about the various options and what you already 
know about your clients and practice, determine the approach you 
think is best for your practice right now.

In the box below, describe your desired pricing structure for 
financial planning:

Decide how to roll it out

Next, decide how you will roll it out to your clients. Here are some 
approaches to consider:

• Think about the clients with 
whom you have the best 
personal relationships.

• Start with new clients before 
moving to existing clients

• Prioritize based on account 
size or the complexity of the 
situation.

In general, it’s best to start with “easy” cases to build your confidence 
before proceeding to bigger or more complicated ones. 

In the box below, describe the specific characteristics of your target 
planning clients so that it’s crystal clear where you will start.

Implementation 
plan
Now that you’ve had an opportunity to 
examine the landscape and consider the 
various models, it’s time to put together 
your implementation plan. Here are 
steps that can help guide you:

1. Determine your pricing  
structure.

2. Decide how to roll it out.
3. Script what you will say  

to your clients.
4. Set specific goals.
5. Take action!

THIS MATERIAL IS FOR INSTITUTIONAL/BROKER-DEALER USE 
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Script what you will say

When you explain your financial planning fees to clients and prospective clients, your confidence and 
enthusiasm will have a major impact on their acceptance. Therefore, take the time to script what you will 
say when introducing your new fee structure.

Here are some concepts to consider:

• How clients’ needs have changed over the years

• How your clients will benefit

• What brought about the change

• Indication that this is a definitive change for your 
practice (i.e., not a test or trial) 

• Suggestion that other clients are already doing it

We know advisors are often challenged when introducing new ideas to existing clients.

Here are a few ways you could introduce the conversation to existing clients and transition into positioning 
your financial planning fee:

Meeting the changing needs of clients:

Over the last few years, we’ve seen a lot of changes in what clients like you tell us they need. Your situation is a 
great example of what I mean. You’re now in a position where you:

• Are only a few years from retirement

• Have considerable college/estate planning needs

• Have accumulated a significant net worth

To meet that challenge, I’d like to suggest that we work together to develop a comprehensive financial plan 
for you. This will entail having some in-depth conversations about your goals and priorities for the future. 
It will also require a lot of behind-the-scenes work on my part to analyze your situation and determine 
whether you are on track to meet your goals. Your plan will demonstrate how well your current investment 
and savings strategies support your future goals. If your current projects are off course, it will include 
alternatives that can help you achieve your most important goals. 

I believe that you and your family will benefit greatly from having the clarity our financial planning process 
affords. What do you think?

Let me tell you about the process and the cost of the initial plan...

Making a business model change:

I wanted you to be among the first to learn that I am making a change in my business model to take on more of 
a financial planning role, helping my clients review their entire situation and plan more strategically, as well as 
tactically. To do that, I am implementing a [type] fee structure that…

The primary focus of what I plan to do going forward is put together a personalized financial plan designed to 
maximize our clients’ opportunity to achieve their goals. We’ll be using a well- defined financial-planning process 
that is designed to help clients…

• Organize their financial life…

• Clarify their goals and priorities...

• Ensure they have a longevity plan in place…

• Consider the best time and place to retire…

• Get their arms around their cash flow and focus 
on building net worth…

• Etc.

Clients that have engaged in the planning process have said:

• They feel more confident about their retirement…

• They feel more comfortable splurging a little, 
knowing that they have a well-thought-out plan...

• They are relieved to know their “non-financial” 
spouse has a clear plan if something were to 
happen to them…



33

THIS MATERIAL IS FOR INSTITUTIONAL/BROKER-DEALER USE ONLY. NOT FOR DISTRIBUTION OR USE WITH THE PUBLIC.

Addressing potential objections:
Haven’t we been doing this all along?

While I’ve always tried to focus on providing great service, I haven’t rolled out comprehensive financial planning services in 
the past. With my clients’ needs becoming more sophisticated and everything around us getting more complex, I’ve decided 
that now is the time to add comprehensive financial and wealth planning services to better serve my clients.

Don’t we already pay you through our investment fees? 

The costs associated with the investments are either transaction costs or portfolio management fees. I’ve always provided 
some guidance above and beyond the investments, but I think I can have a greater impact on helping you achieve your goals 
through comprehensive financial planning.

Is this a major time commitment?

While I will need your help (and spouse, as appropriate) in gathering information and clarifying the goals that are most 
important to you upfront, I will commit to completing as much of the admin work as possible on your behalf. In fact, the tools 
I have available now will help us do this very efficiently. From there, the team and I will invest as much time as necessary on 
our end to address your financial needs and concerns.

Can’t we do this for free at [another firm or online resource]?

Actually, no! You can find some basic calculators and goal planning tools online or receive general planning concepts through 
a call center, but there isn’t a free solution to the ongoing, personalized advice and coaching I can provide. I’ll commit to fully 
understanding your goals and your situation to help you achieve them on an ongoing and proactive basis.

Why didn’t we think of this before?

Candidly, I don’t think it would have been as relevant to you and many of my clients in the past and the financial planning 
software I use has significantly improved in recent years. We can run more sophisticated analyses now. Clients appreciate 
that we can help them with scenario planning for retiring early or a health event.
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Set specific goals

Now that you’ve identified whom you will approach and what you will say, it’s time to set some goals. Ensure your goals are 
specific and set deadlines for action. For example, you might create a goal that says, “I will deliver 10 financial plans to 
existing clients by [date]. Additionally, we encourage you to update and recalibrate goals once you’ve completed your first 
batch of plans. Consider doing this exercise with an accountability partner to help you stay on track.

Take action!

Finally, it’s time to get to work! In the box below, write the very next thing you will do to keep making progress.
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