


Building a 7-year 
Strategic Plan

Hosted by: Paul Larson



By the end of this…

YOU WILL KNOW HOW TO SET UP A 7 
YEAR STRATEGIC BUSINESS PLAN

YOU WILL HAVE TOOLS NECESSARY 
TO MANAGE YOUR PRACTICE



Why do I need a Plan?

Only 35% of Advisors have a written plan

If it is written, most teams are not aligned

Most Advisors don’t have a cadence or process to 
assess efficacy of their plan



Building Your Business Plan:
EOS Structure



VISION

• What are your core values? 
• What is your Core Focus? 

• Purpose/Cause/Passion?
• Your Niche?

• Where do you want to be in 2030? 
• Where must you be in 3 years from now to get there?
• What is your marketing strategy?  

• Target Market
• Three Uniques
• Proven Process
• Guarantee 
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WARRIOR TIME

Complete your 

Core Values

Complete your 

Core Focus



Checklist - VISION

Answer 8 
Questions on 
Purpose/Cause/
Passion



DATA

• What are your Key Performance Indicators (KPIs)? 
• “Examples of Measurables”

• New Leads, Opportunities, YTD Revenue, Customer 
complaints, Customer NPS rating, Cash balance, YTD 
net profit, ESAT, EE Goals

• Know Your Numbers
• New Clients, Total AUM, Lost Clients, Client Acquisition 

Cost



Benchmarking

2023 RIA Schwab 
Compensation Report

 1,044 Advisory Firms

 Data Gathered: 1/2023-
3/2023 

 14,500 Employees

 27 Roles

 Based on 2022 Data

https://content.schwab.com/web/retail/public/about-schwab/Schwab-RIA-Compensation-Report-2023.pdf
https://content.schwab.com/web/retail/public/about-schwab/Schwab-RIA-Compensation-Report-2023.pdf


What is Your Greatest Challenge?





Employee Value Proposition



Firms leveraging performance-based incentive 
pay saw stronger long-term performance





Assets Under Management
Empowering All to Flourish

Larson AUM (as of 12/31/23)

• 32 Advisors

• $2,764,852,187.97 

• Average of $86,401,630.87 per 
advisor

Larson Advisors 9/29/2023 Values
Paul Larson $              541,763,589.75 
Derrick Yohe $              235,468,654.59 
Alex Davis $              231,166,880.37 
Colin Wiens $              149,365,109.68 
Anthony Ferrara $              146,856,026.17 
Richard Vasterling $              135,113,351.48 
Richard Frith $              127,985,432.29 
Jacob Whipp $              126,316,094.32 
Brandon Furlong $              125,522,117.94 
Darin Archbold $              120,087,138.59 
Thomas Burch $              116,060,302.11 
Kenneth Stillings $              112,030,705.67 
Kyle Wort $                 82,777,943.71 
David Lochstampfor $                 76,462,407.99 
Brandon Lochstampfor $                 64,275,731.16 
Brady Petersen $                 51,829,151.01 
Bedford Otey $                 47,244,752.96 
House Account $                 47,194,388.05 
Philip Connolly $                 38,964,243.93 
Dylan Donovan $                 36,480,955.10 
Jonathan Krueger $                 32,867,539.46 
Kemal Hall $                 30,431,060.12 
Noah Kuhlman $                 26,213,941.69 
Ted Kirkpatrick $                 26,192,907.24 
Stuart Cahill $                   9,154,189.17 
Dave Swan $                   8,810,517.68 
Andrew Shuldheisz $                   8,438,348.89 
Michaela Speer $                   4,426,801.53 
Justin Nabity $                   2,461,789.50 
Ray Shaffer $                   1,433,682.99 
Randy Scott Miller $                       731,509.15 
Andy Baker $                       724,923.68 
Total AUM: $           2,764,852,187.97 



As of Nov 30, 2023



LFG Advisors 1/1- 11/31



LFG Advisors 1/1- 11/31



AUA Summary

Intrua AUA
• 34 Advisors @ $2.94B

• Per Advisor Averages:
• $91.4M AUM
• $511K Revenue

Larson AUA
• 32 Advisors @ $3.11B

• Per Advisor Averages:
• $97M AUA
• $1.09M Revenue

$6,043,309,750 

as of 12/31/23



Other 10 -year Targets

Become a $125B company by 
year 2000

Put a Coke within reach of every 
human being on the planet

15% of target market



WARRIOR TIME

What is your 
2030 Target?  



Process
What are the only three things an Advisor should do?

•PROSPECTING

•MEETINGS

•SALES



Prospecting

• Know your ideal client

• What value are you going to provide to this 
group?

• Build a plan



Know Your Ideal Client

What do they need?

 Larger clients have more 
complex financial needs

 Tax Planning

 Access to unique 
investments

 Legacy planning 



Doctor Client
32 years old when they start making real 

money

Avg student loans of $232k

Avg income of $320k

Avg savings plan of $65k/yr 

Need disability insurance

Like alternative investments

Need contract review

Don’t have time

Clump together



Business Owner 
Client
Largest investment is in themselves

View risk and reward differently

Seek value over cost

Rely on their CPA mostly

Want you to help help grow their business

Lack time

Hate paying taxes

Have personal and business expenses blend



Create Value – Be Different!

Review 
employment & 
purchase contracts

Comprehensive 
plan

Analyze real estate 
needs

Review tax return 
and deductions



Marketing

• Smart Asset
• Leads from other Advisors (Schwab, RIAs, CPAs, 

attorneys, realtors, etc)
• Resident/Fellow Physician seminars
• Referral events
• Conferences where prospects are located
• There are no short cuts!



Sales

• Sales is just finding a win/win for your client
• Phone is better than Email
• In person is better than Video
• Now is better than Later
• Always start a meeting with a desired outcome
• Less about you and more about them
• Less about process and more about listening and 

adjusting



STRATEGY

• Complete your Marketing Strategy
• Target Market
• 3 Uniques
• Proven Process
• Your Guarantee



ISSUES

• Use the SWOT to help you identify issues
• Focus your attention on issues that keep you 

from your quarterly rocks
• Implement an Identify, Discuss, Solutions 

approach
• Limit scope of issue
• Be sure you catch the root cause before moving to 

solutions



WARRIOR TIME

Complete your
3 Year Picture



PEOPLE

1.Know yourself

2.Know your team 

3.Know your clients













Testing Resources

Greg Wiens, PhD
407-451-9888 cell
healthygrowingleaders.com

https://healthygrowingleaders.com/#:%7E:text=Greg%20has%20been%20a%20creative,productivity%20and%20sense%20of%20fulfillment.


Do you know your clients? 

What are 
their needs? 

What are 
their 

hobbies? 

How can 
you make 
their lives 

easier?

How are 
clients 

rating your 
service right 

now?  



TRACTION

QUARTERLY 
VISION/TRACTION/ORGANIZER 

(VTO)

WEEKLY LEVEL 10 MEETINGS ANNUAL “PEOPLE ANALYZER”



The People Analyzer

• Get it, Want it, Have Capacity
• Goal Oriented, Servant Leaders, Warrior Spirit



WARRIOR TIME

Complete your
1 Year Plan



YOUR 2030 
BUSINESS PLAN

• Read ”Good to Great” by Jim Collins and “Traction” 
by Gino Wickman

• Take the Kolbe and DISC
• Download the “EOS Worldwide” App
• Interview an EOS “Implementor” 

• Tabetha Sheaver (Tabetha@TabethaSheaver.com)
• Bruce Sheridan (Bruce@OrgCompassInc.com)

• Hire a business/personal coach 
• Nate Reeve (Nate@Level7HighPerformance.com)

mailto:Tabetha@TabethaSheaver.com
mailto:Bruce@OrgCompassInc.com
mailto:Nate@Level7HighPerformance.com


YOUR 2030 
BUSINESS PLAN

1. Write down your business plan

2. Share it with two other Advisors for accountability

3. Schedule your annual retreat, quarterly VTO, and weekly 
Level 10s

4. Go through your plan with your spouse



Next Session
starts at 3:30p 

“Value Creation through Wealth 
Management” with Jon White & 

Sam Lawhon




	Slide Number 1
	Slide Number 2
	Slide Number 3
	Slide Number 4
	Slide Number 5
	Slide Number 6
	Slide Number 7
	Slide Number 8
	Slide Number 9
	Slide Number 10
	Slide Number 11
	Slide Number 12
	Slide Number 13
	Slide Number 14
	Slide Number 15
	Slide Number 16
	Slide Number 17
	Slide Number 18
	�	
	      �      
	Slide Number 22
	Slide Number 23
	Slide Number 24
	Slide Number 25
	Slide Number 26
	Slide Number 27
	Slide Number 28
	Slide Number 29
	Slide Number 30
	Slide Number 31
	Slide Number 32
	Slide Number 33
	Slide Number 34
	Slide Number 35
	Slide Number 36
	Slide Number 38
	Slide Number 40
	Slide Number 42
	Slide Number 43
	Slide Number 44
	Slide Number 45
	Slide Number 46
	Slide Number 47
	Slide Number 48
	Slide Number 49
	Slide Number 50
	Slide Number 51
	Slide Number 52
	Slide Number 53

