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CONSCIOUS WEALTH

CHAPTER 6
HOW CAN WE 

SHAPE THE 
FUTURE OF 
BUSINESS?

As Jerry Maguire says in his manifesto, “We are 
losing our battle with all that is personal and real 
about our business.”

The 1996 movie Jerry Maguire generated a lot of 
great quotes, but this one hits the nail on the head; 
many of us have lost what is personal and real in our 
careers, that which originally gave us purpose. For 
me, my purpose is only deepened when I positively 
impact others. If you are working toward Conscious 
Wealth, you, too, will want to consider your business 
choices and how they impact those around you.

FOR THE PEOPLE
My grandfather Gus Abood had a supermarket called 
Abood’s Foods. In 1968, he had one of the few stores 
that was not looted or burned down in the riots that 
ensued in the aftermath of Martin Luther King Jr.’s 
assassination. We can never know for sure why his 
store alone was spared, but family legend holds that 
the neighborhood respected him. He allowed his 



114

HOW CAN WE SHAPE THE FUTURE OF BUSINESS?

customers to ring up essentials like diapers with food 
stamps. He gave pay advances to his trusted work-
ers. He even sent one of his grocery baggers to the 
most elite private high school in the city. Talk about 
conscious business. Gus Abood was a store owner for 
the people.

Like my grandfather, good business 

owners treat their employees 

like family and are active in their 

community.

They do not dump trash in a nearby stream because 
it is their stream in their community. They know the 
best way to make a buck is to care about the impact 
their company has on society and the environment. 
Society, the environment, their workers’ families, the 
consumers, are all not externalities or consequences 
of commercial activity that a� ects other parties. They 
are all part of the business.

When John Mackey and Raj Sisodia cowrote Con-
scious Capitalism in 2014, they realized that many large 
and mega-cap corporations had created a lot of wealth 
for themselves and their shareholders. In doing so, the 
corporations lost sight of their greater community—their 
stakeholders. It is easy to “lose sight” of others when 
you never actually see them. The corporation’s “small 
town” is the world’s population and the “nearby stream” 
is the environment we all share, but big business often 
do not see themselves as part of a community, not on 
a small scale, nor on the larger, worldwide scale.
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I read the Wall Street Journal and they roundly crit-
icize this evolution of business, even though the Busi-
ness Roundtable rejected shareholder capitalism in 
their 2019 letter, stating, “Each of our stakeholders is 
essential. We commit to deliver value to all of them, for 
the future success of our companies, our communities, 
and our country.”

Big corporations often claim that the role of busi-
ness is to maximize profi ts in the short term but are 
unwilling to have the real conversations needed to 
talk about long-term growth creation. There is much 
more to business than maximizing profi ts.

Change can be scary, but change is necessary in 
life, including wealth management. Whatever industry 
you work in, you can be an agent for change. Work is 
a reality for just about everybody, but did you know 
your work is your platform to create change? Change 
for yourself and for your industry. For example, my 
task is to be a beacon of light or signal for change 
within wealth management. There are times I feel this 
industry does not want me, but I continue my work. 
I know my industry can be kinder and more loving. My 
industry can be full of businesses that supports the 
abundance, purpose, and impact of others.

My hope is that you, too, will fi nd healing through 
your own Money Memory, healing through changing 
the way you do business, and by challenging your 
own industry to do better. The next chapter will help 
you develop your thoughts and an action plan along 
these lines.

Like me, you may also fi nd healing by challenging 
your fi nancial advisors and the fi nancial industry. That’s 
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right, if you are here because you have found that be-
ing rich isn’t enough, that instead you’d like to create 
wealth that satisfi es your heart as much as your estate, 
then you are part of the fi nancial industry, a client at 
the very least. Thus, you can be part of change on a 
big scale, as a cog in the fi nancial machine. Enough 
squeaky cogs can bring about attention to unethical 
behavior and hopefully change. This is one way your 
business can have a massive benefi cial impact on 
the world.

A BRIEF HISTORY OF FINANCIAL 
SERVICES
This may seem big picture to you, talking about the 
history of fi nancial services, but in order for me and 
my business to be as successful as possible and have 
the biggest positive impact on my clients and com-
munity, it’s important for me to clarify to myself and 
others how the fi nancial service industry works. And 
what doesn’t work. And why it’s so important that I 
become involved in fi xing it. And urging other service 
professionals—and clients—to change how they view 
and employ money.

Back in the day, my grandfather had a stockbroker. 
If you were around in the second half of the 20th 
Century, you may have had one, too, at a company 
like Smith Barney, EF Hutton, or Dean Witter. These 
names were the keepers of the keys. They had all the 
information and access to trade. There was an old 
commercial where people are dining at a restaurant 
and a guy at one table says to another, “Well, my 
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broker is at EF Hutton and he says . . .” and the entire 
restaurant turns silent to listen to his stock tip. Their 
slogan was When EF Hutton speaks, everybody listens. 
That commercial summed up the relationship between 
broker and client perfectly.

If you were investing back then, your broker, (or 
brokers, as many clients had multiple brokers, thinking 
they could get multiple stock picks), would call you up, 
give you buy or sell advice, and charge you hundreds 
or thousands of dollars to broker that trade. If the bro-
ker did that enough with the people he knew (clients) 
and people he did not know (prospective clients who 
took his cold calls), he made a decent living.

Somewhere in the 1980s, mutual funds became 
more mainstream and brokers did not have to provide 
stock tips, but instead, indicated the hottest top money 
manager who could pick all your stocks in one fund. 
Even in the eighties, information was not as readily 
available as it is today. Trading wasn’t easily accessible. 
Thus, these funds often times outperformed the market 
and provided real value to the client. These funds had 
pretty big upfront charges—called loads—sometimes 
as much as 5 percent. Later, they stopped charging 
front-end loads and had some 2 percent internal fees. 
Many clients do not know these fees still exist today. 
The funds also had what we call “trails”—a trailing 
revenue split to the advisor. So, a broker will sell a 
client a fund one year and then receive revenue for the 
entire time the client owned the money, all because 
of embedded fees that were taken out of the fund on 
a daily basis. Although it may be surprising, this still 
occurs today with some advisors.



118

HOW CAN WE SHAPE THE FUTURE OF BUSINESS?

In the nineties, one mutual fund company grew by 
leaps and bounds by popularizing a di� erent type of 
mutual fund that mimicked an index, called indexing. 
It is not possible to invest directly in an index. These 
indexing mutual funds provided investors a diverse 
basket of stocks, but unlike the expensive active mu-
tual fund, the basket rarely changed. Saving money on 
the expensive rockstar money managers, they became 
popular very quickly. Because the bulk of them are 
cheap, transparent, and designed to represent and 
perform at some slice of the market, they are known 
to never out- or underperform the market. This gave 
birth to today’s exchange traded fund or ETF. Please 
be warned that ETFs have evolved since the earliest 
days and some of the newer generation ones have 
become much more complex and volatile. Take that 
for what you will, as this is beyond our conversation 
at the moment.5

Through this evolution, brokers were increasingly 
expected to provide advice on a myriad of topics, 
including education planning, retirement planning, 
social security, long-term care insurance, life insurance, 
estate planning . . . you name it. The position and title 
transformed from stockbroker to fi nancial advisor.

The advisor model is better for both the client and 
the advisor, but since the role is much bigger, the 
advisor must lean on other experts. No one person 

5 Important notes: Investors should consider the investment objec-
tives, risks, charges, and expenses of a mutual fund or exchange 
traded product before investing. The prospectus contains this and 
other information and should be read carefully before investing. 
The prospectus is available from your investment professional.
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can do it all. Yet, as we stand today, this transition is 
not complete, and the industry has work to do.

We can do better. Much better.

HELP ME HELP YOU
The impact that the fi nancial services professionals 
are having on the economy, businesses, and on per-
sonal lives of individuals is massive. The impact on 
your business and how it a� ects others is massive. 
The responsibilities of these professionals need to 
be reviewed by everyone at every level, from CEOs 
to money managers to clients.

In order to mitigate some of the negative widespread 
impacts, we as an industry fi rst of all need to stop pre-
tending we have advisors who “do it all.” A jack of all 
trades is a master of none. There needs to be more 
transparency around what your individual advisor actu-
ally does and when they lean on experts. For instance, 
I may know more about insurance, taxes, and estate 
planning than 90 percent of the general population, 
but I am not an expert who lives in the minutia. I will 
always call in the right expert to partner with. 

This all may seem like common sense to you, but it 
is not clearly stated and becomes problematic when 
you see the implications. In the need to take up more 
responsibilities, many advisors stopped managing 
money. This happened for a variety of reasons. For 
one, fi rms built out their investment models and of-
fered those models to their advisors, who in turn o� er 
the preset models to the hundreds of thousands of 
their clients.
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This happened because the � rms 

wanted to scale. Not to spend on 

training.

To make clients sticky.

Make advisors sticky.

Make money for their shareholders.

Commoditize advice. Commoditize 

advisors. Commoditize clients.

The fi rm I run my practice with encourages us to 
manage money. But before I joined them, I would often 
be in a conference room with other advisors when 
former fi rm o�  cials asked: “Why on earth would you 
spend your time investing clients’ money when we 
have a team of PhDs in New York who are willing to 
do your work for you?”

We as advisors were beaten down, made to believe 
we are incapable of managing money, even though I 
have a hunch that is the reason most of us got in the 
business. Many advisors did then become lackadaisi-
cal with investing, when the fi rm would do the bulk of 
their work for “free” and so decided the easiest way to 
make more money was to spend their time on gaining 
new clients. And others gave up the most important 
part of the job because they just got so overwhelmed 
with the enormous number of responsibilities the new 
title “advisor” held.
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It is imperative for the client to know who is making 
the decisions about their money. If you are working with 
an advisor at one of those big fi rms named after two 
men (because that is how they all started), you should 
know who is deciding what to buy and sell, and when. 
Some of these fi rms do not let the advisors manage a 
dime of the money—it is managed by a central invest-
ment team in Manhattan or similar metropolitan area.

As a client, I would want to know who is making 
the decisions about my money and what is weighing 
on them. The problem with a boardroom of men and 
women in a city far away making fi nancial decisions for 
millions of clients can be illustrated if you think back 
to the fi nancial crisis of 2008, the negative impacts 
of which are still resounding today.

Many of these big fi rms helped cause the 2008 
crisis by buying, bundling, and peddling low quality 
mortgages as safe investments to their clients. In the 
heat of the crisis, the Wall Street executives were 
spending sleepless nights in backrooms, scared to 
death that their fi rm would go bankrupt, be bought 
out, or the entire fi nancial system would collapse. They 
kept their mouths shut. They knew the system was 
crumbling, yet they did not say a single word to their 
millions of clients.

I repeat, the leaders of the very banks that caused 
the fi nancial crisis did not tell their wealth management 
clients they screwed up because, in part, they were 
afraid they would lose their jobs and company. They 
kept millions of clients in their cute little orderly pie 
chart portfolios while the walls tumbled. That’s bullshit! 
They absolutely did not have the right to withhold 
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such information. To this day, not a single Wall Street 
executive has gone to jail for that fraud. Not a single 
company has apologized for withholding vital infor-
mation to its wealth management clients.

I call for the fi rms to apologize. The fi rms and advi-
sors should make it very clear who is making invest-
ment decisions and what other factors they have at 
play. Stop the charade. And I want perspective clients 
to know they have rights and should be asking: Are you 
or are you not my advisor? Who manages my money? 
Is it you or someone in New York City? Is my manage-
ment plan truly customized or am I just part of the herd? 
What other considerations do you have when investing 
money? What is your investment style?

I call on fi rms to clearly state in writing who is the 
advisor; is it the fi rm or the human being who is working 
with the client? You wouldn’t know it, but many of the 
advisors aren’t legally your advisor. The big brokerage 
houses and fi rms on Wall Street have legal employ-
ment contracts that state the fi rm is the advisor and 
the “human being” advisor is there to represent the 
fi rm. Even many advisors are in denial of this and many 
still say “my clients,” but know damn well they signed 
noncompete agreements. If you signed a noncompete, 
the client belongs to the company.

As a client, do you really want to develop a rela-
tionship and work with an advisor who can’t leave his 
or her fi rm? It’s time fi rms and advisors come clean 
with the clients. Let the clients know who is managing 
the money. Who is the advisor, and where/who is that 
advice actually coming from? Whose interests does 
this advice serve?
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SHOW ME THE MONEY
I challenge fi rms to stop incentivizing your advisors 
to work against their clients. I’m talking about not re-
ducing the advisors’ compensation if there is a failure 
to bring referrals or to provide cross-selling revenue. 
Advisors shouldn’t be paid only if they tie the client to 
a particular bank and use their time to drive revenue 
for the bank. The majority of the advisors’ time should 
be spent on what is best for the client. All fi rms claim 
they put the client’s interest fi rst, and many say there 
are independent, but in order to really determine who 
and what a fi rm is looking out for, you need to follow 
the money.

The big fi rms update the advisors’ compensation 
structure on an annual basis. The new compensa-
tion structure has been known to come out between 
Christmas and New Year’s Day, when the advisors are 
on vacation. By design, the structure of pay is meant 
to infl uence behavior. These ever-changing compen-
sation structures have traditionally created incentives 
to send business to the highest-margin divisions or 
the businesses that are su� ering the most. One year, 
an advisor may need to open ten checking accounts 
in order to not get dinged on their annual salary. The 
next year, they may need to sign up six clients to use 
margin on their accounts or open a new mortgage. 
I have seen fi rms require advisors to spend their time 
bringing in a set number of new accounts instead of 
taking care of their current clients. Insurance compa-
nies that also sell investments are notorious for paying 
advisors less if they don’t sell a certain number of 
insurance policies.
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This is called cross-selling. The banker’s credo is 
More products make clients stickier. Yes, clients are 
routinely called “sticky” in the industry, with the belief 
they are less likely to leave once you have all your 
tentacles around them. In theory, this makes sense, 
but in practice it is dehumanizing. Can you imagine if 
your hospital followed this credo and penalized your 
primary care physician for not cross-selling you to 
other in-house doctors? Ugh, even the words together, 
sticky and hospital, make me cringe. Yet, it is somehow 
seen as acceptable and an encouraged practice. It 
needs to stop.

Compounding the problem of cross-selling and 
misaligned incentives, some advisors are now being 
paid part of their salary in ten-year vesting stock of 
the company. Not a bonus; their previous salary was 
cut and they are now being paid partially with stock. 
The problem with this is not only do they get paid less 
if they refuse to cross-sell, but the value of their stock 
goes down if they don’t. It increases the pressure to 
sell product instead of serve the client.

When Maguire said, “We are losing our battle with 
all that is personal and real about our business,” he 
was revealing a problem but goes on to o� er hope. 
We are not doomed to a fi nancial system that grinds 
up everyone involved. There are solutions. I propose 
compensation of advisors be consistently transparent 
and aligned with a sustainable, humanizing advisory 
practice. That does not mean we should forbid bring-
ing in experts and exposing our clients to the valid 
o� erings of the institution. But penalizing advisors for 
not selling the fi rm’s products creates a serious moral 
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hazard and undermines the trust we as advisors need 
to cultivate to do our job.

What does that look like in practical terms? An advi-
sor is compensated by a set percentage of the revenue 
that his or her practice ethically creates in the best 
interest of the client. Period. Full stop. No pushing or 
pulling the advisor to meet a company’s goals. Just 
allowing advisors to do their job and share in the rev-
enue that a successful practice creates. This creates 
trust. And that trust is stickier than any products.

WE LIVE IN A CYNICAL WORLD
The battle for care on a personal level that Maguire 
describes didn’t come about in a void. Early in the 
century, the investment process of Ivy League college 
endowments was all the rage. They had diversifi ed 
out of US stocks and bonds and bought into other 
nontraditional assets such as timber, metals, and real 
estate. They hired expensive (and successful) outside 
managers to buy emerging market and international 
equities. They bought into alternative investments like 
venture capital fi rms and hedge funds to use leverage 
and operate in dark pools. The theory was that they 
could tie up some of their money in illiquid invest-
ments and over the long run perform better because 
these assets were not publicly traded. That, and their 
performance had little correlation to US stocks and 
bonds. The approach was very successful running up 
until the fi nancial crisis, with outperformance of the 
general market for years.

Books were written about it, accolades given, and 
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it inspired much of today’s investing for larger institu-
tions. Around that time, you started hearing a lot more 
about “alternative” investments, meaning any fi nancial 
investment not stock, bond, or cash. At this time, the 
fi nancial services industry saw a marketing opportunity 
and claimed that all investors should invest like the 
institutions. Or, a more obscene marketing tactic: they 
should invest like “smart money” does, the implication 
being that you are dumb if you don’t use complex, 
nontransparent, and illiquid investments.

This push for retail investors to embrace institu-
tional-style investing created an entire line of absurd 
mutual funds and managed futures products, and 
permeated the models of these big fi rms. I have seen 
portfolios with as little as $100K have alternative mutual 
funds in them. These mutual funds utilize leverage, take 
bets on currency and gold, and attempt to perform 
independently from the main asset classes. Advisors 
brag they “zig” when your portfolio “zags.” I shake my 
head as I write that expression, because, historically, 
they have underperformed in up markets and at times 
completely failed in down markets. The hedge fund 
and private equity industry took this opportunity to 
enlarge their reach and started reducing minimums 
from $10MM to $250K. Even today, you have private 
investors pushing for their hedge funds to be available 
on 401(k) platforms.

The issue is not the e�  cacy of some alternative 
investments. In fact, I love business models and love 
to invest in innovative businesses that private equity 
brings to the forefront. What I am saying is, it is the 
Wild West out there. The character of a fund’s General 
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Partners is equally important to the quality of the invest-
ment strategy. An awful lot of due diligence is needed 
to get it right. What is at issue is the way the “institu-
tional” model is being marketed and misrepresented. 
You can go to an Ivy League’s endowment site today 
and see that this model has outperformed the broad 
market indexes over the last decade, but some big 
details are left out when this is marketed to the retail 
investor. For starters, this model out performs over 
time because it is run on leverage, yet the returns are 
compared to nonleveraged indexes, like the SP500.

During the 2007/8 fi nancial crisis, many of these 
alternative investments invoked their “gating” provi-
sions and did not let their clients take their money 
out. There was a lot of smart money trapped in these 
funds while both families and institutions had real 
liquidity needs. Compounding the issues is that many 
of these funds worked o�  leverage and lost their lines 
of credit to borrow money. With a loss of the line of 
credit overnight, they had to dump assets at low prices 
and some even closed up shop. In the worst of the 
fi nancial crisis, when these assets were expected to 
shine, the highly-touted institutional investing model 
left many investors, including the most famed Ivy 
League Endowments, performing the same or worse 
than the general market.

All of this is very problematic for the retail investor. 
First and foremost, the average client is not an institu-
tion. Institutions have hundreds of millions of dollars, will 
live on forever, are run by educated investors and can 
rather easily raise more capital. An “average” investor is 
di� erent. They will not live forever and have real needs 
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for their capital. A couple who retired with, say, $10MM 
needs that money to be liquid and available so they 
can live the lifestyle they want. They may want to redo 
the kitchen, but they don’t need to build a dining hall 
with it. Unlike institutions that have donors, they may 
not have more money coming in, needing to live o�  the 
income and gains from their portfolio. And although 
intelligent, they may be ill-equipped to understand the 
complexities of the products that institutions invest in.

We all know the retail investor, with perhaps $50MM 
in investable assets or less, has less pricing leverage, 
too. Although they may qualify for such investments, 
replicating the cost structure of these institutional-style 
portfolios is usually out of reach. Yet, it is still marketed 
as a way to get better returns. As an industry that is in-
creasingly becoming commoditized, we need to prove 
our value as an advisor by more than the returns we 
can get through expensive, leveraged, out-of-reach 
institutional model.

E� ective communication is the value proposition 
here. A good return on investments is table-stakes for 
any advisor—it’s not what makes us unique. Let’s not 
democratize illiquid long-term investments with fear-
based marketing, not when the basis for Conscious 
Wealth is transparency. Frankly, the basis of my industry 
should be trust. When working with families who have 
institutional-sized assets, good returns is expected. But 
it should also be expected that we are fi nding ways 
for people to use their money to create cohesiveness 
within their families and their businesses. To be more 
loving and kinder within. And to connect globally in 
such way as to make a positive impact.
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THE PURPOSE OF WEALTH 
MANAGEMENT
The purpose of wealth management is not to make 
rich people richer. The purpose of our business is to 
facilitate investing so our clients can live a life of abun-
dance, purpose, and impact.

The purpose of wealth management 

is to make the world a better place.

The lack of transparency, compensation structure, 
malaligned incentives, and the manner of our market-
ing of products is a real threat to our potential. This 
business has always been a lucrative business and 
historically the individual advisor was able to amass 
wealth by practicing properly over multiple decades. 
Not so long in the past, brokerage fi rms allowed their 
advisors to manage their books of business without 
artifi cial ethical constraints placed on them by fi rms. 
The advisor served the client, not the bank. Many a 
fi rm was content with the slow and steady advisor 
business, and clients prospered in this model.

We can return to this model with more transparency, 
decentralization of investment process, ultimately 
ending compensation practices that value the fi rm’s 
bottom line over the client’s fi nancial future. We can 
market investments that fulfi ll our clients’ real needs 
in a way that demonstrates dignity. Who’s with me?

The purpose of wealth management is not simply to 
make money. Well, okay, that is absolutely part of it, but 
the larger purpose of wealth management is to support 
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individuals and families to become more loving and gen-
erous human beings. The way we comport ourselves 
as an industry can reduce the conditions that lead to 
fear, scarcity, and hoarding. Moreover, we can create 
the conditions that lead to an abundant mindset, a pur-
pose-driven life, and generous spirit. Fortunately, these 
conditions are easily available through transparency, 
client/advisor-aligned compensation structures, and 
communication that begins out of respect for the client.

It boils down to this: the industry is fear-based and 
has little interest in love and healing. I would like to 
inspire the industry to operate on all levels with love 
and not fear. The impact of big money can be good 
on a worldwide scale, just as how you disperse your 
personal wealth can provide benefi cial impacts, so 
why not move for change?

SPENDING QUALITY TIME WITH 
YOUR ADVISOR
There are ways you can help my industry, which in turns 
helps you, and the world’s economic health. You can 
ask your advisor the following questions:

• Do you have short-term sales goals? What are they?
• Do you get penalized for not cross-selling?
• How do you make money? (follow-up question; 

How else?)
• Who actually makes the investment decisions in my 

portfolio? Who else are they making such decisions 
for? What other considerations do they have when 
making such decisions?
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• Will you recommend products proprietary to your 
fi rm? If yes, why?

The answers I would want to hear from my advisor, 
regardless of their fi rm, are as follows:

My compensation is consistently 
structured in a way that it is in my 
� nancial best interest to serve my clients.

My compensation is consistently 
structured in a way that it is in my 
clients’ � nancial best interest to serve 
my clients.

I get compensated based on the 
revenue that is generated annually by 
my clients in a clear, concise manner.

I don’t have short-term sales goals.

I don’t get penalized for a failure to 
cross-sell you to other parts of my 
enterprise.

I don’t get penalized or rewarded for 
using proprietary products.

I am not subject to annual compensation 
structures revisions that push and pull 
me to increase pro� t for my company.

I am here to serve you. If I do that right, 
then everything will work out just � ne.
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YOUR STORY
I challenge you to ponder the purpose of your industry 
and write a manifesto for your industry. And if you feel 
brave enough, publish it.

In order to begin assessing your own business, 
its purpose in the world, and its impact, consider the 
answers to these questions.

• Does my company/industry elevate humanity? 
Consider asking your colleagues.

• Am I selling a product or am I adding value?
• What are the externalities in your work? In your life?
• Write a statement of gratitude around your work.
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C HAPTER 7
HOW DO YOU 
MANAGE THE 

FINANCIAL 
ADVISOR IN YOUR 

HEAD?

The less energy you lose on money from anxiety 
and angst, the more energy you will have available 
to be an agent of healing for yourself, your community, 
and your industry. Despite the reform that is needed 
in fi nancial services, there are a great deal of highly 
qualifi ed and principled advisors out there serving their 
clients. You may decide to work with one. Or you may 
decide to manage your own investments. Regardless, 
even more important than anything else is managing 
the fi nancial advisor in your head. This is where a 
solid, consistent process for investing really matters.

BREAK THE PARALYSIS
Let me tell a story . . . even though it will make me 
look like an ass. But it’s necessary, to show you how 
important it is that you wrangle that internal fi nancial 
advisor into submission. I’m telling the story for the 
sake of transparency and vulnerability and as a way 



134

HOW DO YOU MANAGE THE FINANCIAL ADVISOR IN YOUR HEAD?

to illustrate tried and true investment principles that 
support abundance, purpose, impact, and, eventually, 
unity (which we will be getting into soon).

I hate sleeping on my mistakes. For a guy like me 
who loves to obtain knowledge and get to the bot-
tom of an issue, even buying a mattress can be an 
incredible hassle.

One problem of living overseas for so long is that I 
developed in vastly di� erent ways compared to people 
my age back in the states. For example, I went through 
an entire decade never watching a Super Bowl or an 
episode of Sex and the City or Friends—and survived! 
I also never purchased a home or had to fi ll that home 
with things, like a matched set of dishes or a mattress. 
I pretty much rolled into fully furnished apartments 
my entire adult life and accepted what the landlord 
had given me.

Even though I consider myself an intelligent guy 
who can make a decision rather quickly, I found myself 
sleeping on a mattress shaped more like a parallel-
ogram than a rectangle. It sloped in the middle so 
badly that I rolled down into the low spot like a Hot 
Wheels car in a bathtub. This had been going on for 
a year until my girlfriend warned me that she would 
stop spending the night if I didn’t buy a real mattress.

It wasn’t like I couldn’t a� ord it. I went into the fi rst 
store, cold, without having done any research, and a 
salesman came right up.

Oh, gee, he is my friend, I thought. He will help me.
Like at a wine tasting, he progressively moved up in 

quality until I was laying on a six- thousand-dollar mat-
tress and convincing myself how I absolutely needed 
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this in my life. When I suggested we go back to the 
mattresses that cost less than roundtrip airfare and ac-
commodations in Italy, the salesman rolled his eyes and 
said, “Well, I guess so. But you know you will spend more 
time on this bed than on any single purchase this year.”

This guy knew how to hook me.
“Cut corners on anything else, but not a mattress.” 

He spoke as if reciting a proverb or a fortune cookie.
Hey, wait a minute, I wonder if I am overpaying 

for this thing. Maybe I should buy a mattress online!
No, that did not seem like a good idea. How would 
I know if I liked it? How about if I just buy directly from 
the factory? That should be cheaper, right? Oh wait, 
all these things come from the factory. Even the Mat-
tress Factory has stores. It’s not like they are building 
mattresses in the break room.

Inside my head, the continued rambling was pure 
jibber jabber. My internal fi nancial advisor was running 
in circles.

What would my ancestors do? Actually, they were 
goat herders and probably slept on straw. They turned 
out all right. I know I need to spend money, but how 
much? Will I buy the memory foam mattress only to 
learn that it makes me too hot? Or will I buy the conven-
tional mattress with a pillow top and have a ten-year 
sentence on an outdated mattress? I can see it now. 
My friends will be bragging about their memory foam 
mattresses, and I will have to wait until I am sixty to try 
one. Or maybe I should get a Sleep Number bed. I am 
not married now, but ten years is not too aggressive of 
a goal to fi nd a lifelong partner. And what if she doesn’t 
like plush beds? What will I do then? Oh gosh, I wonder 
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if she is a side sleeper. That could throw all my plans o� . 
And, by the way, whatever happened to waterbeds?

The more knowledge I gathered, the farther I seemed
from picking the best answer. The unlimited choices 
paralyzed me for a year, but lucky for me, my girlfriend 
hung on. Who would have thought fi nding the truth 
about a mattress would be so di�  cult? I just closed 
my eyes to the whole thing and slept on an uncom-
fortable bed because it was easier than making a 
decision I might regret. Truth be told, I could not bear 
the thought of being reminded every day for the next 
ten years of how I made a bad purchase. The part of 
me who was born and raised in Cleveland, wrestled for 
three years in high school, and lived pretty Spartan-like 
overseas, said I could handle any bed or any situation 
that came my way.

Yet, the driven, goal-oriented part of me kept telling 
me there was a perfect bed out there. This platonic 
ideal of a mattress allowed me to search endlessly 
for perfection while simultaneously taking no action 
when the mattress did not live up to my ideal. This 
perfectionism was setting me up for failure. What was 
scary to me was that the more I did this, the more I 
seemed to revel in it.

I knew I had to do something. I told myself I could 
deal with any salesman—hell, I lived in the Middle 
East for three years and came back with carpets—but 
I needed to deal with my inner voice fi rst.

I reminded myself there was no single bed that was 
best for me. There were trade-o� s and a spectrum 
of outcomes from any single purchase. I did not have 
the luxury of waiting until I found a defi nitive answer. 
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I had approximated the truth from reading comments 
online and from comparison shopping. I had to make 
a choice based on my knowledge at the given time 
and move on. Would I regret the purchase one day? 
Perhaps, but I would not fault myself.

I had done my due diligence and could make an 
informed decision. Key here is I did make a decision 
and moved on. But why was it so di�  cult?

Admittedly, the purchase of this mattress was a 
mundane responsibility, a purchase I had to make in 
order to protect my health and wellbeing. If I am well 
rested and healthy, I can live another day and take 
on what really does matter to me. The same applies 
to the purchase of a home, a career change, or enter-
ing or exiting a key relationship. I didn’t blindly pick a 
mattress and hope for the best. Once I got my head 
screwed on straight, I surrendered to the process, 
approximated truth, made a decision, and moved on.

YOUR PSYCHE IS THE WORST 
FINANCIAL ADVISOR YOU 
CAN HIRE
All of this relates to your money and investing because 
there will always be a voice in your head that says 
you need to do something: You need to tinker with 
this portfolio or that holding or sell this sector and 
buy that sector.

Few people will just buy something and turn their 
backs on it. Nor should you. To be clear, I don’t believe 
you can just sit there and “ride” out the market through 
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the peaks and troughs. That’s called passive investing 
and it’s not how I’m wired. When I’m investing, I need 
a plan. The plan must be made with a calm mind and 
not in the midst of a turmoil. It also must be specifi c 
enough so I know when and how to act in the future.

Today’s markets move fast! But being too active can 
also cost you. Using a real-life example, let’s say you 
wake up on January fi rst and you have a news badge 
on your phone that says: “Dow Future set to open 
down 200 points, signaling an ugly start for stocks this 
year.” You could rub your eyes, start preparing moves 
to your portfolio, get out of stocks before everybody 
else, and be the smartest guy in the room.

Or you can take a breath, slow down, and more 
reasonably think, “Wait a minute, those are just the 
futures. The market doesn’t open for another two hours. 
And last Wednesday, the Dow battled back from a 
600-point defi cit to end the day up 600 points. That is 
a 1200-point swing in one day. Does this news outlet 
just think I fell o�  the turnip truck? The fi rst day of the 
new year is no indication of how the year performs. 
This is all just noise. I’m going back to bed.”

In this real-life example, US stocks were actually 
up by double digits a few months later. But that is not 
the point.

There is way too much information 

about the stock markets and 

investments. 
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With way too many people 

claiming to know the answer, you 

could delude yourself into thinking 

the more knowledge you obtain, 

the more likely you will � nd a 

de� nitive answer.

One day the market is down 800, and two days 
later, it is back to where it started. And it takes a week 
to fully understand what prompted the dip in the fi rst 
place. It’s the conundrum.

Overreact to the market, and you can get whip-
sawed. If you don’t react, that can get ugly, too. It all 
sounds too much like my silly mattress example.

TURN OFF THE TV, UNPLUG 
FROM SOCIAL MEDIA
The tension of investing is artifi cially exacerbated by 
the media. I highly recommend you stay away from 
using the television or social media to inform any of 
your investment decisions. Cable fi nancial news is 
interesting, but, remember, it is entertainment. I think 
many of us know deep down that CNN and Fox News 
are more often entertainment than news, but forget 
too often that cable networks focused on the markets 
are part of the same animal. They are selling ads all 
day. If you listen to them on satellite radio, you will 
hear dozens of advertisements in a single hour. In fact, 
they were so busy selling ads that they all missed the 
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coming fi nancial crisis of 2007 and 2008, you know 
the largest crisis since 1929. They were too busy be-
ing cheerleaders for the market with the formulaic 
point-counterpoint framework instead of being actual 
journalists who scrutinized the fraud in the system.

Now, I will say, many times they have fantastic inter-
views with some great investors and CEOs, but all the 
dramatic music, fl ashing headlines, news teasers and 
varied-volume tactics are manipulating the audience, 
meant to create a specifi c mood, to cause tension, 
and draw in the listener. But they never dial back the 
tension, never o� er closure to the listener. They don’t 
give you the answers—you know why, right? Because 
they don’t have them, of course!

Also, do yourself a favor and ignore 

the guy who said he predicted the 

last � nancial crisis.

It is known that if you predict the next crisis, you can 
one day draw in investors by telling them how smart 
you are. Paul Samuelson, who said, “The stock market 
has predicted nine of the last fi ve recessions,” would 
surely extend this to include stock market pundits 
today. If you hear, “Meet Joe, the guy who predicted 
the last recession!” you will next hear a call to action, 

“Call Joe! Send him money or get his free pamphlet 
on gold coins.” There is little damage to the pundit’s 
reputation if they are wrong, but the reward is great.

Understand that there is an incentive to make bold 
calls, knowing most people will forget them unless you 
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are right. But these “fortune tellers” also know that if for 
some reason they get the timing of the next crisis, they 
can use that as a marketing tool for the rest of their lives. 
And they will brazenly do it on major cable networks.

Fintwit, the investing community on Twitter, is equally
hazardous to use for advice on your investment strat-
egy. Twitter is full of people pumping their own stock 
so others will buy it and raise the price of their stock. 
I, of course would lose my license for this, but many 
amateur stock-pundits with far less experience have 
no barriers or ethical guidelines. Others will spend their 
energy saying they are shorting a stock in hopes it 
will go down. None of this is regulated and the claims 
on Fintwit are hardly audited. There are better ways 
to research investments than in undocumented, two-
hundred-and-eighty-character tweets, oftentimes 
anonymous. Even more importantly, many people on 
Fintwit are traders and speculators. That means they 
are investors for the short term, a valid way to interact 
with the markets but an entirely di� erent animal than 
long-term investing.

YOU CAN’T TIME THE MARKET
Amateur investors who try to time the market (oth-
erwise, to “predict” future market movements and 
then use those predictions to move in and out of the 
stock market instead of holding onto long-term assets) 
usually lose money.

The market fosters a cycle of emotions. Since 2008, 
everybody thinks the fi rst sign of a tremor is the next 
big one. Defi nitely do not let the little fi nancial advisor 
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in your head get stuck on this investment strategy. 
What is tough about timing the market is you need to 
be right twice—when to get out and when to get back 
in. This is not easy. Consistency and commitment to 
process is so much more valuable than timing. The 
consequences are compounded when you realize 
that, according to a Putnam Investments report, if you 
missed only ten of the best trading days—only ten 
days missed from 2003 to 2018—your SP500 returns 
would be cut in half! It’s just tough to time the market 
with so much volatility and false signals.

LET GO OF YTD RETURNS
It’s also good to keep in mind that investing is a mul-
tiple-year endeavor. That means being concerned 
about how your account performed in a calendar year 
compared to one or multiple benchmarks is not very 
useful. Statistically, it is absolutely meaningless to mea-
sure a portfolio for 365-day intervals or at year-to-date.

How would you feel if your fi nancial advisor pro-
vided you with returns based on the lunar calendar? 
I can see it now, “Ah, Mr. Client, your portfolio is up 8 
percent via the lunar calendar to date; it took a dip 
when Saturn eclipsed the moon but has really fought 
back and I expect to see double digit returns before 
the vernal equinox.”

In all seriousness, the most useful way to monitor 
your returns is on rolling three-, fi ve-, and ten-year 
returns.
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REMEMBER, YOU ARE THE 
BENCHMARK
A common trap for investors is to chase markets and 
benchmark returns as a way to keep score.

I get it, I live and work in the belly of the beast, an 
industry of constant comparison. Many investors, and 
maybe even you, have been trained by to put way too 
much emphasis on the benchmark. Did I meet the 
benchmark? Did I exceed it? Underperform? All these 
questions that people have been taught are so crucial 
are not really that important. The danger is that they 
stimulate our fear of missing out (FOMO).

Even if you have a secure and abundant mindset, you 
may still get that pit in your stomach when your neigh-
bor or the guy at the cocktail party is bragging on how 
his advisor beats the benchmark all the time. You may 
wonder, Oh heck, am I beating the mark? Am I missing 
out? When that happens, please consider the following:

Benchmarks are probably the most misunderstood 
concept in investing. The idea is simple: if you are 
investing in large companies in US markets, then you 
benchmark your returns by the SP500, a list of the larg-
est 500 companies in the US. When most people say 
you can’t beat the benchmark, this is the benchmark to 
which they are referring. What unfortunately happens 
all too often, is people measure a diversifi ed portfolio 
of small companies, international companies, emerg-
ing market companies (all of which are benchmarks) 
to one single benchmark, the SP500. That would be 
like measuring track times of a Porsche 911 to a ride 
to the grocery store in a minivan with your kid in the 
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backseat. Obviously, one is going to take a lot more 
risk. The other one just needs to get a gallon of milk 
and return home safely.

There is value in beating a single benchmark and, 
yes, it is increasingly di�  cult today. However, the real 
value comes from the benchmarks you have expo-
sure to at any given time. Decisions on when to buy 
more bonds, less bonds, add China, decrease China 
exposure—these are the real decisions that must be 
made and provide more value than trying to beat a 
basket of 500 stocks.

The real value is created in the combination of in-
vestments that include assets from all benchmarks, us-
ing a process, not willy-nilly. The rules-based approach 
to increasing one or another is based in real time. In 
other words, having a process to add emerging mar-
kets, as an example, and when to avoid them. When to 
add bonds to a portfolio and when to sell them. That 
is increasingly more important than trying to buy a 
set number of stocks that “might” beat a benchmark.

The problem with the fear of missing out on returns, 
is it drives you to take on more risk, perhaps risk you 
simply don’t need to take. If you don’t need to take 
it, then it is a waste of energy. Energy wasted around 
something as impermanent as money detracts from 
what is real—your life. The whole point of money and 
investing is so you can live a better life, not so you 
can spend all your time playing risky games.

This is the pinnacle of a Conscious Wealth mindset. 
Let go of arbitrary benchmarks. If you are an investor 
who wishes to cultivate a Conscious Wealth mindset, 
you only have one benchmark: you!
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Yes, you are the benchmark! You are the one that 
matters.

When you know what you need to 

spend, how much is your “enough,” 

and what type of returns you need 

from your portfolio to live the life you 

want, then that is the benchmark. 

That is the return you need. Hone in on 

that number and allow the rest to go.

You can’t get to the point where you are making a 
positive impact on yourself, your family, your company, 
or your community if you don’t embrace yourself as 
the benchmark. The story is all about you. Own it.

CONSCIOUS WEALTH: THREE 
PRINCIPLES FOR INVESTING
My process, using three investing principles that have 
been around since long before the stock market, cul-
tivates a Conscious Wealth mindset. I am about to 
share a high-level explanation of my process, which I 
designed for my personal investments and is utilized 
for my clients’ investments—but you should know, 
this is not the only way to invest. It is, however, the 
Conscious Wealth way.

The three investing principles upon which Con-
scious Wealth Management is based:
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• The investment is transparent.
• The investment provides confi dence.
• The investment provides a predictable cash fl ow.

As a warning, my process puts these principles 
into practice, but it is not sexy, overly sophisticated, 
or modern.

TRANSPARENCY: KNOW WHAT 
YOU OWN
Peter Lynch, a well-known investor, once said, “You 
must know what you own.” Nothing could be more true.

This investment principle is key to my process. 
I know that sounds obvious or perhaps even silly to 
have to say it, but it is imperative in healthy wealth 
creation. So many people I meet say something to the 
e� ect, “I don’t worry about that. My spouse, mother, 
father, sister, or advisor manages it all for me and I 
don’t care,” and that is defi nitely not healthy.

I can not rely on someone else 

to maintain my physical health 

(no one else can eat vegetables 

or go running for me), so why 

would I give away what is 

ultimately my responsibility in 

regards to the bottom line of my 

� nancial health?
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I must personally be able to pull my fi nancial net worth 
statement and investment account statements and 
look at each line item and know what each holding is.

Take this common example. A guy was once referred 
to me because he was not happy with the returns of 
his portfolio or with his current advisor. He wanted to 
see if I could do better. This actually happens quite 
often, though I am generally pretty cautious in such a 
scenario for several reasons. The advisory relationship 
is a relationship with trust at its core.

If you are leaving your advisor to work with me be-
cause they don’t communicate well, they have an 
inferior service model, or you don’t think they are a 
good fi t—let’s talk. But if you are leaving a relationship 
for no other reason than you don’t like your returns, 
you will inevitably leave my team the day we happen 
to underperform your expectations.

Nevertheless, I met with him and listened. What I 
dis covered was that his returns were acceptable, but 
the client was still pretty anxious. After digging a bit 
deeper, I learned that his discomfort came from his 
inability to see that he had enough money to reach his 
goals. When he looked at his statements, all he saw 
was investment products that did not mean anything 
to him. They had names like Fealty Core Alpha Russell 
International Small Cap Fund6, an unknown entity with 
a mouthful for a name. So, we performed a portfolio 
analysis based on his statements.

What we discovered was for $10MM in assets, he 
had thirty funds. Within these thirty funds, he had a 

6 This name is fi ctionalized.
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total of 25,000 underlying investments. His average 
investment size was $400. Throughout his entire in-
vesting life, he’d been told he needed to be diversifi ed 
to keep him safe. But he sure did not feel safe. He 
had no idea what he owned. With so many positions, 
it was hard to understand why his portfolio was up 
or down, which was partly why there’d been a lack 
of communications around his returns. With so many 
positions, it would be di�  cult to accurately adjust to 
market conditions. It was no wonder he was anxious. 
He went back to his advisor, armed with information 
and knowledge of how our process led to transparency. 
Eventually, however, he landed back with us—our 
process resonated with him.

I operate on the premise that you can diversify a 
domestic large cap portfolio with thirty stocks, and 
that every stock you add after that only makes your 
investment portfolio the slightest bit less risky. Owning 
shares of a company is called direct investing. It is the 
most transparent way to invest. Whenever possible, 
I do this. I own actual shares of companies so that when 
I look at my investment statement, I see companies’ 
names that I know.

I have a process, based on the Conscious Wealth 
Management framework, to determine how many I hold 
at any given time, what sectors are represented at any 
given time, and under what conditions I buy and sell 
these stocks. I do the same thing for bonds. This is called 
direct investing and it is king in my process. There are 
times I use fi nancial products (funds) because that market 
is too risky to buy directly, but the bulk of my portfolio 
is always directly owned and therefore transparent.
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TRANSPARENCY: ADVANTAGES
Transparent direct investing has some real practical 
advantages. For starters, it allows you to accurately 
adjust a portfolio when needed. In order to e� ectively 
manage the risk of a portfolio, it is really important to 
know when you are buying, holding, and selling an 
investment. It is impossible to know what will happen in 
all your funds on any given day. One fund may change 
their holdings one day while another changes it the 
next. Accurately adjusting your exposure to companies 
and sectors is paramount and more di�  cult to do with 
indirect investing.

Beyond the transparency for the client in direct in-
vesting, I fi nd that, for myself, owning companies directly 
gives me a peace of mind: I am investing in a company, 
its product, its vision for the future, its leadership team, 
its approach to its stakeholders. That is a dramatically 
di� erent mindset than if I am investing in the stock 
market. The stock market may be up or it may be down, 
but I’d be damned if I knew the reason half the time. 
There are times it takes us weeks to understand why 
the markets responded a certain way on a certain day. 
I go to bed not really caring what the market does, 
I am more interested in what my companies will do. 
If it is March and we are starting a pandemic and my 
portfolio is down 15 percent, I don’t wonder where the 
market will be in December. I look at my companies 
that I have ownership in and wonder, will they make 
it? That is a big mindset di� erence.
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CONFIDENCE: KNOW WHY YOU 
OWN IT
Peter Lynch followed up his famous quote about know-
ing what you own with “. . . And why you own it.” As 
I look at my statement and see a list of companies’ 
names and bond issuers that I know, the confi dence 
in my investment comes from knowing the business. 
I am able to do research or purchase research on their 
strategy, strategic advantages, assets, or debt. I am 
able to listen to the CEO and listen to their vision for the 
company. I am able to read their fi nancial statements, 
listen to earnings calls, and make a rational decision on 
whether to buy it, based on empirical facts. I use written 
rules and guidelines to make and enact those decisions.

This is the second principle: I have 

con� dence in the company where 

I am putting my money. I know why 

I own it and why I will sell it.

Beyond fi nancial, there is also the ethical reason 
for knowing what companies are in your portfolio. In 
that fi rst discussion with the man I mentioned earlier, 
the one who was unhappy because he didn’t know 
what he owned, I asked him, “Are you aware that you 
hold Facebook in three of your funds?”

He said, “No, I hate Facebook.”
The impacts of your investment choices are real. When 

you support a company you believe in, both fi nancially 
and in the way they interact with the community, you are 
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putting your money where your mouth is . . . at least you 
hope you are. Again, transparency is key. Is your money 
invested in companies with a solid vision for the future? 
Or are you like this guy, who unknowingly invested in a 
company he would not have chosen to support?

The scope of this book does not permit me to explain 
how I buy and sell and under what conditions, but what 
is important is, like me, you have a specifi c process, 
and it is written down. In the case you are working with 
an advisor, you should better understand what their 
process for choosing and acting on investments entails. 
If you are investing on your own, at the very least you 
should have a written investment policy statement that 
is reviewed on specifi c dates.

A nonexhaustive list of questions that your invest-
ment policy statement should address:

• How will I determine my asset allocation? Will it be 
strategic or more active?

• Under what conditions will I buy?
• Under what conditions will I sell?
• How often will I review my holdings?
• How often will I make trades?
• How often will I rebalance my portfolio so that it 

returns to the intended allocation?
• What is my investment philosophy? How often will 

I review the written version of this?
• How will I measure risk?
• Where will I document this?
• Who will keep me accountable?
• What is my investment philosophy? Where is it 

written?
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PREDICTABLE: KNOW YOUR 
NUMBERS
The third principle in investing is fi nding predictable 
investments that will provide a cash fl ow, which means 
you will fi nd yourself embracing the good old principles 
of math. Math is certainty. It doesn’t waver. So many 
investment portfolios are designed to grow for some 
magical day in the future, but the obvious is that you 
can’t count on the future alone.

You need exposure to investments 

that are more predictable and have 

cash � ow now in a certain way. 

High quality � xed income contracts, 

such as CDs, treasury, municipal, 

and investment-grade corporate 

bonds can add more certainty to 

your portfolio.

Investing for a cash fl ow is complex, but the com-
mon thread is that all of these “fi xed” investments have 
a purchase price, a price you get at a certain date, 
and income you receive along the way. For example, 
if you buy a $100 face value bond at $100 with a ten-
year maturity with a 3.5 percent coupon rate, then 
you will get 3.5 percent of $100 for every year and, at 
the end of ten years, you will receive the face value 
of $100. The price of the bond may be worth $85 or 
$105 dollars, along that ten-year time horizon, but if 
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you just hold it and the issuer is able to make good 
on its loan, you will not lose money. It’s no sure thing, 
but it is the closest thing to certainty we have in the 
investment world.

Bonds are considered “fi xed income” because the 
amount you receive from them is fi xed every year. It is 
an agreement between one borrower (the company 
or government) and the lender (the investor). If you 
buy a ten-year treasury bond, you have an agreement 
with the United States Treasury that they will pay you 
back in ten years and also pay you a fi xed amount 
of interest every six months. If you plan on holding 
that bond until its maturity, you really don’t care what 
happens to its value. You may buy that bond and the 
dollar can get downgraded, interest rates can go up, 
and hell can freeze over, but as long as the US is pay-
ing its obligations in ten years, you have a predictable 
source of income and reliable cash fl ow.
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Bonds stop becoming “fi xed” income once they 
are wrapped together in an investment product like 
a mutual fund or ETF.7 You never actually own a bond 
when you own the fund, you just own an indivisible 
portion of their entire portfolio. The fund is buying and 
selling bonds on a daily basis for a variety of reasons, 
including to adjust the yield, credit quality, or to free up 
money from other investors who are selling the bond. 
Therefore, there is no fi xed maturity date—a date when 
the loan term you provided is up. You have no idea 
what this fund will be worth in ten years because you 
don’t own the contract/bond. Your yield—the amount 
you receive as income—is constantly changing. It can 
go up or down dramatically. It is very hard to plan. It 

7 Bond prices and yields are subject to change based upon mar-
ket conditions and availability. If bonds are sold prior to matu-
rity, you may receive more or less than your initial investment. 
Holding bonds to term allows redemption at par value. There is 
an inverse relationship between interest rate movements and 
bond prices. Generally, when interest rates rise, bond prices 
fall and when interest rates fall, bond prices generally rise.

ETF shareholders should be aware that the general level of 
stock or bond prices may decline, thus a� ecting the value of an 
exchange-traded fund. Although exchange-traded funds are de-
signed to provide investment results that generally correspond 
to the price and yield performance of their respective underlying 
indexes, the funds may not be able to exactly replicate the perfor-
mance of the indexes because of fund expenses and other factors.

Investors should consider the investment objectives, risks, charges 
and expenses of an exchange traded product carefully before 
investing. The prospectus contains this and other information 
and should be read carefully before investing. The prospectus is 
available from your investment professional.
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is hard to know what you can count on. It is incredi-
bly challenging to invest with bond funds for capital 
preservation. On top of that, you are paying an extra 
layer of expenses for something that could have been 
purchased directly. Captain Obvious here: I would not 
consider this a predictable investment.

LET’S DECREASE THE NOISE
An investor is more likely to cultivate abundance and 
purpose if they have some level of comfort with their 
investments. If they are able to know what they own, 
why they own it, and understand what they can rea-
sonably expect in terms of cash fl ow. If they can bridge 
the gap created by excessive fi nancial products, syn-
thetic benchmarks, and the endless voices making a 
livelihood in creating FOMO, jealousy, and discomfort.

All the discomfort caused by not knowing for sure 
what will happen may not go away, of course. The 
only way to deal with discomfort is to sit with it and 
let it takes its course. Much like I did with my Money 
Memory and the realities of my career and lifestyle 
after the Great Shitty Volvo Moment. But for the love 
of Peter Lynch, I don’t need to add to the discomfort. 
Indeed, I can invest in a certain way and create a pro-
cess that decreases the noise. In turn, this increases 
my ability to sit with the discomfort.
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My task when investing is not to 

avoid risk. Nothing will achieve that 

for me. Thank goodness. Without 

risk is certainty. Certainty is boring. 

And certainty does not allow for 

innovation or growth.

The purpose of my investing process is to create 
enough certainty so that you can take risks in other 
parts of your portfolio, and moreover, your life. Because 
indeed, all this discomfort is not real. It’s just allowing 
yourself to be uncomfortable but calm in moments of 
uncertainty. When the stock market is tanking, when 
your bond has been downgraded, or when the talking 
head on TV is spouting about the missed opportunity 
on the next high-fl ying stock, stop, breathe. Ask your-
self: how can I learn to sit with the discomfort?

I moved to Atlanta to fi nd work with determination 
and vulnerability. I took positive steps toward creating 
more certainty and at the same time, I knew I could not 
control the outcome of my move. Like many who came 
before me and most probably you, I took a chance in 
a new place and found a thrill in the unknown.

Nowadays, I acknowledge and am grateful for un-
certainty. Some days it creates a buzz in my stomach. 
Other times, it just nags at my chest until it is recog-
nized. It is the same physical sensation of excitement. 
Excitement, adventure, and possibility are good. If 
the spectrum is between vulnerability and security, 
I strive to be as far away from security as possible on 
any given day and constantly pushing it. I play it safe 
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enough with my fi nances and business so that I don’t 
have to play it safe in life.

That mattress I bought turned out terrible after eigh-
teen months and the warranty was designed to never 
really go into e� ect. I ended up giving the mattress 
away to the movers. All that e� ort and I still made the 
wrong decision. And that’s okay. I learned a lot and 
began the process again. The next time it went much 
smoother.

I walk through life now knowing I’m never going to 
get everything right all the time—not in the markets 
or in my personal life—even with all the knowledge in 
the world. Knowledge is only meant to approximate 
the truth, not fi nd it. So, as I gain more knowledge and 
this new information becomes evident, I approximate 
truth. And when that truth is approximated, I make 
decisions from a higher ground. And then on and on 
it goes, as time moves forward and more knowledge 
becomes available, I am able to adjust my course of 
action or inaction from my newly approximated truth. 
And this cycle between knowledge, approximation of 
truth, and action is what I do. And I do it deliberately 
and with compassion.
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BUILDING YOUR SPECIFIC 
STRATEGY
There are indeed independent research fi rms out there 
that do not make money o�  ads, but by paid subscrip-
tions to their data and analysis. This independent data, 
preferably multiple points, is essential when making 
your investment strategy.

One of the fi rst documents we prepare with a po-
tential client is an Intersection Report. We use the 
collected information to begin to wrap our arms around 
their fi nancial picture, including a complete list of what 
people own and allocation. Asset allocation is one of 
the biggest drivers of risk and important to have clarity 
on. This type of clarity is essential to help them see 
what they own and why the own it. There is a sample 
Intersection Report at the end of this chapter, and I 
highly recommend you fi ll it out.

Other factors in creating a fi nancial plan investment 
strategy include these considerations:

How will I determine my asset allocation? 
Will it be strategic or more active?

Under what conditions will I buy?

Under what conditions will I sell?

How often will I review my holdings?

How often will I make trades?



159

CONSCIOUS WEALTH

How often will I rebalance my portfolio 
so that it returns to the intended 
allocation?

What is my investment philosophy? 
How often will I review the written 
version of this?

How will I measure risk?

Where will I document this?

Who will keep me accountable?

What is my investment philosophy? 
Where is it written?

As you answer these questions and build out a 
strategy, you will have a process. Of course, none 
of this is guaranteed to always provide you with the 
right answer. There is a spectrum of outcomes at any 
given time. The investment process, like the mattress 
purchasing process, is not intended to fi nd the truth. It 
is intended to approximate the truth. And the process 
keeps us disciplined. Discipline is knowing when to 
act and when not to act. All we can do is control the 
controllable. Once that is done, we are free to pursue 
purpose, growth, and other things that really matter.
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YOUR STORY
Let’s return to your story. Take a moment to refl ect 
and write your answers to these questions:

• After considering strategies and processes, how 
do you feel about the opposing statements:

The universe will provide. If it’s meant to be, it will 
happen.

And:

The devil is in the details. If I am detailed enough, 
I can control the outcome.

• Do you throw money at uncertainty? Do you know 
what you own and why you own it? Does it give 
you more confi dence?

• After fi lling out the Intersection Report below, were 
there any surprises? Were you aware of all that 
you own?
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AN INTERSECTION REPORT: 
UNDERSTAND WHAT YOU OWN 
AND WHY YOU OWN IT

You can do this with your advisor, or you can do it on 
your own. But please do it.

Know what you own and why.

Page 1

Carefully list all land, business, investment accounts, 
insurance policies, et al.

1. List all of your assets.
2. List all of your liabilities.

Page 2

Create an overall asset allocation.

1. Stocks
2. Bonds
3. Cash
4. Alternatives

Page 3

Create a list of all the underlying assets.

1. List underlying assets within investment products. 
These can usually be obtained on the fund’s web 
page.


