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ABSTRACT 

Studies discussing success within financial planning have been open to 

definitional interpretation and without regard to both the objective and subjective 

elements of success. Empirical studies considering client management, client 

demographic, personal, job, and business practices have been limited at best. This 

research is the first to test the application of preference for numerical information and 

need for emotion within financial planners.   

The purpose of this research was to 1) analyze the manner upon which objective 

and subjective factors (such as pay, promotion, status, work/life balance) have 

contributed to the perceived level of success of individuals working as financial planners, 

2) analyze client management, client demographic, personal, job, or business practice 

factor differences contributing to the self-reported success of an individual working as a 

financial planner, and 3) to test for differences between a financial planner with a 

preference for numerical information and a financial planner with a preference for 

emotion with regard to key variables within the financial planning industry. 

The data utilized within this study were gathered via a survey instrument 

developed and administered in an online format during the months of June and July 2008. 

A total of 403 geographically diverse respondents (4% response rate) who are members 

of the Financial Planning Association (FPA) and agree to receive email from the 

organization answered the survey. The final samples used for each essay after significant 

non-response cases were eliminated was 349 respondents (3.5%), 311 respondents 

(3.1%), and 278 respondents (2.8%), respectively.  
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Results of this study indicate that independence, pay, sense of meaning and 

purpose of the profession, personal growth, variety, and creativity are ‘very important’ to 

‘very successful’ financial planners. Findings of this study also indicate that client 

relationships, wealth of client served, use of ethical practices, ability to empathize, 

number of clients served, client referrals, and job autonomy are among the most 

important contributors to financial planner perceived success. Results of this study also 

indicate statistically significant relationships between ‘need for emotion’ and female 

financial planners, as well as statistically significant relationships between ‘need for 

emotion’ and owners or partners of financial planning firms. A negatively correlated, 

statistically significant relationship between ‘need for emotion’ and a financial planner 

working for a small financial planning firm was also found to exist.  

Implications of this study are that those financial planners reporting themselves to 

be ‘very successful’ indicate independence as a major factor contributing to both the 

financial planning profession and their perceived success. The financial planner wants job 

autonomy and ethical practices in their day to day operating environment. For the owner 

or partner, an emotional connection exists with his or her financial planning firm. The 

successful financial planner, implied from this study, is an independent, autonomous, and 

ethical individual. 
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CHAPTER 1 

 
INTRODUCTION 

It is not uncommon for there to be a time in an individual or family’s life cycle 

upon which decisions of a financial manner must be made. In everyday life, no matter an 

individual’s age, life cycle stage, or degree of life complexity, one must choose how to 

allocate resources to meet the needs life demands. Some decisions of financial 

consequence can be easy such as saving versus spending while others such as estate and 

tax planning needs can be quite complex leaving even the most intelligent individuals 

perplexed (Certified Financial Planner Board of Standards, 2007 a). As many economies 

of the world have grown and as those individuals with wealth age, planning for financial 

futures has become an increasingly hot topic crossing global and cultural boundaries.  

Financial planning as a profession is unique in cross functional subject content, 

requite with such subject areas as accounting, finance, law, investing, marketing, 

insurance, risk analysis, counseling, benefit plans, and public speaking. According to 

Mittra, Potts, and LaBrecque (2005), financial planning has been at best loosely defined 

and broadly applied to a wide range of financial advisory products and services. It is not 

uncommon to find attorneys, Certified Public Accountants, brokers, dealers, and other 

degreed and / or certified professionals engaged in the financial planning process (Mittra 

et al., 2005). Individuals working within financial planning are part of a relatively new 

profession comprised of many existing professions.  

At the macro level, financial planning is a part of the $564 billion global financial 

services industry growing 12.5% in 2004 (Datamonitor, 2005). Europe accounts for 

48.7% of global financial market share, North America 44.1%, and the rest of the world 
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accounts for 7.2%. At the micro level, financial planning has been categorized into two 

primary industry classification codes; investment advice and financial planning services 

(Encyclopedia of American Industries, 2006).  Financial planning has grown 

tremendously in recent years as evidenced by the entrants into the financial planning 

services industry and the amount of academic research conducted in the area as well 

(College for Financial Planning, 2007).  In 1997, Barron’s reported the existence of 

25,000 financial planning firms with recent estimates placing the number of individuals 

practicing financial planning at over 300,000 (Financial Planning Services, 2008).   

Financial planning has been shaped by professional organizations such as 

Certified Financial Planner Board of Standards, The International Association for 

Financial Planning, The Institute of Certified Financial Planners, The Financial Planning 

Association (FPA), The Association for Financial Counseling and Planning Education 

(AFCPE) and the National Association of Personal Financial Advisors (NAPFA). The 

CFP Board of Standards (2007 b), the largest and most prominent governing board for 

financial planning providing professional licensure, has produced the most 

comprehensive definition of financial planning:   

Personal financial planning, or financial planning, denotes the process of 

determining whether and how an individual can meet life goals through the proper 

management of financial resources.  The management of financial resources can 

be seen as the technical side of the process; and in today’s fast-changing financial 

world, this side of the process demands a willingness to stay abreast of new 

financial strategies and instruments.  
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The definition provided by CFP Board of Standards is not limited to merely the technical, 

or numbers side of the process. Mittra, et al.(2005), argue that the financial planner is at 

times like a football quarterback moderating the plays of financial life around the key 

planning areas in a strategic manner. The definition also encompasses a human, or 

emotional side of the process referred to as the skills side seen in the completion of the 

definition given below: 

The other side of the process requires that all the planner’s knowledge of financial 

strategies and instruments be brought to the surface of the client’s goals. Perhaps 

the most distinctive skill a financial planner needs is that of helping clients to 

articulate their life goals so that together…[they] can begin to determine, first of 

all, whether these goals are achievable through financial resources, and then how. 

Working with clients in this state of the financial process requires sensitivity 

because…[financial planners] discuss issues that may be difficult for many people 

to address…[financial planners] may find that the planning process itself brings 

deeper values and unrealized conflicts to the surface, and from time to time it may 

be appropriate to refer clients to other counselors to resolve these conflicts before 

they can proceed with a financial plan (CFP Board of Standards Code of Ethics 

and Professional Responsibility, 2007 c).  

Certified Financial Planner Board of Standards developed the financial planning 

definition along with an ethical code and practice standards in effort to provide, by 

example, principles and rules of conduct for all individuals holding the Certified 

Financial Planner (CFP®) mark. CFP Board lists six key financial planning areas: 1) 

establishing and defining the client-planner relationship, 2) gathering client data and 
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goals, 3) analyzing and evaluating client financial status, 4) developing and presenting 

financial planning recommendations and/or alternatives, 5) implementing the financial 

planning recommendations, and 6) monitoring the financial planning recommendations.  

The CFP® certification provides a minimum education and work experience 

requirement for individuals seeking the designation. In turn, the certification is earned by 

an individual in part by satisfactorily passing a comprehensive professional examination. 

In 2003, CFP Board listed the number of active CFP® licensees working in the United 

States to be over 42,200, four times the amount that were prevalent in the mid-1980’s, 

and by 2007, this number had exceeded 55,000 (Financial Planning Services, 2008). 

Statement of the Problem 

Not all individuals practicing or participating in the financial planning process 

hold the CFP® designation as this is not a requirement of calling oneself a financial 

planning professional. One may argue that no matter the type of certification, degrees 

held, or codes of ethics followed by financial planning professionals, each could possibly 

utilize a different framing for what factors ultimately contribute to one’s perception of 

success. Each financial planning professional may be more or less affected by 

contributing factors such as business practices, job factors, personal factors, and client 

factors.  

Considering the technical nature of the financial planning process, one may 

consider individuals with a preference for numbers to be successful within financial 

planning. However, one should not rule out individuals interpersonal skill sets as applied 

to level of success perceptions and compensation levels. Research is needed within this 
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area to identify if the application of preference for numerical information or  need for 

emotion are related to financial planning.  

The term success as applied to the financial planning professional is open for 

discussion as there are many different definitions of career success that can be applied to 

the financial planning professional. Career success studies are not new to academic 

inquiry (Heslin, 2005), however, Heslin argues the need for improvement within the 

measurement of the career success construct between objective (e.g., pay, promotion) and 

subjective (e.g., work-life balance, personal growth) criteria. Objective and subjective 

career factors, client management, client demographic, personal, business practice, and 

job quality factors may all impact the planner’s perceived level of success differently.  

Research Purpose and Justification 

Studies discussing success within financial planning have been open to 

definitional interpretation and without regard to both the objective and subjective 

elements of success. Knowing which factors are important to the financial planner’s 

perceived level of success will aide in further understanding the financial planning 

profession. Empirical studies considering client management, client demographic, 

personal, job, and business practices have been limited at best. This research is the first to 

empirically examine career success dimensions of financial planning with respect to:  1) 

objective and subjective factors perceived important to the financial planner, 2) client 

management, client demographic, personal, job scope, and business practice factors 

perceived important to the financial planner, and 3) the application of  ‘preference for 

numerical information’ and ‘need for emotion.’ Prior to conducting this research, 
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approval from the Texas Tech University Institutional Review Board was requested and 

granted; please see Appendix B for more information.  

 The purpose of this research was to 1) analyze the manner upon which objective 

and subjective factors (such as pay, promotion, status, work/life balance) have 

contributed to the perceived level of success of individuals working as financial planners, 

2) analyze client management, client demographic, personal, job, or business practice 

factor differences contributing to the self-reported success of an individual working as a 

financial planner, and 3) to test for differences between a financial planner with a 

preference for numerical information and a financial planner with a preference for 

emotion with regard to key variables. 

More specifically, the null hypotheses posited within this study are: 1) The first 

model is factors important to financial planning and the hypothesis is as follows; HOa:  

There is no mean difference between perceived importance of objective and subjective 

factors found within the scope of financial planning and groups of successful and non 

successful financial planners. The second model is factors contributing to individual 

financial planner perceived success and the hypothesis is as follows; HOb:  There is no 

mean difference between perceived importance of objective and subjective factors for 

individual financial planner success and groups of successful and non successful financial 

planners, 2) HO:  There are no client management, client demographic, personal, job, or 

business practice factor preferences contributing to the perceived success of an individual 

working as a financial planner within the financial planning profession, and 3) HO:  There 

is no difference between a financial planner with a preference for numerical information 
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and a financial planner with a preference or need for emotion with regard to key variables 

within the financial planning profession.   

Significance of the Research 

Career studies of financial planner success have been quite limited.  Few formal 

studies have been reported on this specific topic related to financial planning 

professionals. Of the studies in existence, most fall into the objective realm of success 

dimensional criteria and utilize only levels of annual compensation to identify and define 

success. Concentrating only on the objective realm of financial planning professional 

success is limited at best. The uniqueness of this study is the utilization of objective and 

subjective measures to empirically identify contributors to financial planning self-

perceived levels of success.  

This study provides an examination of preference factors important to the 

financial planning operating environment: client management, client demographic, 

personal, job, and business practice factors. Few, if any empirical studies have been 

completed regarding preference sets for factors important to the daily operating 

environment of financial planners. This research is unique, providing a look into the 

importance of factors contributing to the perceived level of success of the financial 

planner.  The technical nature of financial planning provides an exceptional framework 

for empirical research. One assumes individuals working in the financial planning 

profession have a proclivity or preference for numbers; however that should not rule out 

the individual who may also show a proclivity or need for emotion.  

This research is timely providing information on key contributors to financial 

planner perceived success as examined across the sample from which the study has been 
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conducted. The information provided within this research will increase the knowledge 

available to financial planning professionals from which more informed decisions can be 

made. The significance of this research is based on the further understanding of the 

financial planning professional’s success contributors and the knowledge and awareness 

that each contributor may provide.  

Assumptions 

This research is based on an online survey instrument developed by the researcher 

and administered randomly by The Financial Planning Association (FPA) to 

approximately 10,000 FPA members. The survey was hosted by Survey Monkey, a third 

party secure hosting provider. Each respondent answer is assumed to be true and correct 

for each of the individual responses. The dataset is assumed to be a representative sample 

of FPA members, however, it is assumed that membership within FPA is skewed to the 

independent advisor within the financial planning profession.  

Limitations of the Study 

This research is not without limitation. The accuracy of self reported data can be 

questioned in a general context and has shown to be limited in scope. Data were collected 

during the time period June 4th through July 3rd 2008, which could provide a temporal 

limitation. Only the members of FPA who agree to receive email from the organization 

were asked to be in the respondent pool, which could limit the external reliability of the 

study. Several other studies were solicited by outside research parties leading up to the 

time of the initial survey launch of this project, possibly posing a response limitation. A 

response rate of 4% was recorded for this study; however, this represents a sample size of 

403 respondents. The final sample used after significant non-response cases were 
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eliminated was 349 respondents (3.5%) for hypothesis one, 311 respondents (3.1%) for 

hypothesis two, and 278 respondents (2.8%) for hypothesis three.  

An important variable utilized in this study, perceived level of success, is self 

reported, asking the financial planning professional to state his or her level of success 

within the financial planning profession. This variable is limited in that it is perceptual in 

nature, and this perception provides differences in the five levels of the variable 

perceived level of success. The factors contributing to financial planner success levels are 

in no way an exhaustive list of all possible factors that could contribute to success of the 

financial planning professional, however, a review of the literature and expert content 

validity were utilized in the creation of the instrument.  

Delimitations of the Study 

This study was conducted among members of the FPA, and as such, is the sole 

basis for this research. The scope of the project is delimited to the perceptions of FPA 

members, who, in general are people oriented, and for the purposes of this study, agree to 

receive email from the organization.  

Format 

This dissertation has been developed in a manuscript format style consisting of 

three independent articles. The articles are generated with the intent to submit to 

applicable journals upon acceptance of this dissertation research. The following represent 

the individual article titles and journal of intended publication: 

Article 1: Contributing success factors within the financial planning profession: Objective 

and subjective factors.  

Journal: Financial Services Review 
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Article 2: Contributing success factors within the financial planning profession: Inside  

financial planner perceptions.  

Journal: Journal of Financial Planning 

Article 3: An empirical examination of  preference for numerical information and need 

for emotion within financial planning. 

Journal: Financial Counseling and Planning 
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CHAPTER 2 

CONTRIBUTING SUCCESS FACTORS WITHIN THE FINANCIAL PLANNING 

PROFESSION: OBJECTIVE AND SUBJECTIVE FACTORS 

 

Abstract 

Practically anyone involved within a profession leading to a career has at one 

point had interest in the contributors to their own success (Hall, 1976, 2002). Little 

research and information currently exists regarding the objective and subjective factors of 

career success within financial planning. This work examines the nature of objective and 

subjective factors and their contribution to perceived level of success among financial 

planning professionals. The data utilized within this study were gathered via a survey 

instrument developed and administered in an online format during the months of June 

and July 2008. A total of 403 FPA members answered the survey (4% response rate). The 

final sample consisted of 349 respondents (3.5%). Findings of this study indicate that 

client relationships, wealth of client served, use of ethical practices, ability to empathize, 

number of clients served, client referrals, and job autonomy are among the most 

important contributors to financial planner perceived success.  

Introduction 

Little if any empirical research has been conducted to this point conceptualizing 

and evaluating career success within financial planning. The relatively new profession of 

financial planning and the nature of duties performed within the profession provide a 

unique opportunity for scholars and practitioners alike. Research conducted to identify 

and define characteristics and/or contributing factors to the success of individuals 
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working within the financial planning framework is timely. Career success dimensions 

based on objective and subjective measures will provide further insight into the financial 

planner, their job functions, and their perception of success.  

Studies discussing success within financial planning have been open to 

definitional interpretation and without regard to both the objective and subjective 

elements of success. Empirical studies considering objective and subjective dimensions 

of success within the financial planning profession have been limited at best. This 

research is the first to empirically examine the importance of both objective and 

subjective factors important to the financial planning profession and to the individual 

financial planning professional’s perceived level of success. The purpose of this research 

is to analyze the manner upon which objective factors (pay, promotion, status, and rank 

or affiliation) and subjective factors (work/life balance, sense of meaning and purpose of 

profession, personal growth, creativity, variety, and independence) have contributed to 

the perceived level of success of individuals working as financial planners. This study 

also examines the importance of the objective and subjective factors and their importance 

within the financial planning profession. 

Literature Review 

In the 1950’s, noted social psychologist Fritz Heider developed a theory 

explaining how individuals attribute behavior of themselves and others. Heider’s work, 

known as attribution theory, is a cognitive theory associated with success and 

interpersonal relationships (Heider, 1958). Attribution theory is the exploration of an 

individual’s awareness of cause and effect scenarios and how the outcomes of such 

scenarios affect the individual’s perception of usefulness. Heider proposed that people 
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strive for prediction and understanding of daily events in order to give their lives stability 

and predictability (Heider, 1958). 

Fullin and Mills (1995) write of attribution theory as applied to the field of sports, 

whereby athletes use awareness of cause and effect scenarios to adjust performance 

output. Attribution theory divides the way an individual attributes causes to events into 

two distinct categories: internal and external. External attribution assigns causality to an 

outside factor, such as pay or promotion in the current study, or competition in the sports 

analogy. Internal attribution assigns causality to inside factors of the person, such as 

independence and creativity in the current study, or ability and luck in the sports analogy. 

Thus, when one measures his or herself or compares his or herself to others, attribution 

theory is engaged by way of comparison.  

One may make these comparisons and attribute differences to either internal or 

external deficiencies. Once the deficiencies are known, the individual can adjust the 

internal or external factors to attain a desired state. In the case of an athlete, once 

deficiencies are known, adjustments to ability, effort, and task difficulty can be made. 

Mittra, Potts, and LaBrecque (2005) argue the financial planner is at times like a football 

quarterback moderating the plays of financial life around the key planning areas in a 

strategic manner. In much the same way as the quarterback athlete, the financial planner 

can learn from deficiencies and adjust strategy by way of attribution theory. 

For example, as shown in Figure 2.1, a financial planner may make comparisons 

of other planners and oneself finding potential deficiencies within the context of certain 

success contributors, such as internal attribution factors (independence or creativity for 

illustration purposes) or external attribution factors (pay or promotion for illustrative 
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purposes). The planner may then realize any shortcomings or potential deficiencies and 

may at this point make adjustments to achieve a more desirable state. After an adjustment 

has been made, for example, working harder to develop client relationships, the planner 

will then reevaluate and the process again cycles until a desirable state is attained.   

Figure 2.1. Theoretical Framework Application 

 

Career Success Dimensions 

Practically anyone involved within a profession leading to a career has at one 

point had interest in the contributors to their own success (Hall, 1976, 2002). Heslin 

(2003) argues little scholarly attention has been given to analyzing the nature of career 

success in general. Hughes (1937, 1958) operationalized career success with the 

theoretical distinction between two realms of career: objective and subjective. Hughes 
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further defined the objective career as those elements directly observable (e.g., pay, 

promotion, status, rank and affiliation). The objective career, Hughes argued, could be 

easily identified, defined, measurable, and verifiable by a third party. The subjective 

career conceptualized by Hughes, is that part of a career that is experienced by the 

individual. Subjective career dimensions, Hughes states, consists of individuals reactions 

to stimuli within the nature of the chosen career path (e.g., work/life balance, sense of 

meaning and purpose of the profession, personal growth, creativity, variety, and 

independence).  

Objective criteria have dominated much of the overall career success literature 

(Heslin, 2005); however, in recent years, studies involving subjective criteria have 

increased as more people adopt and customize the criteria within career research. As far 

back as 1934, Thorndike recognized the importance of subjective criteria important to 

career success. Thorndike conducted studies on the objective critieria, however, was one 

of the first researchers to examine factors such as job satisfaction to be an important facet 

of career success. Heslin (2005) argues four inherent assumptions are prevalent in the 

current career success literature: 1) objective outcomes (pay and/or promotions) stand as 

a measure of career success, 2) job and career satisfaction provide reactive stimuli to 

individuals’ chosen career paths, 3) people in general exhibit the same level of concern 

about success achieved by objective criteria, yet, do not exhibit the same level of concern 

regarding the subjective criteria, 4) a presumption exists that people evaluate their 

respective success relative to self referent criteria, e.g., career aspirations. Heslin states 

the scholar should transcend the assumptions and look further than merely objective 
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criteria, focusing on a decent level of subjective criteria as the two together form one’s 

total career.  

Perceptions of Success and Financial Planning 

Van Auken, Hira, and Norris (1989) examined factors influencing success within 

financial planning among a study of 275 respondents practicing financial planning and 

holding the CFP® mark. The results of this work revealed that planning professionals 

serving larger markets, offering more products and services, and using a commission 

based fee structure tend to exhibit higher income levels than those who did not exhibit 

these characteristics. Other contributors examined within this study were business 

practices such as affiliation, business structure, span of practice, operating characteristics 

such as method of making initial contact, functions performed by the planner, and client 

characteristics such as income differences among clients. This study utilized an analysis 

with a breakpoint of $50,000 as the metric for “success.” Those individuals practicing 

financial planning, holding the CFP® designation, and reporting income greater than 

$50,000 were defined as successful, whereas individuals practicing financial planning, 

holding the CFP® designation,  and reporting income less than $50,000 were defined as 

unsuccessful.  

Author and practitioner Ross Levin (2001) of Accredited Investors, Inc., 

calculates success holistically by way of a sophisticated tool developed in 1996 as a 

method for quantifying the success of financial planning against a client’s long-term life 

plan. If wealth of client is a measure of success, Levin integrates all aspects of a client’s 

resources “financial, emotional, physical, and spiritual.” Gresham and Cooper (2001) 

posit a grading system for the financial planner as a tool for assessing success. Three 
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components given by this practitioner study are: additional assets, referral business, and 

new business. Each component is placed into a worksheet from which the planner grades 

his or her success by comparing to client goals and expectations.  

The Financial Planning Association conducted a study on compensation and 

staffing in 2001 claiming personnel management in financial advisory firms in the United 

States dramatically affected the success of the financial planning firm (Tibergien & 

Palaveev, 2001). This study showed the delicate issues owners and financial planning 

managers’ face when dealing with human resource tasks. The study also identified a 

compensation model of paying competitively within the industry across firms. In 

particular, advantages were found in hiring specialized financial professionals (staffing) 

as well as an understanding of how corporate culture can limit the growth of employees 

of the firm. Peatey (2007) writes that the key to success in financial planning is the ability 

to provide quality service, which is ultimately dependent upon the quality of staff within 

the financial planning organization.  

Noted financial planning author, Bob Veres, writing for the Journal of Financial 

Planning (2002) discusses important lessons of life and business stating how few they are 

in the article entitled “The Eternal Determinants of Success.” Veres states time and time 

management to be two of the most important keys to financial planner success.  

Following this article in the same journal in 2003, Veres writes of a well trodden path to 

success for financial planners but is puzzled in that the path within the profession (e.g., 

success) is hardly ever written about in a scholarly fashion (Veres, 2003).  

Alexander Scholp (2004) notes that monetary gain and recognition are not the 

only keys that should be considered to financial planner success. Scholp’s argument 
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bridges the great divide within the general career success planning by virtue of blending 

the objective criteria of pay, promotions, and recognition with subjective criteria such as 

work/life balance. Financial advisor Cindy Vance (2004) provides a “Recipe for Success” 

rooted heavily in subjective criteria. Vance states the ingredients to success as a 

professional in the financial planning domain are trust building with the client and giving 

back to the community.  

Financial planner and author Harold Evensky (2005) reviews changes during the 

last 20 years within financial planning. Evensky stipulates practitioners should focus on 

realistic planning success, such as meeting client’s lifelong goals, as opposed to emphasis 

on performance of a portfolio. Evensky also notes success will no longer be measured by 

the planner’s ability to outperform other planners or fund managers, but rather how well 

one meets or exceeds a client’s long term life planning goals. Katherine Vessenes (2005) 

produced a quiz for which financial advisers could self administer to see where they 

relate relative to their peers defined as superstars, or those planners commanding a gross 

annual income of one million dollars or more and serving an average of 350 clients. 

Vessenes closed her article by stating the importance of the path to success as getting 

individual clients across the table from the planner and closing business with clients at 

least seven times per week.  

The College for Financial Planning conducted a study entitled “2005 Survey of 

Trends” indicating rising levels in CFP® certificant incomes as well as reporting an 

increase in job satisfaction among financial planners. The study also indicated that when 

asked about factors that contributed to their own success, planners gave the highest score 

to people and communication skills followed by referrals and having the CFP® 
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designation. The study was replicated in 2007 with the same factors of people and 

communication skills holding as the number one choice by respondents as to the top 

factors contributing to their own success (O’Brien, 2007).  

Mahli (2005), writing of independent planner success, states the planner should 

get back to the basics of marketing fundamentals when creating a successful practice. 

Knowing the client by way of a profile can aid the planner on the course to success. 

Mahli lists marketing functions such as referrals, targeted emails and mailing campaigns, 

public relations initiatives, community functions, benchmarking data, and best practice 

profiles to be of importance to financial planner success. Hayden (2006) developed a 

planner pyramid of success based on an idea from basketball coach John Wooden in 

which success is largely based on acquisition of clients that generate renewal income and 

the repetition of quality service for those clients over a lifetime. This logistical approach 

posed by Hayden creates customer loyalty over time when combined with high ethical 

standards, continued self-improvement, and a focus on innovation and preparation.  

Others, such as Steven Drozdeck (2005) and Gregory Gagne (2005) visualize 

success within financial planning as more of an attitude, trait, and habit situation. 

Drozdeck states success within financial planning is based around the habits and attitudes 

of staying focused, staying motivated, increasing proficiency in financial and 

psychological profiling and practice management while improving professional 

knowledge. Gagne posits practices that lead to success for financial planners include the 

habit of seeking to first understand before being understood, obtaining a field of 

specialization, being organized and keeping neat records, keeping one’s word, and always 

reading and learning.  
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Dr. John C. Maxwell, author of The 21 Irrefutable Laws of Leadership and 

Developing the Leader Within You, spoke to a group of financial advisors at the 2006 

National Association of Insurance and Financial Advisors (NAIFA), a nonprofit 

association representing the interests of insurance and financial planning professionals 

across the United States. At this NAIFA Convention and Career Conference, Maxwell 

provided insight into success that it is different for everyone and each person needs to 

discover what his or her personal version of success is (Leyes, 2006). Maxwell stated the 

key to success lies within three principle things: 1) successful people know their purpose 

in life, 2) success means growing to your maximum potential, and 3) success means 

sowing seeds to benefit others. In this way, related to what Maxwell stated, one can 

understand that success even for financial planners is something that possibly occurs over 

time within a cultivation framework and mindset; the successful financial planner knows 

his or her purpose, understands what it takes to grow to maximum potential, and provides 

services that benefit others.  

Current financial planning practitioner literature as exhibited in the previous 

paragraphs, mentions the concepts of success many times, however, most work has been 

open to definitional interpretation and without regard to both the objective and subjective 

elements of success. Gunz and Heslin (2005) show a cursory search of the practitioner 

literature in general terms yields literally thousands of books and articles about career 

success in many different formats. More specifically, within financial planning there are 

many different ideas regarding the definition of success as a financial planning 

professional, however, empirical evidence supporting these ideas is lacking.  
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Data and Methodology 

Data 

The data utilized within this study were gathered via a survey instrument 

developed and administered in an online format during the months of June and July 2008. 

Contact procedures for this Web survey followed a modified Dillman Email methodology 

consisting of pre-notice, survey invitation, thank you message, and reminder emails 

(Dillman, 2000). Three days prior to the launch of the survey instrument, an 

informational pre-notice email was sent to 10,000 members of The Financial Planning 

Association (FPA) randomly selected by FPA research administrators. Following the pre-

notice, FPA administrators distributed an invitation to participate in the research survey 

to potential sample participants via an email that included an embedded Web survey link.  

Participation in the survey was voluntary and participants had the option to 

withdraw at any time without penalty. Respondents choosing to participate in the survey 

were re-directed to an online survey instrument hosted by Survey Monkey, a secure third 

party. The Web survey link provided by Survey Monkey professional edition ensures all 

respondent data were collected via two-way secure socket layer (SSL3) security 

protocols. At no time did the researcher or Survey Monkey have access to any identifying 

or highly sensitive respondent information in conjunction with the survey instrument.  

A total of 403 geographically diverse respondents (4% response rate) who are 

members of the FPA and agree to receive email from the organization answered the 

survey (for the complete listing of respondent characteristics for the full respondent 

model, please see Appendix C). This research is statistically representative of the FPA 

membership with a 5% margin of error at a 95% confidence interval. The final sample 
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used after significant non-response cases were eliminated was 349 respondents (3.5%). 

All representative data were to reflect the information given by respondents practicing 

financial services consistent with the six step financial planning process. Of those 403 

respondents, 23 cases were deleted as respondents reported job or FPA membership tasks 

not related to the financial planning process. Further, of the remaining 380 respondent 

cases, 31 additional significant non-response cases were eliminated, providing 349 

respondent cases for the final dataset.  

Upon completion or exit of the 47 question survey instrument, the respondent 

received a ‘thank you’ message including a link to an incentive drawing. The voluntary 

incentive drawing was hosted completely separate from the initial survey. Basic 

information such as name and email address was captured for the purposes of notifying 

incentive drawing winners. The incentive utilized for this study consisted of free FPA 

conference fees to a conference of choice. Ten days after the initial launch of the survey 

instrument a reminder email was sent to all potential sample participants by FPA 

administrators. The survey remained open from June 4th to July 3rd, 2008.  

Instrumentation 

The instrument utilized within this study comprised seven sections complete with 

47 questions: 1) introduction / qualifying statement, 2) individual objective and 

subjective factors contributing to success within the financial planning profession 

originating from previously established career success literature, 3) perceived individual 

level of success within financial planning, 4) factors contributing to success within the 

financial planning profession originating from articles found in journals and the popular 

press, 5) preference for numerical information (PNI) originating from the work of 
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Viswanathan (1993), 6)  need for emotion (NFE) originating from the work of Raman, 

Chattopadhyay, and Hoyer (1995), and 7) demographic information. The final instrument 

was examined by experts in the financial planning profession for content, readability, and 

flow. The instrument was pilot tested by a group of 14 individuals two weeks prior to 

survey launch. The purpose of this pilot test was to ensure the instrument functioned 

properly via the Internet. Please see Appendix A for the complete survey.  

The first section of the instrument consisted of a question qualifying respondents 

on the basis of their job task in relation to the six step financial planning process outlined 

by CFP Board of Standards definition of financial planning (CFP Board of Standards 

Code of Ethics and Professional Responsibility, 2007). Those respondents answering in 

the affirmative to the first question were noted as financial planning professionals and 

moved to the second section, second question, within the survey instrument. Not all 

questions were applicable to all respondents based on the qualifying question. Those 

respondents answering in the negative to the first question were moved via survey skip 

logic to section five to answer the remaining sections of the survey.  

The objective factors used within the two question sets below represent external 

factors present in attribution theory. Pay, promotion, status, rank or affiliation can be seen 

as outside, external factors, or factors in existence from external sources. The subjective 

factors used within the two questions sets represent internal factors present in attribution 

theory. Work/life balance, sense of meaning and purpose of their profession, personal 

growth, creativity, variety, and independence represent factors in existence from internal 

sources. 
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Of particular interest to this study are the questions from sections two and three of 

the survey instrument. The first question asks the respondent to rate, on a scale of 1 

(unimportant) to 5 (very important), the following objective and subjective factors, 

(identified as important from current perceptions of success and financial planning 

literature) within their chosen profession: pay, promotions, status, rank or affiliation, 

work/life balance, sense of meaning and purpose of their profession, personal growth, 

creativity, variety, and independence. This question was tested for reliability and resulted 

in satisfactory Cronbach’s Alpha of .71 for the 10 item scale. Cronbach’s Alpha provides 

an empirical tool necessary for analyzing the extent to which items on a scale are 

ambiguous, values closer to zero, or consistent, values closer to one (Green & Salkind, 

2005). The coefficient alpha of .71 suggests that the scale scores are reasonably reliable 

for respondents like those in the study. 

The second question asks the respondent to rate, on a scale of 1 (no contribution) 

to 5 (considerable contribution) the objective and subjective factors (identified as 

important from current perceptions of success and financial planning literature) that have 

contributed to their own personal success as a financial planning professional: pay, 

promotions, status, rank or affiliation, work/life balance, sense of meaning and purpose of 

their profession, personal growth, creativity, variety, and independence.  This question 

was tested for reliability and resulted in satisfactory Cronbach’s Alpha of .72 for the 10-

item scale. The coefficient alpha of .71 suggests that the scale scores are reasonably 

reliable for respondents like those in the study.  
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Methodology 

The hypotheses tested for this study consist of two separate models. The first 

model is factors important to financial planning and the hypothesis is as follows; HOa:  

There is no mean difference between perceived importance of objective and subjective 

factors found within the scope of financial planning and groups of successful and non 

successful financial planners. The second model is factors contributing to individual 

financial planner perceived success and the hypothesis is as follows; HOb:  There is no 

mean difference between perceived importance of objective and subjective factors for 

individual financial planner success and groups of successful and non successful financial 

planners. Stated another way, the objective factors such as pay, promotion, status, rank, 

and affiliation should not be any more significant than the subjective factors such as 

work/life balance, variety, creativity, sense of meaning and purpose of the profession, 

personal growth, and independence to financial planning in general or to the individual 

financial planner’s perceived level of success.  

Respondents were asked to identify their perceived level of success within the 

financial planning profession. This variable consisted of five levels, from which the 

respondent could select only one, representing their self perceived level respectively. 

When asked to “rate your level of success within the financial planning profession,” five 

categories or groups were possible: unsuccessful, slightly successful, somewhat 

successful, moderately successful, and very successful. This variable was then utilized as 

the independent variable.   

This study consisted of the need to analyze population means for the independent 

variable in an effort to find any differences among those means. Multivariate analysis of 
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variance (MANOVA) was utilized to assess how each of the groups of the perceived 

level of success independent variable rates the contributing factors, both objective and 

subjective, on a five point scale with (1) being unimportant, (2) slightly unimportant, (3) 

somewhat important, (4) important, and (5) very important, within the scope of the 

financial planning profession. The quantitative dependent variables, both question sets 

mentioned above with said Alpha, were analyzed with respect to the independent 

variable, perceived level of success within the financial planning profession.   

Considering the assumptions for MANOVA, the dependent variables are 

mulitvariately normally distributed for each population mean, with the different 

populations being defined by the levels of the independent variable, perceived level of 

success within the financial planning profession. Tests for homogeneity of variance 

yielded satisfactory results. Participants were randomly sampled and the score on a 

variable for any one participant is independent from the scores on this variable for all 

other participants, thus satisfying the assumptions of MANOVA. Results from each 

MANOVA are discussed below.  

Results 

Respondent Characteristics 

This dataset reflects information gathered from 349 FPA members stating they 

practice the financial planning process consistent with that defined by CFP Board of 

Standards. Respondents to the survey were predominantly male (70.2%).  Respondent 

ethnicity was predominantly Caucasian / White (79.4%).  The work environment 

situation for respondents was characterized by almost 50% (49.5%) who described 

themselves as owners or partners in their current position. The typical work week for this 
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group of respondents showed that 55% work more than 40 hours per week. See Table 2.1 

below for a summary of respondent characteristics. 

Table 2.1   
Respondent Characteristics,  n=349 % 
Gender  
  Male 70.2 
  Female 
 

29.8 

Ethnicity  
  African American   0.0 
  Asian or Pacific Islander   1.7 
  Caucasian / White 79.4 
  Hispanic / Latino     .3 
  Multi-Ethnic     .6 
  Native American     .6 
  Other or N/A 
 

17.4 

Total Annual Compensation Range  
  $0 - $50,000    8.9 
  $51,000 - $100,000  19.2 
  $101,000 -  $150,000  21.5 
  $151,000 -  $200,000    9.5 
  $201,000 -  $250,000    7.2 
  $251,000 - $300,000    6.6 
  More than $300,000  10.6 
  Other or N/A 
 

 16.5 

Total Annual Compensation Range a 
Successful Financial Planner Should Earn 

 

  $0 - $50,000     .9 
  $51,000 - $100,000   2.9 
  $101,000 -  $150,000 18.6 
  $151,000 -  $200,000 19.8 
  $201,000 -  $250,000 17.8 
  $251,000 - $300,000   9.7 
  More than $300,000 20.6 
  Other or N/A 
 

  9.7 

Perceived Level of Success within the 
Financial Planning Profession 

 

  Unsuccessful   1.7 
  Slightly Successful   6.0 
  Somewhat Successful 20.9 
  Moderately Successful 45.0 
  Very Successful 26.4 
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 When asked to select a range representing the respondent’s annual total 

compensation, 8.9% earn less than $50,000. Almost 20% (19.2%) of respondents earn 

annual compensation of $51,000 to $100,000. More than 20% (21.2%) reported annual 

compensation of $101,000 to $150,000. Just fewer than 10% (9.5%) of respondents of 

this sample earn annual compensation of $101,000 to $200,000. Just more than seven 

percent (7.2%) of respondents of this sample earn annual compensation of $201,000 to 

$250,000 and 6.6% earn annual compensation of $251,000 to $300,000 with more than 

10% (10.6%) reporting annual compensation greater than $300,000.  

When asked what total annual compensation range the respondent thinks a 

successful financial planner should earn, 20.6% stated a successful financial planner  

should earn annual compensation above $300,000. Almost 20% (19.8%) stated a 

successful financial planner should earn $151,000 to $200,000 annually. Eighteen percent 

(18.6%) stated a successful financial planner should earn $101,000 to $150,000 annually. 

More than 17% selected $201,000 to $250,000 as 9.7% selected $251,000 to $300,000 as 

the annual compensation a successful financial planner should earn.  Just fewer than four 

percent (3.8%) of respondents said a successful financial planner would earn less than 

$100,000 in annual compensation.  

When asked to rate their own success within the financial planning profession, 

more than 26.4% of the respondents stated they perceived themselves as very successful. 

Forty five percent (45%) stated they perceived themselves as moderately successful, 

20.9% stated they were somewhat successful, six percent (6%) stated they were only 

slightly successful with almost two percent (1.7%) stating they perceived themselves as 

unsuccessful within the financial planning profession.  
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Data Analysis: Model One: Factors important to financial planning 

A one-way multivariate analysis of variance (MANOVA) was conducted to 

determine the effect of the five levels of the independent variable, perceived level of 

success (unsuccessful, slightly successful, somewhat successful, moderately successful, 

and very successful) on the 10 objective and subjective factors important to the financial 

planning profession (pay, promotion, status, rank, work / life balance, sense of meaning 

and purpose of profession, personal growth, creativity, variety, and independence), 

Wilks’s Λ = .81, F(40, 1177.33), p < .01. The multivariate η2 based on Wilks’s Λ was 

.051.  

Analyses of variances (ANOVA) on each dependent variable were conducted as 

follow-up tests to the MANOVA. Using the Bonferroni correction method, in an effort to 

control for a possible Type I error, each ANOVA was tested at the .005 level (.05 divided 

by 10). The ANOVA was significant on the dependent variable independence, F(4, 319) 

= 9.95, p <.005, η2 = .11. The ANOVA was not significant on the dependent variables 

pay, promotion, status, rank, work / life balance, sense of meaning and purpose of 

profession, personal growth, creativity, nor variety. 

Post hoc analyses to the univariate ANOVA for the significant variable 

independence, mentioned above, consisted of conducting pairwise comparisons to find 

which variables affected perceived level of success most strongly. For the dependent 

variable independence, somewhat successful, moderately successful, and very successful 

planner groups of the independent variable perceived level of success differed 

significantly from the other groups. The very successful financial planner group rated 

independence, showing the greatest mean difference, as important to the financial 
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planning profession, followed by moderately successful, and somewhat successful. Table 

2.2 below provides a summary of the means and the standard deviations on the dependent 

variables for the five groups.  

Table 2.2  

Model One Information  

  Level of perceived success groups (IV)  

Factors (DV) Unsuccessful Slightly 

successful 

Somewhat 

successful 

Moderately 

successful 

Very 

successful 

Objective Factors      

 M          SD M          SD M          SD M          SD M          SD 

   Pay 3.80 .837 3.67 .913 3.71 .897 3.90 .764 3.97 .769 

   Promotions 1.40 .548 2.38 1.20 2.20 1.27 2.10 1.23 2.14 1.32 

   Status 2.40 1.14 3.14   .91 2.83 1.04 2.82 1.15 3.08 1.13 

   Rank or affiliation 2.40 1.14 2.90   .89 2.68 1.11 2.59 1.14 2.89 1.21 

Subjective Factors      

   Work / life balance 4.80 .48 4.43 .68 4.42 .846 4.58 .63 4.60 .64 

   Sense of meaning 

and purpose of my 

profession 

4.20 .84 4.48 .60 4.40 .86 4.68 .58 4.75 .65 

   Personal growth 4.40   .55 4.29   .64 4.26 .76 4.47 .61 4.48 .78 

   Creativity 4.20   .45 3.95   .92 3.75 .90 4.04 .84 4.22 .87 

   Variety 4.00 1.23 4.05   .67 3.77 .83 4.11 .80 4.17 .91 

   Independence 4.00 1.73 4.52   .68 4.09 .86 4.66 .60 4.75 .69 
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Data Analysis: Model Two: Factors contributing to individual  

financial planner perceived success 

A one-way multivariate analysis of variance (MANOVA) was conducted to 

determine the effect of the five levels of the independent variable, perceived level of 

success within the financial planning profession (unsuccessful, slightly successful, 

somewhat successful, moderately successful, and very successful) on the 10 objective 

and subjective factors contributing to individual success as a financial planning 

professional (pay, promotion, status, rank, work / life balance, sense of meaning and 

purpose of profession, personal growth, creativity, variety, and independence), Wilks’s Λ 

= .68, F(40, 1177.33), p < .01.  The multivariate η2 based on Wilks’s Λ was .093.  

Analyses of variances (ANOVA) on each dependent variable were conducted as 

follow-up tests to the MANOVA. Using the Bonferroni method, each ANOVA was 

tested at the .005 level (.05 divided by 10). The ANOVA was significant on the 

dependent variables: work / life balance, F(4, 319) = 4.25, p <.005, η2 = .05, status, F(4, 

319) = 4.15, p <.005, η2 = .05, creativity, F(4, 319) = 5.46, p <.005, η2 = .06, variety, 

F(4, 319) = 5.96, p <.005, η2 = .07, personal growth, F(4, 319) = 5.98, p <.005, η2 = .07, 

sense of meaning and purpose in my profession, F(4, 319) = 8.27, p <.005, η2 = .09, pay, 

F(4, 319) = 8.78, p <.005, η2 = .10, and, independence, F(4, 319) = 11.51, p <.005, η2 = 

.13.  The ANOVA was not significant on the dependent variables promotion and rank or 

affiliation. Table 2.3 below provides a summary of the means and the standard deviations 

on the dependent variables for the five groups.  
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Table 2.3  

Model Two Information 

  Level of perceived success groups (IV)  

Factors (DV) Unsuccessful Slightly 

successful 

Somewhat 

successful 

Moderately 

successful 

Very 

successful 

Objective Factors      

 M          SD M          SD M          SD M          SD M          SD 

   Pay 2.20 .84 2.84 1.21 2.88 .92 3.29 1.03 3.70 1.01 

   Promotions 1.60 .89 1.68 .82 1.94 1.12 1.90 1.042 2.16 1.32 

   Status 1.60 .894 2.32 .95 2.55 1.03 2.68 1.19 3.06 1.19 

   Rank or affiliation 1.60 .89 2.58 .96 2.62 1.12 2.58 1.20 2.76 1.24 

Subjective Factors      

   Work / life balance 4.60 .89 3.47 1.02 3.68 1.03 3.91 1.06 4.22 .94 

   Sense of meaning 

and purpose of my 

profession 

4.00 1.41 3.68 1.0 4.12 .78 4.41 .64 4.57 .69 

   Personal growth 4.20 .48 3.89 .81 4.02 .79 4.39 .68 4.48 .73 

   Creativity 3.80 .84 3.37 1.21 3.44 .90 3.80 .93 4.09 .94 

   Variety 4.00 1.0 3.42 1.12 3.52 .93 3.97 .81 4.11 .92 

   Independence 4.00 1.73 3.84 .90 3.83 .83 4.45 .80 4.63 .76 

Post hoc analyses to the univariate ANOVA for significant variables mentioned 

above consisted of conducting pairwise comparisons to find which variables affected 

perceived level of success most strongly. For the dependent variables status and work / 

life balance, no significant post hoc analysis was found to be relevant within the pair wise 

comparisons. For the dependent variable pay, very successful and somewhat successful 
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planner groups produced significantly different results as compared to the other groups 

within the independent variable perceived level of success. For the dependent variable 

sense of meaning and purpose of my profession, slightly successful, moderately 

successful, and very successful financial planner groups produced significantly different 

results as compared to the other groups within the independent variable perceived level of 

success. 

The dependent variable personal growth showed two groups, somewhat 

successful and very successful financial planners as being significant outperforming the 

other groups within the independent variable perceived level of success. Regarding the 

dependent variables creativity and variety, somewhat successful and very successful 

financial planning groups differed significantly from the other independent variable 

groups. The dependent variable independence pairwise comparison revealed somewhat 

successful, moderately successful, and very successful financial planner groups of the 

independent variable perceived level of success differed significantly from the other 

groups. Please refer to Figure 2.2, MANOVA Model Summaries, for a graphical 

representation. 

Discussion 

This research is not without limitations. The accuracy of self reported data can be 

questioned and shown to be limited in scope. Only the members of FPA responded to this 

survey creating a localized respondent pool that could limit external reliability. An 

important variable utilized within this study, perceived level of success, is perceptual in 

nature. The factors important to financial planning and those shown to be contributing to 

the financial planner’s success are in no way an exhaustive list of all possible factors, 
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however, a review of the literature and expert content validity were utilized in the 

research process.  

Figure 2.2. MANOVA model summary results, factors important to financial 

planning and factors contributing to your own personal success as a financial 

planning professional. 

 

Results from the study provide a unique view of the financial planner. When 

examining the gender of respondents, most of the respondents are male, emulating the 

current landscape of the financial planning profession. With almost 80% of respondents 

being Caucasian / White, diversity is lacking within this particular sample. It could be 

that women and minorities are underrepresented within the membership of the FPA and 

the profession; and this topic should be reviewed and examined in future research.  
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Another interesting point of information from this study worth review is reported 

total annual compensation, annual compensation one thinks a successful financial planner 

should earn, and self perceived level of success. As the data have shown, most financial 

planners from the sample report to earn less than $200,000 per year (59.1%).  Of this 

group of respondents 26.4% report their level of success as being very successful with 

another 45% stating they are moderately successful, or 71.4% collectively.  

However, when asked what a successful financial planner should earn, 48.1% of 

respondents think this level of compensation should be above $200,000 annually. The 

data show a discrepancy in perceived level of success, actual annual compensation, and 

annual compensation a financial planner who is successful should earn. Quite possibly 

the respondents in this particular sample are equating success to annual compensation, 

reinforcing the idea presented in the Van Auken, Hira, and Norris (1989) study revealing 

successful financial planners are identified and categorized by a monetary threshold. This 

idea holds true to the 48.1% of respondents to the current study with the perception of 

successful financial planners earning annual compensation above $200,000.  

Of the objective and subjective factors examined, independence became a 

variable of importance throughout the study to factors important to financial planning in 

general and as a factor contributing to the perceived success of the financial planning 

professional. When examining factors important to the financial planning profession, 

respondents listed independence as very important to the profession. When asked what 

objective and subjective factors have contributed to the perceived success of the personal 

financial planner, however, independence was very important and pay was seen to be 

very important but at a lesser level of significance. This information could possibly 
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provide an insight to the lure of financial planning as a career fitting those individuals 

who desire and have a need for independence. This information also could possibly show 

that while independence is important both within the profession and to the individual 

financial planning professional’s success, pay could be an indicator of perceived level of 

success, meaning the higher level of pay for the financial planning professional could be 

perceived as being more successful.  

There are two major “take-aways” from this research. Model one empirically 

shows that “independence” is seen as very important to the financial planning profession. 

When asked what factors the financial planner feels are important to the financial 

planning profession, independence, by way of post hoc analysis, was the only significant 

factor shown to be “very important” to “very successful financial planners.” Those 

financial planners who report themselves as very successful rate independence as the key 

factor.  

Secondly, when examining model two, factors contributing to the planner’s own 

personal success as a financial planning profession, eight of the ten factors are 

statistically significant. Independence again tops the list of significant factors, however, 

this time to the planner’s own personal perceived level of success. Factors rated and 

found statistically significant from least to greatest were work-life balance, status, 

creativity, variety, personal growth, sense of meaning and purpose of the profession, pay, 

and independence. Interestingly, reported as “very important” to “very successful” 

financial planners, as analyzed by post hoc analysis, in order of significance least to 

greatest, creativity, variety, personal growth, sense of meaning and purpose of the 
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profession, pay, and independence. For a graphical representation of the above 

discussion, please see Figure 2, Model Summaries.  

Implications and Conclusions 

Throughout the examination of each respective significant MANOVA model, a 

theme of objective and subjective factors surfaced.  Within financial planning, those 

individuals reporting themselves to be very successful reported the dependent variable 

independence as being a major factor contributing to the financial planning profession. 

Many financial planners work independently (24% of respondents of this study) or have 

less than five financial advisers working within their office or firm (39% of respondents 

of this study). It should be noted that independence is a subjective factor that is not 

currently utilized to measure objective performance outcomes such as pay, promotion, 

etc. The characteristic trait and desire of independence may be one of the most important 

factors contributing to perceived success within financial planning. Measuring one’s 

proclivity for independence might be a good indicator as to the appropriateness of the 

selected career as a financial planner or potential within the financial planning profession.  

The theme of objective and subjective factors importance surfaced more strongly 

regarding the groups of financial planners when asked to identify which of the factors has 

contributed to their own personal success as a financial planning professional. When 

examining the detailed pairwise comparisons, very successful financial planners cite pay, 

sense of meaning and purpose of profession, personal growth, creativity, variety, and 

independence as the most important contributors for their own personal success within 

financial planning. Moderately successful planners cite sense of meaning and purpose of 

profession, as well as independence to be the most important contributors for their own 
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personal success within financial planning. Somewhat successful financial planners cite 

pay, personal growth, creativity, and independence as the most important contributors for 

their own personal success within financial planning. As might be expected, very 

successful financial planners showed higher significant means along the contributing 

factors when looking at pairwise comparisons within the post hoc analysis.  

The results of this research should help individuals understand the importance of 

not only the objective factors but also the subjective factors as important to different 

levels of successful financial planners, possibly educators working within financial 

planning academic programs. The results of this study could also prove helpful to 

individual financial planners who are trying to understand how one persists to the next 

level of perceived success within the financial planning profession. Implications for these 

findings are rooted in assessment, training, and measurement. Implications of this 

research could vary from development of marketing materials for financial planners’ 

attraction and retention to a potential firm to the development of assessment tools to 

analyze certain subjective factor conditions such as whether the need for independence 

and sense of purpose exist within the perceptions of an up and coming financial planner. 

Quite possibly making an effort to assess the proclivity of the factors important to 

personal success as a financial planner could provide indicators of individuals who show 

potential within financial planning. For an individual that would like to be more 

successful, a clear understanding of the contributors mentioned above and any gap that 

exists for that individual could prove paramount to success.  
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CHAPTER 3 

CONTRIBUTING SUCCESS FACTORS WITHIN THE FINANCIAL PLANNING 

PROFESSION: INSIDE FINANCIAL PLANNER PERCEPTIONS. 

 

Abstract 

Financial planner perceptions are made up of a complex neural blend of client 

management qualities, client demographic qualities, personal qualities, business practice 

qualities, and job qualities.  This study empirically assesses perceptions of the financial 

planning professional to find those factors seen to be most important and least important 

contributing to financial planner self reported success. The data utilized within this study 

were gathered via a survey instrument developed and administered in an online format 

during the months of June and July 2008. A total of 403 geographically diverse 

respondents (4% response rate) who are members of the FPA and agree to receive email 

from the organization answered the survey. The final sample used after significant non-

response cases were eliminated was 349 respondents (3.5%). Findings of this study 

indicate that client relationships, wealth of client served, use of ethical practices, ability 

to empathize, number of clients served, client referrals, and job autonomy are among the 

most important contributors to financial planner perceived success.  

Introduction 

The financial planning profession provides a unique research opportunity for 

scholars and practitioners alike. Little if any empirical research has been conducted to 

this point conceptualizing and evaluating career success dimensions within financial 

planning. Career success dimensions such as client management, client demographic, 
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personal, job scope, and business practice factors will provide further insight into the 

perceptions of the financial planner, their job functions, and their self reported level of 

success. The purpose of this research is to analyze perceptions of these factors and to 

evaluate which factors are perceived to contribute most to the financial planner. Research 

within financial planning enhances the opportunity for working world solutions to be 

developed for the benefit of the profession and those who work daily as financial 

planners.  

Literature Review 

In the 1950’s, noted social psychologist Fritz Heider developed a theory 

explaining how individuals attribute behavior of themselves and others. Heider’s work, 

known as attribution theory, is a cognitive theory associated with success and 

interpersonal relationships (Heider, 1958). Attribution theory is the exploration of an 

individual’s awareness of cause and effect scenarios and how the outcomes of such 

scenarios affect the individual’s perception of usefulness. Heider proposed that people 

strive for prediction and understanding of daily events in order to give their lives stability 

and predictability (Heider). 

Fullin and Mills (1995) write of attribution theory as applied to the field of sports, 

whereby athletes use awareness of cause and effect scenarios to adjust performance 

output. Attribution theory divides the way an individual attributes causes to events into 

two distinct categories: external and internal. External attribution assigns causality to an 

outside factor, such as client demographics or job qualities, in the current study, or 

competition in the sports analogy. Internal attribution assigns causality to inside factors 

of the person, such as personal factors and business practices in the current study, or 
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ability and luck in the sports analogy. Thus, when one measures his or herself or 

compares his or herself to others, attribution theory is engaged by way of comparison.  

One may make these comparisons and attribute differences to either internal or 

external deficiencies. Once the deficiencies are known, the individual can adjust the 

internal or external factors to attain a desired state. In the case of an athlete, once 

deficiencies are known, adjustments to ability, effort, and task difficulty can be made. 

Mittra, Potts, and LaBrecque (2005) argue the financial planner is at times like a football 

quarterback moderating the plays of financial life around the key planning areas in a 

strategic manner. In much the same way as the quarterback athlete, the financial planner 

can learn from deficiencies and adjust strategy by way of attribution theory.  

For example, as shown in Figure 3.1, a financial planner may make comparisons 

of other planners and oneself finding potential deficiencies within the context of certain 

success contributors, such as internal attribution factors (personal qualities or business 

practices for illustration purposes) or external attribution factors (client demographics or 

job qualities for illustrative purposes). The planner may then realize any shortcomings or 

potential deficiencies and may at this point make adjustments to achieve a more desirable 

state. After an adjustment has been made, for example, working harder to develop client 

relationships, the planner will then reevaluate and the process again cycles until a 

desirable state is attained.   
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Figure 3.1. Theoretical Framework Application 

 

Career Success Dimensions 

Practically anyone involved within a profession leading to a career has at one 

point had interest in the contributors to their own success (Hall, 1976, 2002). Heslin 

(2003) argues little scholarly attention has been given to analyzing the nature of career 

success in general. Hughes (1937, 1958) operationalized career success with the 

theoretical distinction between two realms of career: objective and subjective. Hughes 

further defined the objective career as those elements directly observable (e.g., pay, 

promotion, status, rank and affiliation). The objective career, Hughes argued, could be 

easily identified, defined, measurable, and verifiable by a third party. The subjective 

career conceptualized by Hughes, is that part of a career that is experienced by the 
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individual working within the career. Subjective career dimensions, Hughes states, 

consists of individuals reactions to stimuli within the chosen career path (e.g., work/life 

balance, sense of meaning and purpose of the profession, personal growth, creativity, 

variety, and independence).  

Objective criteria have dominated much of the overall career success literature 

(Heslin, 2005); however, in recent years, studies involving subjective criteria have 

increased as more people adopt and customize the criteria within career research. As far 

back as 1934, Thorndike recognized the importance of subjective criteria important to 

career success. Thorndike conducted studies on the objective critieria, however, was one 

of the first researchers to examine factors such as job satisfaction to be an important facet 

of career success. Heslin (2005) argues four inherent assumptions are prevalent in the 

current career success literature: 1) objective outcomes (pay and/or promotions) stand as 

a measure of career success, 2) job and career satisfaction provide reactive stimuli to 

individuals’ chosen career paths, 3) people in general exhibit the same level of concern 

about success achieved by objective criteria, yet, do not exhibit the same level of concern 

regarding the subjective criteria, 4) a presumption exists that people evaluate their 

respective success relative to self referent criteria, e.g., career aspirations. Heslin states 

the scholar should transcend the assumptions and look further than merely objective 

criteria, focusing on a decent level of subjective criteria as the two together form one’s 

total career.  

Perceptions of Success and Financial Planning 

Van Auken, Hira, and Norris (1989) examined factors influencing success within 

financial planning among a study of 275 respondents practicing financial planning and 
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holding the CFP® mark. The results of this work revealed that planning professionals 

serving larger markets, offering more products and services, and using a commission 

based fee structure tend to exhibit higher income levels than those who did not exhibit 

these characteristics. Other contributors examined within this study were business 

practices such as affiliation, business structure, span of practice, operating characteristics 

such as method of making initial contact, functions performed by the planner, and client 

characteristics such as income differences among clients. This study utilized an analysis 

with a breakpoint of $50,000 as the metric for “success.” Those individuals practicing 

financial planning, holding the CFP® designation, and reporting income greater than 

$50,000 were defined as successful, whereas individuals practicing financial planning, 

holding the CFP® designation,  and reporting income less than $50,000 were defined as 

unsuccessful.  

Ross Levin (2001) calculates success holistically by way of a sophisticated tool 

developed in 1996 as a method for quantifying the success of financial planning against a 

client’s long-term life plan. If wealth of client is a measure of success, Levin integrates 

all aspects of a client’s resources “financial, emotional, physical, and spiritual (p. 93).” 

Gresham and Cooper (2001) posit a grading system for the financial planner as a tool for 

assessing success. Three components given by this study are: additional assets, referral 

business, and new business. Each component is placed into a worksheet from which the 

planner grades his or her success by comparing to client goals and expectations.  

The FPA conducted a study on compensation and staffing in 2001 claiming 

personnel management in financial advisory firms in the U.S. dramatically affected the 

success of the financial planning firm (Tibergien & Palaveev, 2001). This study showed 
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the delicate issues owners and financial planning managers’ face when dealing with 

human resource tasks. The study also identified a compensation model of paying 

competitively within the industry across firms. In particular, advantages were found in 

hiring specialized financial professionals (staffing) as well as an understanding of how 

corporate culture can limit the growth of employees of the firm. Peatey (2007) writes that 

the key to success in financial planning is the ability to provide quality service, which is 

ultimately dependent upon the quality of staff within the financial planning organization.  

Bob Veres, writing for the Journal of Financial Planning (2002) discusses 

important lessons of life and business stating how few they are in the article entitled “The 

Eternal Determinants of Success.” Veres states time and time management to be two of 

the most important keys to financial planner success.  Following this article in the same 

journal in 2003, Veres writes of a well trodden path to success for financial planners but 

is puzzled in that the path within the profession (e.g., success) is hardly ever written 

about in a scholarly fashion (Veres, 2003).  

Alexander Scholp (2004) notes that monetary gain and recognition are not the 

only keys that should be considered to financial planner success. Scholp’s argument 

bridges the great divide within general career success planning by virtue of blending the 

objective criteria of pay, promotions, and recognition with subjective criteria such as 

work/life balance. Financial advisor Cindy Vance (2004) provides a “Recipe for Success” 

rooted heavily in subjective criteria. Vance states the ingredients to success as a 

professional in the financial planning domain are trust building with the client and giving 

back to the community.  
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Harold Evensky (2005) reviews changes during the last 20 years within financial 

planning. Evensky stipulates practitioners should focus on realistic planning success, 

such as meeting client’s lifelong goals, as opposed to emphasis on performance of a 

portfolio. Evensky also notes success will no longer be measured by the planner’s ability 

to outperform other planners or fund managers, but rather how well one meets or exceeds 

a client’s long term life planning goals. Katherine Vessenes (2005) produced a quiz for 

which financial advisers could self administer to see where they relate relative to their 

peers defined as superstars, or those planners commanding a gross annual income of one 

million dollars or more and serving an average of 350 clients. Vessenes closed her article 

by stating the importance of the path to success as getting individual clients across the 

table from the planner and closing business with clients at least seven times per week.  

The College for Financial Planning conducted a study entitled “2005 Survey of 

Trends” indicating rising levels in CFP® certificant incomes as well as reporting an 

increase in job satisfaction among financial planners. The study also indicated that when 

asked about factors that contributed to their own success, planners gave the highest score 

to people and communication skills followed by referrals and having the CFP® 

designation. The study was replicated in 2007 with the same factors of people and 

communication skills holding as the number one choice by respondents as to the top 

factors contributing to their own success (O’Brien, 2007). O’Brien also states that this 

study revealed that reported earnings rise along with planner’s years in industry.  

Mahli (2005), writing of independent planner success, states the planner should 

get back to the basics of marketing fundamentals when creating a successful practice. 

Knowing the client by way of a profile can aid the planner on the course to success. 
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Mahli lists marketing functions such as referrals, targeted emails and mailing campaigns, 

public relations initiatives, community functions, benchmarking data, and best practice 

profiles to be of importance to financial planner success. Hayden (2006) developed a 

planner pyramid of success based on an idea from basketball coach John Wooden in 

which planning success is largely based on acquisition of clients that generate renewal 

income and the repetition of quality service for those clients over a lifetime. This 

logistical approach posed by Hayden creates customer loyalty over time when combined 

with high ethical standards, continued self-improvement, and a focus on innovation and 

preparation.  

Others, such as Steven Drozdeck (2005) and Gregory Gagne (2005) visualize 

success within financial planning as more of an attitude, trait, or habit. Drozdeck 

attributes success within financial planning is based around the habits and attitudes of 

staying focused, staying motivated, increasing proficiency in financial and psychological 

profiling and practice management while improving professional knowledge. Gagne 

posits practices that lead to success for financial planners include the habit of seeking to 

first understand before being understood, obtaining a field of specialization, being 

organized and keeping neat records, keeping one’s word, and always reading and 

learning. 

Many financial planners chase wealth management as a tool to find success, often 

leaving behind other important demographic groups. Amy Buttell Crane (2007) writing 

for the Journal of Financial Planning discusses a trend by American financial planners to 

ignore the middle class in favor of the wealthy. Crane states this could be an inefficient 

path to success considering the numbers within the middle class pool.  
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Bob Veres writes in Financial Planning (2007) that practice management ideas 

can create a productive success strategy. Veres cites management ideas such as efficient 

office procedures, self organizational tools and staffing methods can be a key to 

productivity. O’Toole (2008) lists seven disciplines that successful financial planners use 

in within their practice. These disciplines which include focused strategic direction, client 

relationship management strategy, and business development strategy help the planner 

examine strengths, create capacity, and establish efficiency within business practices.  

The financial planning landscape is becoming more competitive as evidenced not 

only by the sheer number of financial planners or advisors operating today but also by the 

attention the competitive landscape is receiving within the popular press. Duey (2008) 

offers ideas for financial planners in an effort to better compete within the financial 

planning profession. The ideas and tips are built on the premise that the planner has first 

chosen the correct career path. Duey states planners must position themselves in the 

career by way of a systematic process complete with mentoring, building contacts and 

referrals, relationships and trusts, as well as getting involved with the community.  

Dr. John C. Maxwell, as cited by Leyes (2006), states the key to success lies 

within three principle things: 1) successful people know their purpose in life, 2) success 

means growing to your maximum potential, and 3) success means sowing seeds to benefit 

others. In this way, one can understand that success, even for financial planners is 

something that must occur over time within a cultivation framework and mindset. Gunz 

and Heslin (2005) show a cursory search of the literature in general terms yields literally 

thousands of books and articles about career success in many different formats. More 
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specifically, within financial planning there are many different ideas regarding the 

perception of success as a financial planner. 

Data and Methodology 

Data 

The data utilized within this study were gathered via a survey instrument 

developed and administered in an online format during the months of June and July 2008. 

Contact procedures for this Web survey followed a modified Dillman Email methodology 

consisting of pre-notice, survey invitation, thank you message, and reminder emails 

(Dillman, 2000). Three days prior to the launch of the survey instrument, an 

informational pre-notice email was sent to 10,000 members of The Financial Planning 

Association (FPA) randomly selected by FPA research administrators. Following the pre-

notice, FPA administrators distributed an invitation to participate in the research survey 

to potential sample participants via an email that included an embedded Web survey link.  

Participation in the survey was voluntary and participants had the option to 

withdraw at any time without penalty. Respondents choosing to participate in the survey 

were re-directed to an online survey instrument hosted by Survey Monkey, a secure third 

party. At no time did the researcher or Survey Monkey have access to any identifying or 

highly sensitive respondent information in conjunction with the survey instrument.  

A total of 403 geographically diverse respondents (4% response rate) who are 

members of the FPA and agree to receive email from the organization answered the 

survey (for the complete listing of respondent characteristics for the full respondent 

model, please see Appendix C). This research is statistically representative of the FPA 

membership with a 5% margin of error at a 95% confidence interval. The final sample 
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used after significant non-response cases were eliminated was 311 respondents (3.1%). 

All representative data were to reflect the information given by respondents practicing 

financial services consistent with the six step financial planning process. Of those 403 

respondents, 23 cases were deleted as respondents reported job or FPA membership tasks 

not related to the financial planning process. Further, of the remaining 380 respondent 

cases, 69 additional cases were deleted due to missing or incomplete values, providing 

311 respondent cases for the final dataset.  

Upon completion or exit of the 47 question survey instrument, the respondent 

received a ‘thank you’ message including a link to an incentive drawing for a free FPA 

conference of choice. The voluntary incentive drawing was hosted completely separate 

from the initial survey. Ten days after the initial launch of the survey instrument a 

reminder email was sent to all potential sample participants by FPA administrators. The 

survey remained open from June 4th to July 3rd, 2008.  

Instrumentation 

The instrument utilized within this study comprised seven sections complete with 

47 questions. The variables utilized in this study (e.g., job autonomy and public 

recognition of the CFP® mark for illustrative purposes) are in no way all inclusive; 

however, they are important within the framework of current day financial planner 

operating environments. Some variables were found within articles in the popular press, 

some were from experts in the profession, while others were seen to be hot topics of the 

era. By working with financial planning experts, a master list of variables was created for 

the purposes of this study and further examined for content, readability, and flow. The 

instrument was pilot tested by a group of 14 individuals two weeks prior to survey 
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launch. The purpose of this pilot test was to ensure the instrument functioned properly via 

the Internet. Please see Appendix A for the complete survey.  

The first section of the instrument consisted of a question qualifying respondents 

on the basis of their job task in relation to the six step financial planning process outlined 

by CFP Board of Standards (CFP Board of Standards Code of Ethics and Professional 

Responsibility, 2007). Those respondents answering in the affirmative to the question are 

the focus of this study.  

Of particular interest to this study are the questions from section four of the 

survey instrument, as shown in Figure 3.2 below. The first question asks the respondent 

Figure 3.2. Section four questions used in this study. 

 

to rate, on a mutually exclusive scale of 1 (least important) to 5 (most important), the 

importance of which client management qualities contribute most to your success as a 

financial planning professional. Client management qualities are representative of 

internal factors of attribution theory. The choices for rank order were as follows: client 

relationships, placing client interests before personal interests, keeping clients informed, 
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choosing the right clients, and meeting clients needs. The second question asks the 

respondent to rate, on a mutually exclusive scale of 1 (least important) to 5 (most 

important), which client demographic qualities contribute most to your success as a 

financial planning professional. Client demographic qualities represent external factors of 

attribution theory. The choices for rank order were as follows: wealth of client served, 

age of client served, gender of client served, occupation of client served, and ethnicity of 

client served.  

The third question asks the respondent to rate, on a mutually exclusive scale of 1 

(least important) to 5 (most important), which personal qualities contribute most to your 

success as a financial planning professional. Personal qualities represent internal factors 

of attribution theory. The choices for rank order were as follows: my certifications and 

designations, my level of education, my membership within professional organizations 

(FPA, NAPFA, etc.), my level of experience within the planning profession, and my use 

of ethical practices.  

The fourth question asks the respondent to rate, on a mutually exclusive scale of 1 

(least important) to 5 (most important), which personal qualities contribute most to your 

success as a financial planning professional. The choices for rank order were as follows: 

my analytical ability (preference for numerical information), living a healthy lifestyle, my 

gender, my ethnicity, and my ability to empathize with my clients. 

 The fifth question asks the respondent to rate, on a mutually exclusive scale of 1 

(least important) to 5 (most important), which business practice qualities contribute most 

to your success as a financial planning professional. Business practice qualities represent 

both internal and external factors of attribution theory. The choices for rank order were as 
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follows: money I spend marketing my services, region of the country in which I practice, 

size of the firm where I am currently employed, choosing the right staff, and number of 

clients I serve.  

The sixth question asks the respondent to rate, on a mutually exclusive scale of 1 

(least important) to 5 (most important), which business practice qualities contribute most 

to your success as a financial planning professional. The choices for rank order were as 

follows: managing my time effectively, delegation of tasks, diversity of services I 

provide, sales techniques I use, and client referrals I receive.  

The seventh and final question asks the respondent to rate, on a mutually 

exclusive scale of 1 (least important) to 5 (most important), which job qualities contribute 

most to your success as a financial planning professional. Job qualities are represented by 

both internal and external factors of attribution theory. The choices for rank order were as 

follows: public recognition of the CFP® mark, having an online, (technology) presence, 

giving back to my community, making more money than other planners, and doing what I 

want, when I want to; autonomy of job. 

Methodology 

The hypothesis tested for this study is as follows. HO:  There are no client 

management, client demographic, personal, job, or business practice factor preferences 

contributing to the perceived success of an individual working as a financial planner 

within the financial planning profession. Respondents were asked to identify, from the 

seven questions, the least important to most important variables that have contributed to 

their success as a financial planning professional.  
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Each group of questions within the fourth section provided the respondent with 

five mutually exclusive categories: least important, not as important, somewhat 

important, more important, and very important. A one sample chi-square goodness of fit 

test was utilized to test the null hypothesis that the population frequencies of each 

question set within section four mentioned above happen by chance and in no preferred 

or specified order. Results from each set chi-square analyses are discussed in the results 

section below.  

Results 

Respondent Characteristics 

The 311 respondents of this survey show to be seasoned professionals with 

average number of years they have been offering advice to clients to be almost 16 years 

(15.9). Respondents to the survey were predominantly male (70.2%) Respondent 

ethnicity was predominantly Caucasian / White (89.1%).  In general the respondents are 

well educated as 46.6% hold a bachelor’s degree, 33.1% hold a master’s degree, and 8% 

hold a doctorate or a professional degree. High school, some college, and other categories 

accounted for the remaining 12.3%. 

When asked to rate their own success within the financial planning profession, 

more than 26.4% of the respondents stated they perceived themselves as very successful. 

Forty five percent (45%) stated they perceived themselves as moderately successful, 

20.9% stated they were somewhat successful, six percent (6%) stated they were only 

slightly successful with almost two percent (1.7%) stating they perceived themselves as 

unsuccessful within the financial planning profession. Respondent characteristics are 

represented in Table 3.1.  
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Table 3.1   
Respondent Characteristics,  n=311 % 
Gender  
  Male 70.2 
  Female 
 

29.8 

Ethnicity  
  African American   0.0 
  Asian or Pacific Islander   1.9 
  Caucasian / White 89.1 
  Hispanic / Latino     .3 
  Multi-Ethnic     .6 
  Native American     .6 
  Other or N/A 
 

  7.5 

Level of Education  
  High School    1.3 
  Some College    7.4 
  Bachelor’s Degree  46.6 
  Master’s Degree  33.1 
  Doctorate or Professional Degree    8.0 
  Other or N/A    3.6 
  
FINRA Security Licenses and Designations 
(More than one may apply) 

 

  Series 7  55.3 
  Series 63  46.9 
  Series 65  41.8 
  Series 6, 26  26.0 
  Series 24  19.6 
  Series 66  16.4 
  
Perceived Level of Success within the 
Financial Planning Profession 

 

  Unsuccessful   1.6 
  Slightly Successful   6.8 
  Somewhat Successful 19.6 
  Moderately Successful 45.3 
  Very Successful 26.7 
  

Data Analysis 

 Chi-Square analysis evaluates whether the proportions of individuals who fall into 

categories of a variable are equal to hypothesized values (Green & Salkind, 2005). Two 

primary assumptions were met in the selection of this data analysis: 1) the participants 

were randomly sampled and their responses were independent of each other, and 2) the 



Texas Tech University, De’Arno De’Armond, May 2009 
 

59 
 

chi-square test yields a statistic that is approximately distributed as a chi-square when the 

sample size is relatively large. This particular work focuses on a one sample chi-square 

analysis in effort to analyze if the appropriate contributing factors (e.g., client 

relationships) occur by chance, or in some other preference. The expected count for each 

level (least important to most important) of the contributing factor, based on the sample 

collected, is 62.2 (sample size of 311 / 5 levels) in each analysis.  For complete statistical 

analysis information, see Appendix D.  

An effect size coefficient was utilized to assess any significant differences 

between hypothesized proportions and sample proportions. SPSS version 14.0 used in 

this analysis does not supply an effect size index, however, in each of the respective cases 

below was computed and reported as follows:  

 

The effect size coefficient ranges in value from 0 to 1, with a value of 0 indicating that 

the sample proportions are exactly equal to hypothesized proportions, and with a value of 

1 indicating that the sample proportions are as different as possible from the hypothesized 

proportions (Green & Salkind, 2005). It should be noted that significant non-response 

cases were eliminated providing 311 respondents.  

Client management qualities 

Chi-Square analysis showed that client management qualities, given the choices 

provided, contribute to reported success as a financial planning professional, and that 

these qualities do not exist by chance alone. Of the choices rank ordered accordingly 

from the ‘least important’ to ‘most important’ (client relationships, placing client interests 

before personal interests, keeping clients informed, choosing the ‘right’ clients, and 
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meeting clients needs) all variables within the goodness of fit test showed significance, 

thus, rejecting the null hypothesis that these variables occur by chance alone.  

Upon further analysis examining effect size of the Chi-Square (Green & Salkind, 

2005) the variable ‘choosing the ‘right’ clients,’ Χ2 (4, N = 311) = 321.27, p < .01, was 

found to have the largest effect size, .26, differing most from the expected frequency of 

62.2, and was answered in the ‘least important’ direction. Of 311 respondents, 186 listed 

‘choosing the right client’ to be the least important consideration of client management 

qualities contributing to their perceived success as a financial planning professional. 

Other significant variables and effect size were as follows: keeping clients informed, Χ2 

(4, N = 311) = 177.83, p < .01, effect size .14, answered ‘not as important,’ placing client 

interests before personal interests, Χ2 (4, N = 311) = 139.21, p < .01, effect size .11, 

answered ‘most important,’ meeting clients needs, Χ2 (4, N = 311) = 82.81, p < .01, 

effect size .07, answered ‘somewhat important,’ and client relationships, Χ2 (4, N = 311) 

= 82.49, p < .01, effect size .07, answered ‘most important’ as shown in Figure 3.3. 

Figure 3.3. Chi-square model summary results, client management qualities. 

 

Client demographic qualities 

Of the choices given to planners and rank ordered from the ‘least important’ to 

‘most important’ (wealth of client, age of client, gender of client, occupation of client, 
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and ethnicity of client) all variables within the goodness of fit test showed significance, 

thus, rejecting the null hypothesis that these variables occur by chance alone. Examining 

effect size of the Chi-Square, the variable ‘ethnicity of client,’ Χ2 (4, N = 311) = 762.88, 

p < .01, was found to have the largest effect size, .61, differing most from the expected 

frequency of 62.2, and was answered in the ‘least important’ direction. Of 311 

respondents, 255 touted ‘ethnicity of client’ to be the least important consideration of 

client demographic qualities contributing to their perceived success as a financial 

planning professional. Other significant variables and effect size were as follows: wealth 

of client served, Χ2 (4, N = 311) = 409.08, p < .01, effect size .33, answered ‘most 

important,’ age of client served, Χ2 (4, N = 311) = 223.71, p < .01, effect size .18, 

answered ‘more important,’ gender of client served, Χ2 (4, N = 311) = 221.04, p < .01, 

effect size .18, answered ‘not as important,’ and occupation of client served, Χ2 (4, N = 

311) = 144.13, p < .01, effect size .12, answered ‘somewhat important’ as shown in 

Figure 3.4.  

Figure 3.4. Chi-square model summary results, client demographic qualities. 

 

Financial planner personal qualities 

Of the choices given to planners and rank ordered from the ‘least important’ to ‘most 

important’ (my certifications and designations, my level of education, my memberships 
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within professional organizations, my level of experience within the planning profession, 

my use of ethical practices) all variables within the goodness of fit test showed 

significance, thus, rejecting the null hypothesis that these variables occur by chance 

alone. Examining effect size of the Chi-Square, shown in Figure 3.5,  the variable ‘my 

membership within professional organizations,’ Χ2 (4, N = 311) = 390.27, p < .01,  

Figure 3.5. Chi-square model summary results, personal qualities, set A. 

 

was found to have the largest effect size, .31, differing most from the expected frequency 

of 62.2, and was answered in the ‘least important’ direction. Of 311 respondents, 195 

listed ‘my membership within professional organizations’ to be the least important 

consideration of personal qualities contributing to their perceived success as a financial 

planning professional. Other significant variables and effect size were as follows: my use 

of ethical practices, Χ2 (4, N = 311) = 246.03, p < .01, effect size .20, answered ‘most 

important,’ my level of experience within the financial planning profession, Χ2 (4, N = 

311) = 137.34, p < .01, effect size .11, answered ‘more important,’ my level of education, 

Χ2 (4, N = 311) = 75.70, p < .01, effect size .06, answered ‘not as important,’ and my 

certifications and designations, Χ2 (4, N = 311) = 66.96, p < .01, effect size .05, answered 

‘somewhat important.’  



Texas Tech University, De’Arno De’Armond, May 2009 
 

63 
 

A second set of financial planner personal qualities was also tested during this 

study. Of the choices given to planners and rank ordered from the ‘least important’ to 

‘most important’ (my analytical ability or preference for numbers, living a healthy 

lifestyle, my gender, my ethnicity, and my ability to empathize with my clients) all 

variables within the goodness of fit test showed significance, thus, rejecting the null 

hypothesis that these variables occur by chance alone. Examining effect size of the Chi-

Square, shown in Figure 3.6, the variable ‘my ethnicity,’ Χ2 (4, N = 311) = 620.21, p <  

Figure 3.6. Chi-square model summary results, personal qualities, set B.  

 

.01, was found to have the largest effect size, .50, differing most from the expected 

frequency of 62.2, and was answered in the ‘least important’ direction. Of 311 

respondents, 234 listed ‘my ethnicity’ to be the least important consideration of personal 

qualities contributing to their perceived success as a financial planning professional. 

Other significant variables and effect size were as follows: my ability to empathize with 

my clients, Χ2 (4, N = 311) = 476.18, p < .01, effect size .38, answered ‘most important,’ 

my analytical ability (preference for numbers), Χ2 (4, N = 311) = 316.32, p < .01, effect 

size .25, answered ‘more important,’ living a healthy lifestyle, Χ2 (4, N = 311) = 263.55, 

p < .01, effect size .21, answered ‘somewhat important,’ and my gender, Χ2 (4, N = 311) 

= 238.03, p < .01, effect size .19, answered ‘not as important’ as shown in figure 3.6.  
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Financial planner business practice qualities 

Of the choices given to planners and rank ordered from the ‘least important’ to 

‘most important’ (money I spend marketing my services, region of the country in which I 

practice, size of the firm where I am currently employed, choosing the right staff, and 

number of clients I serve) all variables within the goodness of fit test showed 

significance, thus, rejecting the null hypothesis that these variables occur by chance 

alone. Examining effect size of the Chi-Square, the variable ‘number of clients I serve,’ 

Χ2 (4, N = 300) = 187.38, p < .01, was found to have the largest effect size, .16, differing 

most from the expected frequency of 60, and was answered in the ‘most important’ 

direction. Of 300 respondents, 140 listed ‘number of clients I serve’ to be the most 

important consideration of business practice qualities contributing to their perceived 

success as a financial planning professional. Other significant variables and effect size 

were as follows: money I spend marketing my services, Χ2 (4, N = 300) = 153.03, p < 

.01, effect size .13, answered ‘least important,’ choosing the right staff, Χ2 (4, N = 300) = 

68.57, p < .01, effect size .06, answered ‘more important,’ size of the firm where I am 

currently employed, Χ2 (4, N = 300) = 52.07, p < .01, effect size .04, answered 

‘somewhat important,’ and region of the country in which I practice, Χ2 (4, N = 300) = 

47.48, p < .01, effect size .04, answered ‘not as important’ as shown in Figure 3.7.   

Figure 3.7. Chi-square model summary results, financial planner business practice 

qualities, set A. 
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A second set of business practice qualities was also tested during this study. Of 

the choices given to planners and rank ordered from the ‘least important’ to ‘most 

important’ (managing my time effectively, delegation of tasks, diversity of services I 

provide, sales techniques I use, and client referrals I receive) all variables within the 

goodness of fit test showed significance, thus, rejecting the null hypothesis that these 

variables occur by chance alone. Examining effect size of the Chi-Square, the variable 

‘sales techniques I use,’ Χ2 (4, N = 300) = 311.57, p < .01, was found to have the largest 

effect size, .26, differing most from the expected frequency of 60, and was answered in 

the ‘least important’ direction. Of 300 respondents, 178 listed ‘sales techniques I use’ to 

be the least important consideration of business practice qualities contributing to their 

perceived success as a financial planning professional. Other significant variables and 

effect size were as follows: client referrals I receive, Χ2 (4, N = 300) = 173.08, p < .01, 

effect size .14, answered ‘most important,’ delegation of tasks, Χ2 (4, N = 300) = 83.97, p 

< .01, effect size .07, answered ‘not as important,’ managing my time effectively, Χ2 (4, 

N = 300) = 83.73, p < .01, effect size .07, answered ‘most important,’ and diversity of 

services I provide, Χ2 (4, N = 300) = 38.4, p < .01, effect size .03, answered ‘somewhat 

important’ as shown in Figure 3.8.  

Figure 3.8. Chi-square model summary results, financial planner business practice 

qualities, set B. 
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Financial planner job qualities 

Of the choices given to planners and rank ordered from the ‘least important’ to 

‘most important’ (public recognition of the CFP® mark, having an online ‘technology’ 

presence, giving back to my community, making more money than other planners, and 

doing what I want, when I want to ‘autonomy of job’) all variables within the goodness 

of fit test showed significance, thus, rejecting the null hypothesis that these variables 

occur by chance alone. Examining effect size of the Chi-Square, the variable ‘making 

more money than other planners,’ Χ2 (4, N = 300) = 340.43, p < .01, was found to have 

the largest effect size, .28, differing most from the expected frequency of 60, and was 

answered in the ‘least important’ direction. Of 300 respondents, 181 listed ‘making more 

money than other planners’ to be the least important consideration of job qualities 

contributing to their perceived success as a financial planning professional. Other 

significant variables and effect size were as follows: doing what I want, when I want; 

autonomy of job, Χ2 (4, N = 300) = 254.77, p < .01, effect size .21, answered ‘most 

important,’ online (technology) presence, Χ2 (4, N = 300) = 73.6, p < .01, effect size .06, 

answered ‘not as important,’ giving back to my community, Χ2 (4, N = 300) = 68.63, p < 

.01, effect size .06, answered ‘more important,’ and public recognition of the CFP® 

mark, Χ2 (4, N = 300) = 55.83, p < .01, effect size .05, answered ‘more important’ as 

shown in Figure 3.9. 

Figure 3.9. Chi-square model summary results, financial planner job qualities. 
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Discussion 

The accuracy of self reported data can be questioned and shown to be limited in 

scope. Only the members of FPA responded to this survey creating a localized respondent 

pool that could limit external reliability. An important variable utilized within this study, 

perceived level of success, is perceptual in nature. Questions of a rank ordered nature 

receive criticism in that respondents may feel forced to answer based on factors that may 

or may not be applicable to the individual. The factors important to financial planning 

and those shown to be contributing to the financial planner’s success are in no way an 

exhaustive list of all possible factors, however, a review of the literature and expert 

content validity were utilized in the research process.  

Client management qualities are important to the financial planning professional 

in that without a solid understanding of the client, there’s no financial planner 

marketplace. This study has shown that when asked about client management qualities, 

financial planners feel that client relationships and placing the interests of the client 

before that of the planner are paramount to success as a financial planning professional, 

corresponding to the Vance (2004, p. 46) article stating “in the end it comes down to 

making your clients your number one priority.”  

Meeting the client’s needs is somewhat important to success as a financial 

planning professional and is congruent with the Evensky (2005, p. 17) article stating “we 

will need to measure the whole client, not just the portfolio.” Keeping the client informed 

of the day to day changes that may be occurring was shown to be not as important as a 

quality contributing to the success of a financial planning professional. Making a choice 
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of which client a planner serves was the quality found least important to contribute to 

success as a financial planning professional.  

When asked about client demographic factors contributing to success as a 

financial planning professional, the most important factor of the list given was wealth of 

client served. This confirms the notion that as a client’s wealth increases, so too does the 

stream of income associated to that wealth for the financial planner. The relative age of 

the client served was listed as more important as one might expect. The occupation of the 

client was seen as only somewhat important as a contributor to success as a financial 

planning professional. When examining gender of the client, most financial planners 

consider this quality to be not as important contributing to success. An overwhelmingly 

large effect was seen when examining ethnicity of client and was reported as such as the 

least important factor considered a quality contributing to the success of a financial 

planning professional.  

Two sets of questions were asked along financial planner personal quality 

dimensions. The first set of questions focused on experience and ethics, and as such, use 

of ethical practices was shown to be the most important quality of those provided 

contributing to the success of the financial planning professional. Level of experience 

was seen as more important to the success of the planning professional while the number 

of certifications and designations attained by the financial planner was seen as only 

somewhat important. Surprisingly for this sample of respondents, level of education was 

identified not as important as a quality contributing to the success of financial planning 

professionals. The lack of importance placed on education by this group could be due in 

part to the infancy of the financial planning profession, or possibly to the dynamic nature 
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of the educational backgrounds of the respondents. Quite possibly, experience may 

outweigh education within the financial planning profession, which is an idea worthy of 

future study. Memberships within professional organizations were seen as the least 

important contributor for this group of personal quality variables.  

The second set of personal quality questions showed financial planners ability to 

empathize as the most important factor contributing to success within the given choices. 

Also noted as more important was the financial planner’s analytical ability, or a 

preference for numbers. Financial planners consider living a healthy lifestyle a somewhat 

important quality contributing to their success as a financial planning professional. 

Gender of the financial planner was shown to be not as important to financial planner 

success, and ethnicity of the financial planner shown to be of least importance as a factor 

contributing to success as a financial planning professional. One might expect the planner 

to have a high proclivity for numbers given the technical nature of the job, however, for 

ability to empathize to rank higher in the ranked order as well as the goodness of fit test is 

interesting.  

Two sets of questions were asked along financial planner business practice quality 

dimensions contributing most to success within the financial planning profession. The 

first set of questions asked general questions finding the number of clients a planner 

serves to be most important of the list given when rank ordered. This finding agrees with 

Hayden (2006) stating success is largely based on the acquisition of clients that generates 

renewal income. Choosing the right staff was found as more important with size of firm 

being somewhat important. Region of practice was seen as not as important and money 

spent marketing services was ranked as the least important.  
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The second set of questions regarding business practice qualities found that client 

referrals are most important to the financial planner among the choices of the question. 

Time management also ranked more important to the financial planner. Surprisingly, 

diversity of services provided by the planner rated only somewhat important among the 

group of variables within the question. Delegation of tasks, not as important and sales 

techniques utilized was seen as the least important among the choices provided.  

The last set of questions from section four consisted of job qualities that 

contribute most to financial planning professional success. It is no surprise that this 

particular group of respondents value job autonomy as most important to their success as 

a financial planning professional. Interestingly, both giving back to the community and 

the public perception of the CFP® were indicated as more important among the choices 

provided. Having an online, technology presence was seen to be not as important. The 

concept of making more money than other financial planners was seen as the least 

important job quality contributing to success as a financial planning professional.  

Implications and Conclusions 

Seven different dimensional areas of financial planner perceptions were 

empirically tested within this study. Each area presented significance with regard to the 

goodness of fit test showing that these variables regarding client management qualities, 

client demographics, financial planner personal qualities, business practice qualities, and 

job qualities are important to financial planner perceived level of success.  

One major understanding exists at this point considering this study; more research 

is needed to further understand the true perceptions of the financial planner. Client 

relationships were listed as most important contributing to financial planner perceived 
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success, however, keeping the client informed was not as important showing a gap that 

intuitively leads one to believe client relationships can be improved. If the planner truly 

places client interests before personal interests, need he or she not also inform the client? 

Or, possibly, does too much information given to certain types of clients yield less 

relationship between planner and client? Some clients may not want to be burdened with 

extreme amounts of information, or information that may be too technical or complicated.  

Client demographics are important to the financial planner as one might expect. 

Wealth of client topped the analysis as a most important contributor to financial planner 

perceived success. The implication is that financial planners are targeting high net wealth 

individuals, thus, possibly forgoing other crucial client bracket areas needing financial 

planning services.  

Memberships within professional organizations were shown to be significant in 

the least important direction as a contributor to financial planner perceived success. Quite 

possibly the financial planner envisions activities within organizations as administrative 

costs. The implication for this finding is that organizations need to do a better job of 

providing value-add for the services provided members. Certifications and designations 

were shown to be somewhat important to the financial planner and his or her perceived 

success. Possibly, a benefit of membership to organizations could be certification 

programs, designations or continuing education programs.  

The ability to empathize with the client was seen as a most important contributor 

to financial planner perceived success. Financial planners understand the importance of 

being able to relate to the client. Just as empathy is most important, analytical ability was 

also indicated as more important to financial planner perceived success. Having both 
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emotional skills and analytical skills can possibly provide higher levels of financial 

planner success.  

When examining business practice qualities, financial planners understand the 

importance of the number of clients served and client referrals as most important 

contributors to financial planner perceived success. However, money spent marketing his 

or her services was shown to be a least important contributor to success. Sales techniques 

were also shown to be least important to financial planner perceived success. This implies 

that word of mouth marketing is very attractive and important to the financial planning 

professional. In good economic times, the financial planner may be able to rely on simple 

word of mouth marketing; however, in the event of tougher economic times, or in periods 

of competition, the financial planner may find an understanding of the more intricate 

functions of marketing, such as product, logistic, price, and promotion variations to be 

helpful to their respective business. An additional implication of the findings of this study 

could be that financial planners are not understanding or taking full advantage of 

marketing programs and services (e.g., sales training, advertising programs) that could 

enhance their business presence.  

The financial planner wants and possibly even craves autonomy. When 

empirically examining job quality factors, job autonomy rated most important as a 

contributor to financial planner perceived level of success. Making more money than 

other planners was of least importance to this sample of financial planners implying that 

the definition of success for financial planners, as reinforced by the literature, does not 

revolve around money alone. Giving back to the community is important to today’s 

financial planning professional as is public recognition of the CFP® designation.  
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This study has indicated the importance of client management, client 

demographic, personal, business practice, and job quality factors contributing to success 

as a financial planning professional.  The implications of this study are filled with ideas 

for future research into the individual variables important to financial planning 

professional success. Within the perceptions of the financial planner one finds there are 

indeed ideas, concepts, and practices that are perceived to be most important as 

contributing to success: client relationships, placing client interests before personal 

interests, wealth of client served, use of ethical practices, ability to empathize with the 

client, the number of clients served, managing time, client referrals, and job autonomy. 
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CHAPTER 4 

AN EMPIRICAL EXAMINATION OF PREFERENCE FOR NUMERICAL 

INFORMATION AND NEED FOR EMOTION WITHIN FINANCIAL PLANNING 

 

Abstract 

This article empirically examines the application of the scales ‘preference for 

numerical information’ (PNI) and ‘need for emotion’ (NFE) with respect to financial 

planning. The data utilized within this study were gathered via a survey instrument 

developed and administered in an online format during the months of June and July 2008. 

A total of 403 respondents (4% response rate), who are members of the Financial 

Planning Association (FPA), answered the survey. The final sample used after significant 

non-response cases were eliminated was 278 respondents (2.8%). Pearson correlation 

analysis and one way analysis of variance (ANOVA) were utilized to determine if a 

relationship exists between PNI or NFE and other variables. Results of this study indicate 

that statistically significant, positively correlated, relationships do exist between NFE and 

female financial planners, as well as between NFE and owners or partners of financial 

planning firms. The study also reveals NFE is negatively correlated and statistically 

significant with financial planners employed by small financial planning firms. 

Introduction 

In October, 2006, a group of students from Texas Tech University were tasked 

with interviewing financial planners at FPA’s national conference in Nashville. The 

interviews were conducted in effort to ask individual financial planners, the movers and 

shakers of the profession who are “very successful,” common questions in an effort to 

record information for the Financial Planning History Archives housed at the university. 
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During the course of over 30 interviews, it was observed that there were distinct 

quantitative and qualitative information processing patterns existing within the 

individuals.  

Some planners were observed to be quantitative in nature, or showing a distinct 

desire for information and interaction with others to be presented in a numerical way. 

These individuals would often state that they were on a “tight schedule,” that “time was 

money,” or that they “had a gift with numbers.” Interviews with these quantitative 

individuals, on average, lasted less than ten minutes. Other planners were observed as 

more emotional, or showing a distinct desire for interaction and information to be 

presented in a qualitative way. These individuals seemed to find pure joy expressing their 

stories, even beyond the eight-question script asked of them. Interviews with these 

individuals, unlike their quantitative peers, lasted on average one hour. Two very distinct 

patterns, one of numerical preference, the other of emotional preference was observed 

among the MVP’s (most valuable planners, as they would later be called) of financial 

planning. 

Two scale sets, utilized within the field of marketing, PNI and NFE, exist for the 

purpose of testing and assessing different individuals’ desire, or need for information to 

be represented in numerical or emotional ways. PNI and NFE are commonly utilized to 

test consumers in the marketplace regarding how much information should be available 

on packaging respective of target marketing efforts and new product roll out (Klastorin, 

2004). Some consumers, those who prefer quantitative information, demand a great deal 

of information on packaging, or even within the advertising of certain products. Other 

individuals, those who prefer qualitative information, demand information in a more 
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emotional or humanly connected way for product or messages to appeal to them. Through 

the use of research and the comparison of NFE and PNI within targeted markets, 

producers asses how much, and what type of overall product message should be 

developed.  The work of Raman, Chattopadhyay, & Hoyer (1995) and Viswanathan 

(1993), and the inception of NFE and PNI (important variables utilized within this study) 

respectively, are discussed, in detail, within the data and methodology section of this 

study.  

 Little, if any, empirical research has been conducted to this point conceptualizing 

the application of PNI and NFE to the financial planning professional. The question 

posed within this study exists to understand the possible impact NFE and PNI may have 

with the following financial planner key variables (explained in greater detail in the 

results section of this study): gender (female), education (college), ethnicity (minority), 

annual compensation, perception of success, what a planner thinks a successful planner 

should earn annually, the CFP® designation, being an owner or a partner in a financial 

planning firm, or being a financial planner of a small firm are related.  Do these 

quantitative or qualitative financial planners differ among linear combinations of these 

variables, and if so or if not, what are the implications? A Pearson correlation model is 

presented and tested in an effort to find relationships between NFE, PNI, and the other 

variables. Further, one-way analysis of variance (ANOVA) is utilized to test the model, 

and to further understand the application of NFE and PNI.  

Literature Review 

In the 1950’s, noted social psychologist Fritz Heider developed a theory 

explaining how individuals attribute behavior of themselves and others. Heider’s work, 
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known as attribution theory, is a cognitive theory associated with success and 

interpersonal relationships (Heider, 1958). The two scales, PNI and NFE, are built upon a 

cognitive theory framework to assess quantitative and qualitative dimensions of an 

individual’s behavior and the attributes of such behavior relative to others. Attribution 

theory is the exploration of an individual’s awareness of cause and effect scenarios and 

how the outcomes of such scenarios affect the individual’s perception of usefulness. 

Heider proposed that people strive for prediction and understanding of daily events in 

order to give their lives stability and predictability (Heider, 1958). The individual 

showing a proclivity for quantitative information, for example, will strive to satisfy 

informational needs in a numerical manner. The individual showing a proclivity for 

qualitative information will strive to satisfy informational needs in an emotional manner 

as well.  

Fullin and Mills (1995) write of attribution theory as applied to the field of sports, 

whereby athletes use awareness of cause and effect scenarios to adjust performance 

output. Attribution theory divides the way an individual attributes causes to events into 

two distinct categories: internal and external. External attribution assigns causality to an 

outside factor, such as total annual compensation in the current study, or competition in 

the sports analogy. Internal attribution assigns causality to inside factors of the person, 

such as NFE and PNI in the current study, or ability and luck in the sports analogy. Thus, 

when one measures himself or herself or compares himself or herself to others, attribution 

theory is engaged by way of comparison.  

One may make these comparisons and attribute differences to either internal or 

external deficiencies. Once the deficiencies are known, the individual can adjust the 
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internal or external factors to attain a desired state. In the case of an athlete, once 

deficiencies are known, adjustments to ability, effort and task difficulty can be made. 

Mittra, Potts, and LaBrecque (2005) argue that the financial planner is, at times, like a 

football quarterback moderating the plays of financial life around the key planning areas 

in a strategic manner. In much the same way as the quarterback athlete, the financial 

planner can learn from deficiencies and adjust strategy by way of attribution theory. 

For example, as shown in Figure 4.1., a financial planner may make comparisons 

of other planners and of oneself thereby finding potential deficiencies within the context 

of certain success contributors, such as internal attribution factors (NFE, PNI or gender 

for illustration purposes) or external attribution factors (total annual compensation for 

illustrative purposes).  

Figure 4.1. Theoretical Framework Application 
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The planner may then realize any shortcomings or potential deficiencies, and may, at this 

point, make adjustments to achieve a more desirable state. After an adjustment has been 

made, for example, understanding the application of NFE or PNI within financial 

planning (maybe the planner was too technical or too emotional with a client), the 

planner will then evaluate, and the process again cycles until a desirable state or balance 

is attained.   

NFE, PNI and Financial Planning 

Literature investigating the scales NFE and PNI within financial planning 

currently does not exist, as the current study proposes a new application. However, within 

the current academic and practitioner literature, traces of the applications of each scale to 

individual financial planners and their behaviors with regard to NFE and PNI can be 

observed. When an article discusses aspects of financial planning, such as success for 

illustrative purposes, NFE and PNI indicators can usually be observed within that work 

through a connection of what it takes for the financial planner to be successful.  Some 

articles will provide reasoning based on emotion (e.g., client relationships) as the key to 

success. Some articles will provide a quantitative formula for success, representative of 

PNI. The following paragraphs describe literature within financial planning that have a 

connection to NFE and / or PNI characteristics.  

From the articles presented below, one can quickly surmise the mix of 

quantitative and qualitative elements found in the literature. Author and practitioner Ross 

Levin (2001) calculates success holistically by way of a sophisticated tool developed in 

1996 as a method for quantifying the success of financial planning against a client’s long-

term life plan. If wealth of client is a measure of success, Levin integrates all aspects of a 
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client’s resources “financial, emotional, physical, and spiritual” (p. 93). Individuals 

having a high level of PNI and NFE could be drawn to the Levin article, as one calculates 

in an holistic manner incorporating emotion to the formula. Other articles are directed 

more toward an individual with high PNI. Gresham and Cooper (2001) posit a grading 

system for the financial planner as a tool for assessing success. Three components given 

by this study are: additional assets, referral business, and new business. Each component 

is placed into a worksheet from which the planner grades his or her success by comparing 

with client goals and expectations. The utilization of grading and comparing becomes an 

important role into the theoretical underpinning of the current study. This grading 

comparison (to the clients goals and expectations), made by the financial planner, is 

another example of attribution theory in action within financial planning.  

The need for emotion is shown to be important to females writing within the 

financial planning literature. Financial advisor Cindy Vance (2004) provides a “Recipe 

for Success” rooted heavily in subjective criteria. Vance states the ingredients to success 

as a professional in the financial planning domain are trust building with the client and 

giving back to the community. However, it should be noted that not just females are 

starting to incorporate the qualitative side into their articles. Hayden (2007), writing in 

Journal of Financial Planning, states the importance of stories told to the client to drive 

perspectives home are techniques ensuring the client remembers the point to be made by 

the financial planner.  

Compensation, perceptions of success relating to compensation, and the CFP® 

designation, are often a hot topics within the financial planning literature. Van Auken, 

Hira, and Norris, (1989) examined factors influencing success within financial planning 
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among a study of 275 respondents practicing financial planning and holding the CFP® 

mark. The results of this work revealed that planning professionals serving larger 

markets, offering more products and services, and using a commission based fee structure 

tend to exhibit higher income levels than those who did not exhibit these characteristics. 

This study utilized an analysis with a breakpoint of $50,000 as the metric for “success.” 

Those individuals practicing financial planning, holding the CFP® designation, and 

reporting income greater than $50,000 were defined as successful; whereas, individuals 

practicing financial planning, holding the CFP® designation,  and reporting income less 

than $50,000 were defined as unsuccessful.  

Some financial planners tend to take a purely quantitative route when looking at 

compensation. Katherine Vessenes (2005) produced a quiz for which financial advisers 

could self administer to see where they relate relative to their peers defined as superstars, 

or those planners commanding a gross annual income of one million dollars or more and 

serving an average of 350 clients (another example of attribution theory at work within 

financial planning by way of comparison). Vessenes closed her article by stating the 

importance of the path to success as getting individual clients across the table from the 

planner and closing business with clients at least seven times per week.  

Owners and partners of financial planning firms surface to the top of the literature 

headlines, especially when issues of human resources and staffing are involved. The FPA 

conducted a study on compensation and staffing in 2001 claiming personnel management 

in financial advisory firms in the U.S. dramatically affected the success of the financial 

planning firm (Tibergien & Palaveev, 2001). This study showed the delicate issues 

owners and financial planning managers’ face when dealing with human resource tasks.  
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Financial planners working for small firms become issues of the literature when 

compensation is discussed. The Tibergien and Palaveev (2001) study also identified a 

compensation model of paying competitively within the industry across firms. In 

particular, advantages were found in hiring specialized financial professionals (staffing) 

as well as an understanding of how corporate culture can limit the growth of employees 

of the firm. As examined within the above paragraphs, characteristics of NFE and PNI 

can be found to exist throughout the literature of financial planning. The literature shows 

that NFE and PNI could potentially be important concepts to financial planning that are 

in need of exploration. Possible relationships between NFE and PNI to key variables 

utilized within this study, such as gender, education, and an owner or partner in a 

financial planning firm, are also in need of exploration. These variables, how they were 

acquired, and their rationale are explained below.   

Data and Methodology 

Data 

The data utilized in this study were gathered via a survey instrument developed 

and administered online during the months of June and July 2008. Contact procedures for 

this Web survey followed a modified Dillman Email methodology consisting of pre-

notice, survey invitation, thank you message, and reminder emails (Dillman, 2000). Three 

days prior to the launch of the survey instrument, an informational pre-notice email was 

sent to 10,000 members of the Financial Planning Association (FPA) randomly selected 

by FPA research administrators. Following the pre-notice, FPA administrators distributed 

an invitation to participate in the research survey to potential sample participants via an 

email that included an embedded Web survey link.  
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Participation in the survey was voluntary and participants had the option to 

withdraw at any time without penalty. Respondents choosing to participate in the survey 

were re-directed to an online survey instrument hosted by Survey Monkey, a secure third 

party. At no time did the researcher or Survey Monkey have access to any identifying or 

highly sensitive respondent information in conjunction with the survey instrument.  

A total of 403 geographically diverse respondents (4% response rate) who are 

members of the FPA and agree to receive email from the organization answered the 

survey (for the complete listing of respondent characteristics for the full respondent 

model, please see Appendix C). This research is statistically representative of the FPA 

membership with a 5% margin of error at a 95% confidence interval. All representative 

data were to reflect the information given by respondents practicing financial services 

consistent with the six step financial planning process. Of those 403 respondents, 23 

cases were deleted as respondents reported job or FPA membership tasks not related to 

the financial planning process. Further, of the remaining 380 respondent cases, 87 

additional cases were deleted due to missing or incomplete values, providing 278 

respondent cases for the final dataset (2.8%).  

Upon completion or exit of the 47-question survey instrument, the respondent 

received a ‘thank you’ message including a link to an incentive drawing. The voluntary 

incentive drawing was hosted completely separate from the initial survey and consisted of 

free FPA conference fees to a conference of choice. Ten days after the initial launch of 

the survey instrument, a reminder email was sent to all potential sample participants by 

FPA administrators. The survey remained open from June 4th to July 3rd, 2008.  

 



Texas Tech University, De’Arno De’Armond, May 2009 
 

86 
 

Instrumentation 

The instrument utilized within this study comprised of seven sections complete 

with 47 questions. The variables utilized within this study (e.g., owners or partners in a 

firm, gender, or education for illustrative purposes) are in no way all inclusive; however, 

they are important to the day to day operating environment of the financial planner. The 

final instrument was examined by experts in the financial planning profession for content, 

readability, and flow. The instrument was pilot tested by a group of 14 individuals two 

weeks prior to survey launch. The purpose of this pilot test was to ensure the instrument 

functioned properly via the Internet. Please see Appendix A for the complete survey.  

The first section of the instrument consisted of a question qualifying respondents 

on the basis of their job task in relation to the six-step financial planning process outlined 

by CFP Board of Standards definition of financial planning (CFP Board of Standards 

Code of Ethics and Professional Responsibility, 2007). Those respondents answering in 

the affirmative to the first question were noted as financial planning professionals and 

were moved to the second section, second question, within the survey instrument. Those 

respondents answering in the negative to the first question were moved via survey skip 

logic to section five to answer the remaining sections of the survey.  

The questions used in this study are the questions from section five and six of the 

survey instrument. A set of questions asks the respondent to rate, on a scale of 1 (strongly 

disagree) to 7 (strongly agree), the level of agreement with eight questions in an effort to 

measure preference for numerical information (PNI). Preference for numerical 

information (PNI) is defined as a “preference or proclivity toward using numerical 
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information and engaging in thinking involving numerical information” (Viswanathan, 

1993).  

The preference for numerical information is most commonly utilized within the 

field of marketing to assess timing, design, and pricing of new products during the 

introduction phase (Klastorin, 2004). Consumers exhibit certain characteristics during the 

information gathering stage of the buying decision process. Some consumers, according 

to Kastorin, prefer and seek out numerical information regarding product information 

whereas some do not. PNI is representative of an internal factor of attribution theory as 

applied to this study and presented in a cross functional manner to investigate individual 

financial planners. PNI reflects a preference or proclivity, and not necessarily ability, 

toward numerical information. The PNI also focuses on numerical information rather 

than mathematical or statistical domains, and the PNI is considered relevant to a variety 

of settings rather than to a specific context. As such, the PNI encompasses the 

satisfaction, usefulness, and enjoyment individuals, such as financial planners within the 

context of this study, derive from using numerical information.   

The preference for numerical information (PNI) scale contains the following eight 

items derived from the work of Viswanathan (1993), originally a 20-point scale: 

1. I enjoy work that requires the use of numbers.  

2. I find it satisfying to solve day-to-day problems involving numbers.  

3. Numerical information is very useful in everyday life. 

4. I prefer not to pay attention to information involving numbers. 

5. I don’t like to think about issues involving numbers. 

6. I like to make calculations using numerical information.  
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7. I don’t find numerical information to be relevant for most situations.  

8. I like to go over numbers in my mind. 

It should be noted that items five and seven required reverse coding. Assessment 

for reliability and validity from eight studies each using the following respective sample 

sizes, n=93, 160, 90, 108, 174, 106, 118, and 160, respectively. All samples were 

composed of college students. Coefficient alpha estimates for the PNI were .92 and .94 

for studies 5 and 6, also tested for psychometrics. A test-retest reliability correlation from 

study 6 was .91 (p<.01). Studies 7 and 8 examined the scales validity. In study 7, PNI 

was not related to social desirability bias (r=.03) and was significantly correlated with 

need for cognition (r=.30) and with grades in statistics/quantitative courses (r=.43, r=.41, 

and r=.47).  

Numerous other estimates were reported by Viswanathan (1993), but these 

estimates pertain to a 17-item version of the scale. Numerous correlations between the 

PNI and attitudes toward math and statistics showed evidence of validity for the scale. 

Six correlations were reported that range from .51 to .74 (p<.01). Mean scores for the 

final 20-item versions were as follows. For study 6, the means were 4.64 and 4.62 for the 

test-retest interval data. In study 7, the mean for males was 4.51 and the mean for females 

was 4.76. The two means were not reported by Viswanathan as being statistically 

significant.  

A second set of questions asks the respondent to rate, on a scale of 1 (strongly 

disagree) to 5 (strongly agree), the level of agreement with 12 following questions in an 

effort to measure need for emotion (NFE). The need for emotion (NFE) is defined as “the 

tendency or propensity for individuals to seek out emotional situations, enjoy emotional 
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stimuli, and exhibit a preference to use emotion in interacting with the world” (Raman, et 

al., p. 537).  

Need for emotion studies are commonplace within the field of marketing when 

testing comparative judgments of verbal attribute labels on product packaging 

(Viswanathan & Narayanan, 1994).  Consumers, Viswanathan and Narayanan write, 

often make brand choices based on verbal or emotional information. Some consumers 

prefer or base their choice of product on emotional information. NFE is representative of 

an internal factor of attribution theory as applied to this study, and presented in a cross 

functional manner to investigate individual financial planners. Though it is suggested that 

NFE taps mainly into short-term emotions, rather than longer emotional states, NFE 

should be able to partially explain patterns of individual behavior. Though the constructs 

of affect intensity, emotional style, and affect orientation are related to NFE, it is felt that 

NFE is distinct from these constructs.  

Five aspects of the NFE construct were originally conceptualized Raman, et al. 

(1995): 1) whether a person seeks to be involved in situations where there is a potential 

for emotion-laden stimuli to be present, 2) whether a person is comfortable with and even 

enjoys experiencing such situations, 3) whether a person prefers to process emotional 

information, 4) emotional preferences and general behaviors across situations, and 5) 

emotion as a single dimension, rather than various emotional sub-dimensions.  

The principle construct Need for Emotion (NFE) contains the following 12 

questions derived from the work of Raman (1995): 

1. I try to anticipate and avoid situations where there is a likely chance of my getting 

emotionally involved. 
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2. Experiencing strong emotions is not something I enjoy very much. 

3. I would rather be in a situation where I experience little emotion than one which 

is sure to get me emotionally involved.  

4. I don’t look forward to being in situations that others have found to be emotional. 

5. I look forward to situations that I know are less emotionally involving.  

6. I like to be unemotional in emotional situations. 

7. I find little satisfaction in experiencing strong emotions.  

8. I prefer to keep my feelings under check.  

9. I feel relief rather than fulfilled after experiencing a situation that was very 

emotional.  

10. I prefer to ignore the emotional aspects of situations rather than getting involved 

in them.  

11. More often than not, making decisions based on emotions just leads to more 

errors.  

12. I don’t like to have the responsibility of handling a situation that is emotional in 

nature.  

Assessment of reliability and validity of this scale was administered by Raman et 

al., (1995) on two undergraduate samples: n=203 for scale development purposes and 

n=212 for a “hold-out” sample. The coefficient alpha estimates of internal consistency 

were .87 and .84 for the developmental and “hold-out” samples, respectively. For the 

developmental sample, item-to-total correlations ranged from .46 to .66 across the 12 

items. Mean scores and standard deviations were offered for males and females for the 

developmental sample. Female subjects (M=46.42, SD=8.97) scored significantly higher 
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on the NFE than did males (M=43.83, SD=8.54; t=2.23, p<.05), as hypothesized in the 

work of Raman, et al.  

Methodology 

The hypothesis tested for this study is as follows. HO:  There is no difference 

between a financial planner with a ‘preference for numerical information’ and a financial 

planner with a ‘preference or need for emotion’ with regard to key variables within the 

financial planning profession identified as important to this study. An evaluation of the 

linear relationship between PNI, NFE, and nine other key variables was measured using 

Pearson’s correlation. One-way analysis of variance (ANOVA) was then utilized to 

verify the findings of the Pearson’s correlation. Results from each set of analyses models 

are discussed in the results section below. 

Respondents were asked to answer questions, presented above on each of the 

constructs NFE and PNI. A delimitation of the study is that shortened versions of scales 

measuring individual PNI and NFE were utilized. Each group of questions was sum 

scaled, respectively, and tabulated to an overall score on both the preference for 

numerical information and need for emotion variables, becoming the dependent variables 

for the ANOVA models conducted.  The grouping variables of the analysis were formed 

by questions within the survey instrument identifying the demographic variables, gender, 

ethnicity, and level of education.  

Respondents were also asked to answer questions pertaining to financial planning 

such as, perceived level of success, total annual compensation earned as reported by the 

respondent, owner or partner of a financial planning firm, financial planner of a small 

firm (5 or fewer financial planners), and total annual compensation the respondent 
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perceives a successful financial planner to earn. Characteristics of the variables utilized 

are provided in the results section of this study. The dependent variable in each ANOVA 

model assumes a normal distribution for each of the populations as defined by the 

different levels of the independent variables, respectively. The variances of the dependent 

variables were each assumed the same for all populations, and the cases represent random 

samples from the populations and the scores on the test variable are independent of each 

other.   

Results 

Respondent Characteristics 

This dataset reflects information gathered from FPA members stating they 

practice the financial planning process consistent with that defined by CFP Board of 

Standards. The 278 respondents of this survey show to be seasoned professionals (See 

Table 4.1) with average number of years they have been offering advice to clients to be 

almost 16 years (15.9). Respondents to the survey are predominantly male (69.8%). Age 

ranges of the respondents are from 23 to 84 with the average respondent age being 50 

years (49.5). Respondent ethnicity is predominantly Caucasian / White (93.9%).  In 

general the respondents are well educated as 48.6% hold a bachelor’s degree, 35.6% hold 

a master’s degree, and 8.6% hold a doctorate or a professional degree. High school, some 

college, and other categories accounted for the remaining 7.2%. More than three quarters 

of the respondents hold the CFP® designation (81%).   

When asked to rate their own success within the financial planning profession, 

26.4% of the respondents state they perceive themselves as very successful. Forty five 

percent (45%) state they perceive themselves as moderately successful, 20.9% state they 



Texas Tech University, De’Arno De’Armond, May 2009 
 

93 
 

are somewhat successful, six percent (6%) state they are only slightly successful with 

almost two percent (1.7%) stating they perceive themselves as unsuccessful within the 

financial planning profession.  

Table 4.1  
Respondent Characteristics, n = 278

 

 % 
Gender  
  Male 69.8 
  Female 
 

30.2 

Ethnicity  
  African American   0.0 
  Asian or Pacific Islander   2.2 
  Caucasian / White 93.9 
  Hispanic / Latino     .4 
  Multi-Ethnic     .7 
  Native American     .7 
  Other or N/A 
 

  2.1 

Level of Education  
  High School    1.3 
  Some College    7.7 
  Bachelor’s Degree  48.2 
  Master’s Degree  34.4 
  Doctorate or Professional Degree    8.4 
  
Licenses and Designations  
  CFP®  81.0 
  
Perceived Level of Success within the 
Financial Planning Profession 

 

  Unsuccessful   1.7 
  Slightly Successful   6.0 
  Somewhat Successful 20.9 
  Moderately Successful 45.0 
  Very Successful 26.4 
  
  

Key Variables 

 A brief discussion of the variables utilized within this study is in order. PNI is 

derived as a tabulated value, based on a pre-existing scale, with (1) representing weak 

PNI to (7) strong PNI. The mean PNI score for the sample was 5.71. NFE is derived as a 
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tabulated value, based on a pre-existing scale, with (1) weak NFE to (5) strong NFE. The 

mean NFE score observed for the sample was 3.24.  

Perceived level of success, as reported by the survey respondent, was derived on a 

scale of (1) unsuccessful to (5) very successful. The mean score of perceived level of 

success was 3.91 representing a moderately successful level. Education is derived as the 

number of years in total college ranging from (0) none to (7) doctorate. The mode for 

years of education was 4.0 for the sample. Total annual compensation was derived on a 

scale of 1 to 7 with each level representing $50,000. The mean total annual compensation 

reported by the respondents was 3.59, or $179,500. Total annual compensation the 

respondent thinks a successful financial planner should earn was derived using the same 

1 to 7 scale for consistency. The mean total annual compensation a respondent of the 

survey thinks a successful financial planner should earn is 4.87, or $243,500.  

Gender (female), minority, and CFP® designation were designated as indicator 

variables within the model and the characteristic is either present or not. The variables, 

owner or partner in the firm and financial planner of a small firm (five or fewer financial 

planners working at the firm), were also coded as indicator variables. See Table 4.2 for 

descriptive details of each variable. 

Pearson Correlation Model 

Perceived success, defined in the previous paragraph, is expected to be positively 

correlated with PNI and NFE respectively. Preliminary personal interviews, conducted 

with financial planners for the Financial Planning Historical Archives to be housed at 
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Texas Tech University conducted on October 21, 2006, revealed individuals exhibiting 

the observed characteristics of either high PNI or high NFE were each regarded as very 

successful financial planners. 

  

The anticipated impact of education on PNI is positive, but the impact of 

education with regard to NFE is uncertain. More education should lead to enhanced need 

for information, but does not imply greater need for emotion. A second human capital 

variable is the earned CFP® designation. Consistent with the education variable, CFP® 

designation should tend to create a need for more information as an individual has a 

Table 4.2  
Descriptive details of variables utilized 
Variables  Minimum Maximum        Mean 
PNI 
 

3.13 7.00 5.71 

NFE 
 

1.08 5.00 3.24 

Perceived Level of Success 
 

1 5 3.91 

Education (College) 
 

0 7     4.00** 

CFP 
 

0 1     .810 

Total Annual Compensation  
 

1 7 3.59 

Total Annual Compensation a 
successful financial planner should 
earn  

 

1 7 4.87 

Owner or partner in a firm 
 

0 1     .579 

Financial planner for a small firm 
 

0 1     .281 

Gender (Female) 
 

0 1     .302 

Minority 0 1     .061 
    **Mode     
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greater understanding of the tools available within financial planning. CFP® training 

does not imply that NFE is any greater.  

 Total annual compensation, reported by the financial planners of this study, is 

expected to impact PNI in a positive manner. Highly compensated financial planners can 

be very technical people, increasing the possible correlation to PNI. It is also expected 

that annual compensation and NFE should have a positive relationship, as observation of 

individuals expressing high emotional drive are also expected to be financially 

successful. The annual compensation respondents think a successful financial planner 

should earn is also expected to be positively correlated with both PNI and NFE, for 

reasoning that is consistent with the discussion put forth regarding actual compensation. 

 An owner or partner in a financial planning firm is a stakeholder and expected to 

be positively correlated with both PNI and NFE. Generally speaking, the owner of the 

firm is taking on more risk, and should have a high information demand, raising the level 

of PNI. As an owner or partner, one expects the individual to have an emotional 

connection to the job. The owner or the partner is ultimately responsible not only for the 

day to day operation of the business, but also for the future success of the business, 

whereas the financial planner working for the small firm (defined as five or fewer 

financial planners working in the firm) may not have as emotional connection with the 

firm in that they are merely working a job. It is expected that PNI levels could be 

indifferent for the financial planner working for the small financial planning firm, but, 

that NFE would be negatively correlated, depending on the level of involvement 

(stakeholder) of the individual with the firm.  
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 The two demographic characteristics examined in the study relate to gender and 

ethnicity. It is expected that for females, NFE will be positively correlated and shown to 

be consistent with the literature (Booth-Butterfield, 1990).  Women, in general, have been 

shown to have higher levels of NFE, and the respondents of this sample are expected to 

exhibit the same characteristics. Women, in general, have also been shown to have lower 

levels of PNI when compared to men (Greenblatt, Hasenauer, & Freimuth, 1980). 

Minorities are expected to have a positive correlation with PNI, because the need for 

information is expected to be higher when cultural differences and language barriers 

exist. The relationship between minorities and NFE is uncertain. 

Data Analysis 

An analysis using Pearson’s correlation coefficient indicated that there is a 

significant positive linear relationship between female respondents of the study and need 

for emotion, r(276) = .15, p < .05. The Pearson correlation analysis also revealed a 

significant positive relationship between owner or partner of a financial planning firm 

and need for emotion, r(276) = .12, p < .05. Further, the Pearson correlation analysis 

showed a significant negative relationship between a financial planner (employee) of a 

small financial planning firm and need for emotion, r(276) = -.14, p < .05., see the results 

of the Pearson correlation analysis below in Table 4.3.  

To validate the findings of the Pearson correlation analysis, separate one-way 

analysis of variance (ANOVA) models were examined. As expected, from the previous 

correlation analysis, ANOVA identified non-significant results for relationships between 

PNI and all variables of the model. Further analysis among the variables, with regard to 

NFE, revealed statistically significant relationships with gender (female), owner or 
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partner in a firm, and financial planner at a small firm, running ANOVA’s for all 

variables. The three significant models are further identified below.  

Table 4.3  
Pearson Correlation of Key variables, n=278 
  PNI NFE 
PNI Pearson correlation 1  -.06 
 Sig. (2-Tailed) --    .29  
    
NFE Pearson correlation -.06 1 
 Sig. (2-Tailed)  .29 -- 
    
Perceived Level of Success Pearson correlation .01    .09 
 Sig. (2-Tailed) .92    .13 
    
Education (College) Pearson correlation .07  -.06 
 Sig. (2-Tailed) .27   .32 
    
Total Annual Compensation  Pearson correlation -.05   .03 
 Sig. (2-Tailed)  .39   .63 
    
Total Annual Compensation a 
successful financial planner 
should earn  

Pearson correlation 
Sig. (2-Tailed) 

-.03 
 .62 

 -.01 
   .89 

    
CFP Pearson correlation     .06   -.05 
 Sig. (2-Tailed)     .33     .37 
Table 4.3 continued    
Gender (Female) Pearson correlation     .06     .15 
 Sig. (2-Tailed)     .35     .01** 
    
Owner or partner in a firm Pearson correlation     .02     .12 
 Sig. (2-Tailed)     .77     .04* 
    
Financial planner for a small firm Pearson correlation     .02   -.14 
 Sig. (2-Tailed)     .70     .02* 
    
Minority Pearson correlation     .003   -.04 
 Sig. (2-Tailed)     .96     .50 
    

        *correlation is significant at the .05 level, ** correlation significant at the .01 level 

Need for emotion and gender: Model one 

A one-way analysis of variance was conducted to evaluate the relationship 

between need for emotion (NFE) and gender. The independent variable, gender, included 
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two levels: male and female. The dependent variable was the tabulated score of need for 

emotion. The ANOVA was significant, F(4,273) = 6.59, p = .01. The strength of the 

relationship between need for emotion and gender, as assessed by Eta Squared, was 

2.3%, η2 = .023. Post hoc tests revealed the female gender and NFE to be significantly 

higher than that for males in the sample.  

Need for emotion and owners or partners in a financial planning firm: Model two 

The second one-way analysis of variance model was conducted to evaluate the 

relationship between NFE and owners or partners of a financial planning firm. The 

independent variable, owner or partner of a financial planning firm, included two levels: 

owner or partner and other. The dependent variable, NFE, was the tabulated score of need 

for emotion. The ANOVA was significant, F(4,273) = 4.02, p = .01. The strength of the 

relationship between NFE and owner or partner of a firm, as assessed by Eta Squared, 

was 1.4%, or η2 = .014. Post hoc tests revealed the owner or partner of a financial 

planning firm and NFE to be significantly higher than that of other individuals in the 

sample.  

Need for emotion and financial planners employed at small firms: Model three 

The final one-way analysis of variance model was conducted to evaluate the 

relationship between NFE and a financial planner employed at a small firm. The 

independent variable, financial planner employed at a small firm, included two levels: 

financial planner employed at a small firm and other. The dependent variable NFE was 

the tabulated score for the need for emotion. The ANOVA was significant, F(4,273) = 

5.15, p = .02. The strength of the relationship between NFE and a financial planner 

employed at a small planning firm was 1.8%, or η2 = .018. Post hoc tests revealed the 
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financial planner employed at a small firm and NFE to be significantly higher than that of 

other individuals in the sample. The following table, Table 4.4, summarizes the three 

ANOVA models utilized for this study.  

Table 4.4  
ANOVA model summaries 
Model               IV DV F Value Sig. 

1. Gender  NFE F(4,273) = 6.59     .01** 
    

2. Owner or partner in a firm NFE F(4,273) = 1.13     .01** 
    

3. Financial planner for a 
small firm 

NFE  F(4,273) = 1.13   .02* 

  *Significant at the .05 level 
**Significant at the .01 level 

   

    
Discussion 

When analyzing the female gender and need for emotion, the finding that women 

financial planners exhibit a statistically significant relationship with NFE was interesting, 

however, not surprising. Women, in general, have been reported in other academic 

literature regarding need for emotion to be more affectively oriented (showing need for 

emotion) than men (Booth-Butterfield, 1990). The literature also states women are 

generally expected to have higher scores on NFE than men (Flett et al., 1986). Previous 

research has linked PNI (cognition) to masculinity and emotions to femininity, possibly 

suggesting an inverse correlation between the two modes (NFE and PNI) of processing 

(Greenblatt, Hasenauer, & Freimuth, 1980).  Women financial planners of this study 

show a more statistically significant positive relationship to NFE than that of their male 

counterparts.  

From previous studies mentioned above, one may gather that in general terms, 

women should score higher on NFE, and at the same time, score lower on PNI. The 

application of NFE and PNI to gender within this study is a very interesting point to 
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examine. The women financial planners of this study showed mean scores higher than the 

men of the sample on both PNI (5.80 versus 5.60) and NFE (3.37 versus 3.18) 

respectively. It could be possible that women financial planners might need to have a 

higher than average PNI to perform the technical nature of the financial planning 

profession.  

An owner or partner of a financial planning firm, from the results of this study, 

has a statistically significant, positive relationship with respect to NFE. One may surmise 

that for the owner or partner within the financial planning firm, more is at stake from a 

risk standpoint, thus potentially increasing the emotional importance of the connection to 

the business. The owner or partner of the financial planning firm is a stakeholder in that 

firm, responsible in many cases for not only taking out the trash at the end of the day, but 

also the day to day decisions that must be made for the success of the client and firm.  

Interestingly, the financial planner working for a firm of five or fewer planners 

was statistically significant and negatively correlated with NFE. For this individual, the 

workday ends and they go home without the likely pressures or responsibilities 

experienced by the owner or partner of the firm. The individual financial planning 

employee working for someone else is not likely as emotionally invested with the 

business. This planner is possibly less of a stakeholder in the firm and, not as exposed to 

the risks of the day to day business operations of the firm.  

With regard to total annual compensation earned (reported) and compensation 

respondents think a successful financial planner should earn, an interesting phenomenon 

was noted. The mean total annual compensation earned within the respondents of this 

survey is $179,500. The financial planners of this study reported that they, on average, 
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earn $179,500, and that this would represent a self perceived level of success mean of 

3.91 out of five, or moderately successful. However, when asked what they perceive a 

successful financial planner should earn in total annual compensation, the mean was 

$243,500. This begs the question as to why this potential compensation gap exists. It 

could be possible that while the financial planners of this study think they are moderately 

successful, they have yet to “arrive” in financial planning with regard to monetary 

metrics of success.   

There are definitely many different types of unique individuals working in the 

financial planning profession; however, the ethnic minorities are underrepresented.  With 

93.7% of this sample reporting to be Caucasian, the voice of minority individual planners 

did not surface in this study, and quite possibly in a broad sense, financial planning. Quite 

possibly there are many reasons that should be explored in greater detail with regard to 

minorities and their entrance to the financial planning profession.  

 Based on anecdotal information, some individuals may have a proclivity for 

information presented in a numerical fashion. Although PNI was not shown to be related 

to the variables examined within this study, this should not rule out the possibility of 

future research involving PNI and other variables important to financial planning. 

Information regarding who will and who will not volunteer to answer survey research has 

long been established (Rosenthal & Rosnow, 1975).  It is tempting to address the lack of 

PNI significance in this study to generalizations such as choice factors, e.g., individuals 

with high levels of PNI not answering the study; however, this should not be the focus, as 

the mean PNI score for the sample was 5.71 out of a possible 7.0 maximum. As this study 

has shown, women financial planners, as well as owners or partners of a firm, have 
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positive, statistically significant relationships with NFE. Financial planners working in 

small firms have a negative, statistically significant relationship with NFE.   

Implications and Conclusions 

Some financial planners will state bluntly that they are gifted with numbers, while 

others will state that they have an acute ability to empathize with clients yielding a more 

solid, trusting relationship between planner and client. What is significant, with the 

findings of this study, is that planners self reported perception of success is independent 

of whether that individual reports to have a preference for numerical information or a 

need for emotion. Moreover, those individuals observed to have high characteristics of 

PNI or NFE, according to the model, do not perceive themselves as more successful 

because of this relationship.  

In addition, women financial planners tend to show relatively higher mean scores 

with respect to both PNI and NFE when compared to men within the same sample. 

Interestingly, the statistically significant results of this study regarding women financial 

planners and owners or partners of a firm, show a connection exists with need for 

emotion. The model implies financial planners who are merely employees of small firms 

are not likely as emotionally connected with the firm. 

Although extrapolation from statistical models is limited to the sample at hand, 

from an assessment perspective, one could possibly view an individual’s score on the 

NFE and PNI scales to determine how the individual compares to the mean NFE and PNI 

scores collected within this study. One might even indicate to the individual scoring at or 

above the mean scores of this study, that a financial planning career could possibly be a 

direction worthy of exploration for the individual. If by chance the individual is female 
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and scores tested are at or above the mean scores of this study on both NFE and PNI, an 

implication could be made that a career in financial planning could be a good fit for this 

individual as well. This is not to imply that the only career befitting an individual with 

these scores is financial planning.  

The lack of minorities present within this study, and that of the FPA, is an issue 

that practitioners and academics will study for years to come. One solid implication can 

be made with regard to minorities; they are needed in the financial planning profession. 

Quite possibly it is a great time for a minority individual to become involved with 

financial planning.  

The discussion of total annual compensation and the total annual compensation 

respondents think a successful financial planner should earn provides some interesting 

implications. Quite possibly, from this result, one can imply that if success is truly based 

on a monetary amount, then, from this study, $243,500 is the total annual compensation a 

“successful” financial planner is perceived to earn. There is also an implication of a self 

fulfilling prophecy in that those individuals who think they are successful actually are 

successful, in monetary terms, according to the analysis of the dataset. There could 

possibly be a psychological effect working to the advantage of the planner who reports to 

be successful. Future studies could be conducted as follow-up to this study using the full 

scale versions of PNI and NFE respectively. The application of NFE and PNI to the key 

variables identified within this study has potentially laid the foundation for future studies 

regarding the quantitative and qualitative nature of financial planners.  
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CHAPTER 5 

SUMMARY 

This study examined aspects of success within financial planning. Objective and 

subjective factors were utilized to find the factors important to the financial planning 

profession and those important to individual financial planner success. Client 

management, client demographic, personal, business practice, and job quality factors 

were utilized to find factors predicting perceived level of success among financial 

planning professionals. Finally, preference for numerical information and need for 

emotion were examined to assess relationship to key variables identified and derived 

from financial planning.  

The purpose of this research has served to 1) analyze the manner upon which 

objective and subjective factors (such as pay, promotion, status, work/life balance) have 

contributed to the perceived level of success of individuals working as financial planners, 

2) analyze client management, client demographic, personal, job, or business practice 

factor differences contributing to the financial planning profession and to the success of 

an individual working as a financial planner, and 3) to test for differences between a 

financial planner with a preference for numerical information and a financial planner with 

respect to key variables found within the financial planning profession.  

Within this study, objective career factors such as pay, promotion, status, rank and 

subjective career factors such as work / life balance, sense of meaning and purpose of 

profession, personal growth, creativity, variety, and independence were examined. 

Individuals reporting that they are very successful financial planners stated the dependent 

variable independence was a major factor contributing to the financial planning 
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profession. Individuals reporting to be very successful financial planners cite pay, sense 

of meaning and purpose of profession, personal growth, creativity, variety and 

independence to be the most important contributors to their own personal reported 

success within financial planning.  

Client management qualities are important to the financial planning professional. 

When asked about client management qualities, financial planners feel that client 

relationships and placing the interests of the client before that of the planner are 

paramount to success as a financial planning professional. When asked about client 

demographic qualities contributing to success as a financial planning professional, the 

most important factor of the list given was wealth of client served. When asked about 

what personal qualities contribute to success as a financial planning professional, use of 

ethical practices and ability to empathize as the most important contributing factors.  

Business practices were also important to success as a financial planning professional, 

and number of clients served as well as client referrals were most important to success as 

a financial planning professional. When asked about job qualities that contribute most to 

financial planning professional success, job autonomy was the most important 

contributor.  

Preferences for numerical information and need for emotion, two well established 

construct scales, were utilized to analyze the possibility of a relationship to perceived 

level of success and other key variables within financial planning. While no relationship 

was shown to statistically exist between perceived level of success with regard to 

preference for numerical information or need for emotion, other factors were significant 

with need for emotion alone. Female financial planners, and owners or partners of a 
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financial planning firm, were found to have a positively correlated and statistically 

significant relationship to need for emotion. A financial planner working for a small firm 

was shown to have a negatively correlated statistically significant relationship to need for 

emotion.  
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Appendix A 

Instrument 

 

 



Page 1

Dissertation Instrument 1ADissertation Instrument 1ADissertation Instrument 1ADissertation Instrument 1A

The financial planning process has been defined to include the following six steps: 1) 
establishing and defining the client-planner relationship, 2) gathering client data and 
goals, 3) analyzing and evaluating client financial status, 4) developing and 
presenting financial planning recommendations and/or alternatives, 5) implementing 
the financial planning recommendations, and 6) monitoring the financial planning 
recommendations.

Within the nature of your profession, do you practice financial services consistent 
with the six step financial planning process? 

1. The nature of your profession.

*

Yes
 

nmlkj

No
 

nmlkj



Page 2

Dissertation Instrument 1ADissertation Instrument 1ADissertation Instrument 1ADissertation Instrument 1A

Please rate the importance of the following within the scope of your chosen 
profession.

Which of the following factors has contributed to your own personal success as a 
financial planning professional?

Please rate your level of success within the financial planning profession.

2. Your personal perception of success within financial planning.

*

  (1) Unimportant (2) Slightly important
(3) Somewhat 

important
(4) Important (5) Very Important

Pay nmlkj nmlkj nmlkj nmlkj nmlkj

Promotions nmlkj nmlkj nmlkj nmlkj nmlkj

Status nmlkj nmlkj nmlkj nmlkj nmlkj

Rank or affiliation nmlkj nmlkj nmlkj nmlkj nmlkj

Work / life balance nmlkj nmlkj nmlkj nmlkj nmlkj

Sense of meaning and 

purpose of my profession
nmlkj nmlkj nmlkj nmlkj nmlkj

Personal growth nmlkj nmlkj nmlkj nmlkj nmlkj

Creativity nmlkj nmlkj nmlkj nmlkj nmlkj

Variety nmlkj nmlkj nmlkj nmlkj nmlkj

Independence nmlkj nmlkj nmlkj nmlkj nmlkj

*

  (1) No contribution
(2) Slight 

contribution

(3) Somewhat of a 

contribution
(4) Solid contribution

(5) Considerable 

contribution

Pay nmlkj nmlkj nmlkj nmlkj nmlkj

Promotions nmlkj nmlkj nmlkj nmlkj nmlkj

Status nmlkj nmlkj nmlkj nmlkj nmlkj

Rank or affiliation nmlkj nmlkj nmlkj nmlkj nmlkj

Work / life balance nmlkj nmlkj nmlkj nmlkj nmlkj

Sense of meaning and 

purpose of my profession
nmlkj nmlkj nmlkj nmlkj nmlkj

Personal growth nmlkj nmlkj nmlkj nmlkj nmlkj

Creativity nmlkj nmlkj nmlkj nmlkj nmlkj

Variety nmlkj nmlkj nmlkj nmlkj nmlkj

Independence nmlkj nmlkj nmlkj nmlkj nmlkj

*
(1) Unsuccessful

 
nmlkj

(2) Slightly successful
 

nmlkj

(3) Somewhat successful
 

nmlkj

(4) Moderately successful
 

nmlkj

(5) Very successful
 

nmlkj

Other 
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Each of the following questions contain 5 statements that are considered to be qualities contributing to the success 
of financial planning professionals. 

Please select how important you consider each quality, compared to the others in the list, to be on a scale of 1 
(least important) to 5 (most important). 

Please use each ranking of 1 (least important) to 5 (most important) only once per question set.

Which client management qualities contribute most to your success as a financial 
planning professional?

Which client demographic qualities contribute most to your success as a financial 
planning professional?

Which personal qualities contribute most to your success as a financial planning 
professional?

3. Success contributors within financial planning.

*

  (1) Least Important (2) Not as Important
(3) Somewhat 

Important
(4) More Important (5) Most Important

Client relationships nmlkj nmlkj nmlkj nmlkj nmlkj

Placing client interests 

before personal interests
nmlkj nmlkj nmlkj nmlkj nmlkj

Keeping clients informed nmlkj nmlkj nmlkj nmlkj nmlkj

Choosing the "right" 

clients
nmlkj nmlkj nmlkj nmlkj nmlkj

Meeting clients needs nmlkj nmlkj nmlkj nmlkj nmlkj

*

  (1) Least Important (2) Not as Important
(3) Somewhat 

Important
(4) More Important (5) Most Important

Wealth of client served nmlkj nmlkj nmlkj nmlkj nmlkj

Age of client served nmlkj nmlkj nmlkj nmlkj nmlkj

Gender of client served nmlkj nmlkj nmlkj nmlkj nmlkj

Occupation of client 

served
nmlkj nmlkj nmlkj nmlkj nmlkj

Ethnicity of client served nmlkj nmlkj nmlkj nmlkj nmlkj

*

  (1) Least Important (2) Not as Important
(3) Somewhat 

Important
(4) More Important (5) Most Important

My certifications and 

designations
nmlkj nmlkj nmlkj nmlkj nmlkj

My level of education nmlkj nmlkj nmlkj nmlkj nmlkj

My membership within 

professional 

organizations (FPA, 

NAPFA, etc.)

nmlkj nmlkj nmlkj nmlkj nmlkj

My level of experience 

within the planning 

profession

nmlkj nmlkj nmlkj nmlkj nmlkj

My use of ethical practices nmlkj nmlkj nmlkj nmlkj nmlkj
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Which personal qualities contribute most to your success as a financial planning 
professional? 

*

  (1) Least Important (2) Not as Important
(3) Somewhat 

Important
(4) More Important (5) Most Important

My analytical ability 

(preference for numbers)
nmlkj nmlkj nmlkj nmlkj nmlkj

Living a healthy lifestyle nmlkj nmlkj nmlkj nmlkj nmlkj

My gender nmlkj nmlkj nmlkj nmlkj nmlkj

My ethnicity nmlkj nmlkj nmlkj nmlkj nmlkj

My ability to empathize 

with my clients
nmlkj nmlkj nmlkj nmlkj nmlkj
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Each of the following questions contain 5 statements that are considered to be qualities contributing to the success 
of financial planning professionals. 

Please select how important you consider each quality, compared to the others in the list, to be on a scale of 1 
(least important) to 5 (most important). 

Please use each ranking of 1 (least important) to 5 (most important) only once per question set.

Which business practice qualities contribute most to your success as a financial 
planning professional? 

Which business practices qualities contribute most to your success as a financial 
planning professional? 

Which of the following job qualities contributes most to your success as a financial 
planning professional? 

4. Success contributors within financial planning, continued.

*

  (1) Least Important (2) Not as Important
(3) Somewhat 

Important
(4) More Important (5) Most Important

Money I spend marketing 

my services
nmlkj nmlkj nmlkj nmlkj nmlkj

Region of the country in 

which I practice
nmlkj nmlkj nmlkj nmlkj nmlkj

Size of the firm where I 

am currently employed
nmlkj nmlkj nmlkj nmlkj nmlkj

Choosing the right staff nmlkj nmlkj nmlkj nmlkj nmlkj

Number of clients I serve nmlkj nmlkj nmlkj nmlkj nmlkj

*

  (1) Least Important (2) Not as Important
(3) Somewhat 

Important
(4) More Important (5) Most Important

Managing my time 

effectively
nmlkj nmlkj nmlkj nmlkj nmlkj

Delegation of tasks nmlkj nmlkj nmlkj nmlkj nmlkj

Diversity of services I 

provide
nmlkj nmlkj nmlkj nmlkj nmlkj

Sales techniques I use nmlkj nmlkj nmlkj nmlkj nmlkj

Client referrals I receive nmlkj nmlkj nmlkj nmlkj nmlkj

*

  (1) Least Important (2) Not as Important
(3) Somewhat 

Important
(4) More Important (5) Most Important

Public recognition of the 

CFP(R) mark
nmlkj nmlkj nmlkj nmlkj nmlkj

Having an online 

(technology) presence
nmlkj nmlkj nmlkj nmlkj nmlkj

Giving back to my 

community
nmlkj nmlkj nmlkj nmlkj nmlkj

Making more money than 

other planners
nmlkj nmlkj nmlkj nmlkj nmlkj

Doing what I want, when I 

want to; autonomy of job
nmlkj nmlkj nmlkj nmlkj nmlkj
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Please answer the following questions by selecting how much you agree or disagree with the following statements. 

I enjoy work that requires the use of numbers.

I find it satisfying to solve day-to-day problems involving numbers.  

Numerical information is very useful in everyday life.

I prefer not to pay attention to information involving numbers.

5. Your preference for types of information.

Strongly 

Disagree
gfedc Disagree

 
gfedc Somewhat 

Disagree
gfedc Neutral

 
gfedc Somewhat 

Agree
gfedc Agree

 
gfedc Strongly 

Agree
gfedc

Strongly 

Disagree
gfedc Disagree

 
gfedc Somewhat 

Disagree
gfedc Neutral

 
gfedc Somewhat 

Agree
gfedc Agree

 
gfedc Strongly 

Agree
gfedc

Strongly 

Disagree
gfedc Disagree

 
gfedc Somewhat 

Disagree
gfedc Neutral

 
gfedc Somewhat 

Agree
gfedc Agree

 
gfedc Strongly 

Agree
gfedc

Strongly 

Disagree
gfedc Disagree

 
gfedc Somewhat 

Disagree
gfedc Neutral

 
gfedc Somewhat 

Agree
gfedc Agree

 
gfedc Strongly 

Agree
gfedc



Page 7
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Please answer the following questions by selecting how much you agree or disagree with the following statements. 

I don’t like to think about issues involving numbers. 

I like to make calculations using numerical information. 

I don’t find numerical information to be relevant for most situations.  

I like to go over numbers in my mind.

6. Your preference for types of information, continued.

Strongly 

Disagree
gfedc Disagree

 
gfedc Somewhat 

Disagree
gfedc Neutral

 
gfedc Somewhat 

Agree
gfedc Agree

 
gfedc Strongly 

Agree
gfedc

Strongly 

Disagree
gfedc Disagree

 
gfedc Somewhat 

Disagree
gfedc Neutral

 
gfedc Somewhat 

Agree
gfedc Agree

 
gfedc Strongly 

Agree
gfedc

Strongly 

Disagree
gfedc Disagree

 
gfedc Somewhat 

Disagree
gfedc Neutral

 
gfedc Somewhat 

Agree
gfedc Agree

 
gfedc Strongly 

Agree
gfedc

Strongly 

Disagree
gfedc Disagree

 
gfedc Somewhat 

Disagree
gfedc Neutral

 
gfedc Somewhat 

Agree
gfedc Agree

 
gfedc Strongly 

Agree
gfedc
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Please answer the following questions by selecting how much you agree or disagree with the following statements.

I try to anticipate and avoid situations where there is a likely chance of my getting 
emotionally involved.

Experiencing strong emotions is not something I enjoy very much.

I would rather be in a situation where I experience little emotion than one which is 
sure to get me emotionally involved. 

I don’t look forward to being in situations that others have found to be emotional. 

I look forward to situations that I know are less emotionally involving. 

I like to be unemotional in emotional situations.

7. Your situational preference.

Strongly Disagree
 

gfedc Disagree
 

gfedc Neutral
 

gfedc Agree
 

gfedc Strongly Agree
 

gfedc

Strongly Disagree
 

gfedc Disagree
 

gfedc Neutral
 

gfedc Agree
 

gfedc Strongly Agree
 

gfedc

Strongly Disagree
 

gfedc Disagree
 

gfedc Neutral
 

gfedc Agree
 

gfedc Strongly Agree
 

gfedc

Strongly Disagree
 

gfedc Disagree
 

gfedc Neutral
 

gfedc Agree
 

gfedc Strongly Agree
 

gfedc

Strongly Disagree
 

gfedc Disagree
 

gfedc Neutral
 

gfedc Agree
 

gfedc Strongly Agree
 

gfedc

Strongly Disagree
 

gfedc Disagree
 

gfedc Neutral
 

gfedc Agree
 

gfedc Strongly Agree
 

gfedc
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Please answer the following questions by selecting how much you agree or disagree with the following statements.

I find little satisfaction in experiencing strong emotions. 

I prefer to keep my feelings under check. 

I feel relief rather than fulfilled after experiencing a situation that was very 
emotional. 

I prefer to ignore the emotional aspects of situations rather than getting involved in 
them. 

More often than not, making decisions based on emotions just leads to more errors. 

I don’t like to have the responsibility of handling a situation that is emotional in 
nature. 

8. Your situational preference, continued.

Strongly Disagree
 

gfedc Disagree
 

gfedc Neutral
 

gfedc Agree
 

gfedc Strongly Agree
 

gfedc

Strongly Disagree
 

gfedc Disagree
 

gfedc Neutral
 

gfedc Agree
 

gfedc Strongly Agree
 

gfedc

Strongly Disagree
 

gfedc Disagree
 

gfedc Neutral
 

gfedc Agree
 

gfedc Strongly Agree
 

gfedc

Strongly Disagree
 

gfedc Disagree
 

gfedc Neutral
 

gfedc Agree
 

gfedc Strongly Agree
 

gfedc

Strongly Disagree
 

gfedc Disagree
 

gfedc Neutral
 

gfedc Agree
 

gfedc Strongly Agree
 

gfedc

Strongly Disagree
 

gfedc Disagree
 

gfedc Neutral
 

gfedc Agree
 

gfedc Strongly Agree
 

gfedc
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Please answer the following questions regarding information about yourself. 

Gender (please select one)

Please select the choice that describes your ethnicity:

Please select your level of education:

Please select the licenses and designations that apply to you:

9. Demographic information.

Male
 

nmlkj

Female
 

nmlkj

African American/Black
 

gfedc

Asian or Pacific Islander
 

gfedc

Caucasian/White
 

gfedc

Hispanic/Latino
 

gfedc

Multi-Ethnic
 

gfedc

Native American
 

gfedc

Other (please specify)
 

 
gfedc

High School
 

gfedc

Some College
 

gfedc

Bachelor's
 

gfedc

Master's
 

gfedc

Doctorate and/or Professional Degree
 

gfedc

Other (please specify)

CFA
 

gfedc

CFP(R)
 

gfedc

ChFC
 

gfedc

CLU
 

gfedc

CMPS
 

gfedc

CPA
 

gfedc

EA
 

gfedc

JD
 

gfedc

PFS
 

gfedc

NONE of the above
 

gfedc

Other (please specify)
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Please select all FINRA Security Licenses that apply to you:

Please select all associations and other affiliations to which you belong:

Within my profession, "I hold myself out to the majority of my clients as..." (select all 
that apply)

I have been offering financial (and/or related) advice to clients for how many years:
(answer in years)

Series 2
 

gfedc

Series 6, 26
 

gfedc

Series 7
 

gfedc

Series 24
 

gfedc

Series 8
 

gfedc

Series 12
 

gfedc

Series 22, 39
 

gfedc

Series 27, 54
 

gfedc

Series 52, 53
 

gfedc

Series 63
 

gfedc

Series 65
 

gfedc

Series 66
 

gfedc

NONE of the above
 

gfedc

Other (please specify)

American Institute of Certified Public Accountants
 

gfedc

Certified Mortgage Planning Specialist Institute
 

gfedc

Financial Planning Association
 

gfedc

Investment Adviser Association
 

gfedc

Investment Management Consultants Association
 

gfedc

National Association of Personal Financial Advisors
 

gfedc

Society of Financial Services Professionals
 

gfedc

National Association of Insurance and Financial Advisors
 

gfedc

Other (please specify)

Accountant
 

gfedc

Attorney
 

gfedc

Banker
 

gfedc

Broker/Dealer Executive
 

gfedc

Estate Planning Professional
 

gfedc

Financial Planner
 

gfedc

Financial Services Corporate Executive/Wholesaler
 

gfedc

Insurance Professional
 

gfedc

Investment Manager
 

gfedc

Mortgage Planner
 

gfedc

Planned Giving Specialist
 

gfedc

Registered Investment Advisor
 

gfedc

Stockbroker/Registered Rep.
 

gfedc

Wealth Manager
 

gfedc

Other (please specify)
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Please list your current age:

Number of financial advisers working in your office/firm location:

Which best describes your current position?

Please select the region of The United States in which your business/firm is located. 

Select the method you utilize to charge clients for services (select all that apply):

(in years)

Sole Practitioner
 

gfedc

2-5
 

gfedc

6-10
 

gfedc

11-50
 

gfedc

51-100
 

gfedc

101 +
 

gfedc

Not Applicable
 

gfedc

Owner/Partner
 

gfedc

Employee
 

gfedc

Independent Contractor
 

gfedc

Other (please specify)

Northeast
 

gfedc

Southeast
 

gfedc

Midwest
 

gfedc

Southwest
 

gfedc

West
 

gfedc

Other (If not in the U.S., please specify)

Fee (initial, hourly, and / or retainer)
 

gfedc

Fee based on percentage of assets managed
 

gfedc

Commissions
 

gfedc

Trail fees
 

gfedc

Redemption fees
 

gfedc

Account fees
 

gfedc

Other (please specify)
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Please indicate the number of hours (choose only one range) that best represents 
your typical work week:

Please indicate your annual total compensation range:

Please indicate the annual total compensation range you think a successful financial 
planner should earn:

0-20
 

gfedc

21-40
 

gfedc

41-50
 

gfedc

51-60
 

gfedc

>60
 

gfedc

$ 0 to $50,000
 

gfedc

$51,000 to $100,000
 

gfedc

$101,000 to $150,000
 

gfedc

$151,000 to $200,000
 

gfedc

$201,000 to $250,000
 

gfedc

$251,000 to $300,000
 

gfedc

greater than $300,000
 

gfedc

$ 0 to $50,000
 

gfedc

$51,000 to $100,000
 

gfedc

$101,000 to $150,000
 

gfedc

$151,000 to $200,000
 

gfedc

$201,000 to $250,000
 

gfedc

$251,000 to $300,000
 

gfedc

greater than $300,000
 

gfedc
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On behalf of the Financial Planning Association and Texas Tech University, we would like to thank you for your time. 

We hope to share a summary of this study at an upcoming FPA conference. To receive a copy of the results of this 
study, please email Dr. Dottie Durband, dottie.durband@ttu.edu, or send your written request to Dr. Dottie Durband, 
Attn: FPA De'Armond Study on Success in PFP, Division of Personal Financial Planning, Texas Tech University, Mail 
Stop 1210, Lubbock, Texas 79409.

Again, Thank YOU!!!

10. Thank YOU!



Texas Tech University, De’Arno De’Armond, May 2009 
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Title:  Success within the Personal Financial Planning Profession 
Principal Investigator:  Dorothy B. Durband, Ph.D. 
Co-Investigator:   De’Arno D. De’Armond, M.B.A., Doctoral Candidate 
Date Submitted:  February 27, 2008 
 
I. Rationale: 

The global financial services industry generated $564 billion in 2005 (Data Monitor, 2005).  
As part of the larger global industry, the financial planning industry is broken into two key 
interdependent fields, investment advice and the financial planning services field. Within 
these two fields, the financial planning practitioner operates within over 300,000 firms on a 
daily basis (2006 Financial Planning Services).  

 
As compared to other industries, the field of professional accountants for example, little, if 
any empirical research has been completed in an effort to associate elemental details such as 
a.) how individuals participating in financial planning functions define success, and b.) how 
certain skill sets contribute to success, and c.) how knowledge and understanding of these 
elemental details may impact individuals working within the financial planning profession. 
This lack of empirical research may be due in part to the infancy of financial planning as a 
more organized, necessary, and respected profession or field.  

 
Studies conducted within the financial planning field; such as the one proposed here, help 
academics further understand the financial planning field and help financial planning 
practitioners conduct more efficient and effective business practices. This study could 
potentially benefit academics studying the financial planning profession and also financial 
planning practitioners who desire to hire or train employees within their respective firm, or 
wish to become more efficient within their respective business environment.  

 
II. Subjects: 

(a) The specific population of human subjects for this study involves members of The 
Financial Planning Association (FPA). The Financial Planning Association, as stated in 
their mission statement, connects those who need, support and deliver financial planning. 
The FPA and its 28,000 members are one of the best sources for finding experts (to be 
defined as individuals at different levels by varied designations, Certified Financial 
Planner, CFP® for example) from which to provide key industry opinions.  

(b) Each participant will be recruited via a series of three email message, see Attachment D-
F, sent to members of the FPA administered by FPA. Participants will be 18 years of age 
or older. 

 
III. Procedures: 

(a) Texas Tech University Personal Financial Planning faculty and students work closely 
with the FPA in effort to foster a genuine working relationship. Contact procedures for 
this Web survey follow a modified Dillman E-Mail methodology (Dillman 2000, pp. 367-
71) consisting of prenotice, survey invitation, thank you message, and reminder emails. 
Three days prior to the launch of the survey instrument, an informational prenotice email 
(see Attachment C) will be sent to all FPA members via an FPA representative. FPA will 
distribute, via email, an invitation (see Attachment D, Invitation to Survey) to all FPA 



   

members soliciting participation in the research study via an embedded Web survey link. 
Respondents that choose to take the survey will have the opportunity to complete the 
voluntary Web survey. Upon completion of the survey a “Thank You” message will be 
displayed to the respondent (see Attachment E, Thank You Message). A separate link for 
the incentive drawing (see section (c) below) requiring an ‘opt in’ will appear on the 
thank you page (see Attachment E). Should the respondent choose to be in the drawing 
for incentives, basic information such as name and email address will be captured 
separately for the drawing. Winners will be notified via email by an FPA administrator at 
a later time. Ten days after the initial launch of the Web survey for this study, a reminder 
email (see Attachment F, Reminder Email) will be sent to all FPA members administered 
via an FPA representative.  

(b) No risks or hazards more than negligible probability and/or severity including possible 
delayed effects are related to this research. All data collection and analyses will be 
conducted with strict confidentiality. The Web survey instrument will not have 
identification numbers. Subject names and/or email addresses will never be associated 
with either the responses or results. The Web survey link is provided by Survey Monkey 
professional edition and all respondent data is two-way encrypted via secure socket layer 
(SSL-3) security protocol. The faculty investigator (dissertation chair) and the student co-
PI will have access to the data. Only the student co-PI will have access to the surveys. At 
no time will the researcher or Survey Monkey have access to any identifying or highly 
sensitive respondent information in conjunction with the survey instrument to be used in 
the study such as email addresses, etc., as called for within the Texas Tech University 
Institutional Review Board Electronic Data Policy Statement issued in October, 2007.  
Incentive drawing information will be collected separately and housed via SSL and stored 
on encrypted Survey Monkey (host) equipment. Survey Monkey policy (link reference 
available in the references area of this proposal) dictates that at no time will individuals 
within the Survey Monkey organization have access to the decryption algorithm, nor will 
any employee use the data to harass, steal from, embarrass or contact participants in any 
way. Participation in the survey is voluntary and participants may withdraw from the 
study at any time without penalty.  

(c) To this group, an electronic survey instrument, developed with the utmost of standards for 
both privacy and anonymity, will be deployed electronically. Participation is not 
required; however, incentives such as drawings for future membership and conference 
dues to FPA, electronic organizers, and other electronic media such as storage drives will 
be given for those who choose to participate. 

 
IV. Adverse events and liability: 

This proposed research does not expose or increase risks for subjects more than minimally 
beyond ordinary risks of daily life, and as such no specific liability plan is offered. 

 
V. Consent form: 

Due to the confidential nature of this study, as opposed to requiring respondents to sign and 
return the consent form, completing the Web survey (Attachment G, Instrument) and 
submitting it will be regarded as a respondent’s voluntary agreement to participation in this 
study. We are requesting exempt status and therefore waiver of the consent form. Please see 
attached Waiver of Written Consent Form (Attachment B).  



   

 
Attachments:  

(a) Claim for exemption form 
(b) Waiver of Written Consent Form 
(c) Prenotice Informational Email 
(d) Invitation to Survey 
(e) Thank You Page 
(f) Reminder Email 
(g) Instrument



   

Attachment C, Informational Prenotice Email Regarding Upcoming Survey.  
 
Informational email to be sent to  FPA member from FPA representative 3 days prior to launch 
of the survey: 
 
Subject Line:  Invitation to upcoming survey. You could win free FPA Membership Dues! 
 
Body: 
 
The Financial Planning Association, in conjunction with Texas Tech University, would like to 
inform you that in the coming days an opportunity for you to contribute to a study on success 
within the financial planning profession will be conducted.  
 
This brief 12 to 18-minute Web survey is the product of ongoing research at Texas Tech and will 
concentrate efforts on providing members of FPA insight into contributing factors of success 
within the financial planning field. As a special way of saying thank you for your participation, 
we are offering individuals who complete the study a drawing for a chance to win FPA 
Membership Dues and or future Conference Registration Dues.  
 
Please watch for the upcoming survey from FPA and Texas Tech University. As a member of 
FPA, you have been identified as an individual that cares greatly about the future success of 
financial planning. Your voluntary feedback and comments are needed for this study to be a 
great success, however, please know that you are free to exit the study at anytime without 
penalty.  
 
All the best,  
 
 
Signature line 
 



   

Attachment D, Invitation to Survey 
 
Sample solicitation email to be generated to FPA member from FPA representative: 
 
Subject Line: Free FPA Membership or Conference Dues? Take this survey! 
 
 
The Financial Planning Association, in conjunction with Texas Tech University, are pleased to 
offer the following survey opportunity to all members in an effort to gain insight and 
understanding of  success within the financial planning profession.  
 
As a person identified with experience and interest in the financial planning profession, we 
would like to ask for your help in research to further establish clarity on what success means to 
members of FPA, what characteristics contribute to success, and further how each of us can 
benefit from the information gathered via this study. Your participation in the survey mentioned 
below is totally voluntary and greatly appreciated; however, please know that you are free to exit 
the study at anytime without penalty.  
 
As a special incentive for completing this important survey, you will have the opportunity to 
enter a drawing to win prizes such as Free FPA Member Dues, Conference Fees, Electronic 
Organizers, and Storage Drives.  
 
To participate in this brief 12 to 18-minute survey, please go to the following link: 
 
https://www.surveymonkey.com/s.aspx?sm=twbg9Aq931d_2f9OSxnPvnhg_3d_3d 
 
Thank you for your time and effort in this matter.   
 
Respectfully,     
 
 
Signature of FPA Representative 



   

Attachment E, Thank You Page 
 
Verbiage of the Thank You Page: 
 
On behalf of the Financial Planning Association and Texas Tech University, we would like to 
thank you for your time.  Your voluntary feedback and comments are needed for this study to be 
a great success, however, please know that you are free to exit the study at anytime without 
penalty.  
 
We hope to share a summary of this study at an upcoming FPA conference. To receive a copy of 
the results of this study, please send your written request to Dr. Dottie Durband, Department of 
Applied and Professional Studies, Texas Tech University, Mail Stop 1210, Lubbock, Texas 
79409. 
 
Again, Thank YOU!!! 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



   

 
 
 
 
 
Attachment F, Reminder Email  
 
Reminder email to be sent to FPA member from FPA representative 10 days after the launch of 
the survey: 
 
Subject Line:  Reminder: Make your expertise known! You could win free FPA Membership 
Dues! 
 
Body: 
 
The Financial Planning Association, in conjunction with Texas Tech University, would like to 
remind you of the opportunity to contribute to a study on success within the financial planning 
profession currently being conducted.  
 
This brief 12 to 18-minute Web survey is the product of ongoing research at Texas Tech and will 
concentrate efforts on providing members of FPA insight into contributing factors of success 
within the financial planning field.  
 
As a member of FPA, you have been identified as an individual that cares greatly about the 
future success of financial planning. Your voluntary feedback and comments are needed for this 
study to be a great success, however, please know that you are free to exit the study at anytime 
without penalty.  
 
As a special incentive for completing this important survey, you will have the opportunity to 
enter a drawing to win prizes such as Free FPA Member Dues, Conference Fees, Electronic 
Organizers, and Storage Drives.  
 
Participate in this voluntary survey today! To access the survey, just click the link below.  
 
https://www.surveymonkey.com/s.aspx?sm=twbg9Aq931d_2f9OSxnPvnhg_3d_3d 
 
Thank you for your time and effort in this matter.   
 
All the best,  
 
 
Signature line 



   

Attachment G, Survey Instrument 
 
Attachment G follows this cover page.  
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Appendix C 

  n=403 n=349 n=311 n=278 
Respondent Characteristics for all essays % % % % 
Gender     
  Male 70.1 70.2 70.2 69.8 
  Female 
 

29.9 29.8 29.8 30.2 

Ethnicity     
  African American   0.0   0.0   0.0   0.0 
  Asian or Pacific Islander   2.3   1.7   1.9   2.2 
  Caucasian / White 94.8 79.4 89.1 93.9 
  Hispanic / Latino     .3     .3     .3     .4 
  Multi-Ethnic   1.0     .6     .6     .7 
  Native American     .6     .6     .6     .7 
  Other or N/A 
 

  1.6 17.4   7.5   2.1 

Level of Education*     
  High School    1.3   1.1   1.3   1.3 
  Some College    7.8   6.6   7.4   7.7 
  Bachelor’s Degree  49.4 41.5 46.6 48.2 
  Master’s Degree  35.1 29.5 33.1 34.4 
  Doctorate or Professional Degree    9.7   7.2   8.0   8.4 
  Other or N/A    2.3 14.1   3.6   0.0 
     
Licenses and Designations*     
  CFP®  82.7 67.3 75.6 81.0 
  ChFC  14.9 11.7 13.2 14.4 
  CLU  13.9 10.3 11.6 11.9 
  CPA    8.8   7.4   8.4   9.0 
     
FINRA Security Licenses and Designations* 
(More than one may apply) 

    

  Series 7  60.2 49.3 55.3 58.3 
  Series 63  52.0 41.8 46.9 50.4 
  Series 65  46.6 37.2 41.8 45.0 
  Series 6, 26  28.9 23.2 26.0 27.7 
  Series 24  21.4 17.5 19.6 21.2 
  Series 66  17.7 14.6 16.4 16.9 
     
Region of U.S. Business or Firm is Located*     
  Midwest  23.5 20.1 22.9 24.5 
  Southeast  21.9 18.6 20.9 22.7 
  Northeast  21.6 18.1 20.3 20.5 
  West  17.0 13.8 15.8 15.8 
  Southwest  17.3 14.0 15.4 16.2 
  Other or N/A    2.3 15.4   4.7      .3 
     

         *total greater than 100 due to rounding or multiple selection 
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Appendix C 

 Continued n=403 n=349 n=311 n=278 
Respondent Characteristics % % % % 
Method(s) Utilized to Charge Clients*     
  Fee based on % of assets managed  73.8 62.8 70.4 73.7 
  Fee (initial, hourly, retainer)  69.8 58.7 65.9 69.1 
  Commissions  57.4 48.1 54.0 56.8 
  Trail Fees  42.0 35.8 40.2 42.8 
     
Total Annual Compensation Range     
  $0 - $50,000  11.1   8.9   8.9 10.0 
  $51,000 - $100,000  23.0 19.2 19.2 23.4 
  $101,000 -  $150,000  25.6 21.5 21.5 26.3 
  $151,000 -  $200,000  12.1   9.5   9.5 11.2 
  $201,000 -  $250,000    8.2   7.2   7.2   8.6 
  $251,000 - $300,000    7.5   6.6   6.6   7.9 
  More than $300,000  12.5 10.6 10.6 12.6 
     
Total Annual Compensation Range a 
Successful Financial Planner Should Earn* 

    

  $0 - $50,000   1.0     .9     .9     .4 
  $51,000 - $100,000   3.3   2.9   2.9   3.2 
  $101,000 -  $150,000 22.4 18.6 18.6 21.6 
  $151,000 -  $200,000 24.3 19.8 19.8 24.5 
  $201,000 -  $250,000 21.4 17.8 17.8 20.5 
  $251,000 - $300,000 11.5   9.7   9.7 11.5 
  More than $300,000 24.7 20.6 20.6 18.3 
       
Perceived Level of Success within the 
Financial Planning Profession 

    

  Unsuccessful   1.7   1.7   1.6   1.7 
  Slightly Successful   6.0   6.0   6.8   6.0 
  Somewhat Successful 20.9 20.9 19.6 20.9 
  Moderately Successful 45.0 45.0 45.3 45.0 
  Very Successful 26.4 26.4 26.7 26.4 
     
  *total greater than 100 due to rounding or 
multiple selection 

   

     
 



Texas Tech University, De’Arno De’Armond, May 2009 
 

114 
 

 

Appendix D 

Chi-Square Statistical Analysis 

  

Chi-Square Test 
 
Frequencies 
 
Q5: Relationship: Which client management qualities contribute most to your success as a financial 
planning professional? 
 
  Observed N Expected N Residual 
least important 21 62.2 -41.2
not as important 33 62.2 -29.2
somewhat important 69 62.2 6.8
more important 78 62.2 15.8
most important 110 62.2 47.8
Total 311   

 
 

NPar Tests 
 
Q5: Client Interests: Which client management qualities contribute most to your success as a 
financial planning professional? 
 
  Observed N Expected N Residual 
least important 15 62.2 -47.2
not as important 28 62.2 -34.2
somewhat important 47 62.2 -15.2
more important 97 62.2 34.8
most important 124 62.2 61.8
Total 311   

 
 
Q5: Informed Clients: Which client management qualities contribute most to your success as a 
financial planning professional? 
 
  Observed N Expected N Residual 
least important 74 62.2 11.8
not as important 141 62.2 78.8
somewhat important 66 62.2 3.8
more important 26 62.2 -36.2
most important 4 62.2 -58.2
Total 311   
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Q5: Choosing Right Clients: Which client management qualities contribute most to your success as 
a financial planning professional? 
 
  Observed N Expected N Residual 
least important 186 62.2 123.8
not as important 56 62.2 -6.2
somewhat important 23 62.2 -39.2
more important 21 62.2 -41.2
most important 25 62.2 -37.2
Total 311   

 
 
Q5: Meeting Client Needs: Which client management qualities contribute most to your success as a 
financial planning professional? 
 
  Observed N Expected N Residual 
least important 15 62.2 -47.2
not as important 53 62.2 -9.2
somewhat important 106 62.2 43.8
more important 89 62.2 26.8
most important 48 62.2 -14.2
Total 311   

 
 
 Test Statistics 
 

  

Q5: 
Relationship: 
Which client 
management 

qualities 
contribute most 
to your success 

as a financial 
planning 

professional? 

Q5: Client 
Interests: 

Which client 
management 

qualities 
contribute most 
to your success 

as a financial 
planning 

professional? 

Q5: Informed 
Clients: Which 

client 
management 

qualities 
contribute most 
to your success 

as a financial 
planning 

professional? 

Q5: Choosing 
Right Clients: 
Which client 
management 

qualities 
contribute most 
to your success 

as a financial 
planning 

professional? 

Q5: Meeting 
Client Needs: 
Which client 
management 

qualities 
contribute most 
to your success 

as a financial 
planning 

professional? 
Chi-
Square(a) 82.489 139.209 177.826 321.267 82.810

df 4 4 4 4 4
Asymp. Sig. .000 .000 .000 .000 .000

a  0 cells (.0%) have expected frequencies less than 5. The minimum expected cell frequency is 62.2. 
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Chi-Square Test 
 
Frequencies 
 
Q6: Wealth of Client: Which client demographic qualities contribute most to your success as a 
financial planning professional? 
 
  Observed N Expected N Residual 
least important 8 62.2 -54.2
not as important 16 62.2 -46.2
somewhat important 25 62.2 -37.2
more important 62 62.2 -.2
most important 200 62.2 137.8
Total 311   

 
 
Q6: Age of Client: Which client demographic qualities contribute most to your success as a financial 
planning professional? 
 
  Observed N Expected N Residual 
least important 2 62.2 -60.2
not as important 15 62.2 -47.2
somewhat important 73 62.2 10.8
more important 151 62.2 88.8
most important 70 62.2 7.8
Total 311   

 
 
Q6: Gender of Client: Which client demographic qualities contribute most to your success as a 
financial planning professional? 
 
  Observed N Expected N Residual 
least important 41 62.2 -21.2
not as important 156 62.2 93.8
somewhat important 80 62.2 17.8
more important 24 62.2 -38.2
most important 10 62.2 -52.2
Total 311   
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Q6: Occupation of Client: Which client demographic qualities contribute most to your success as a 
financial planning professional? 
 
  Observed N Expected N Residual 
least important 5 62.2 -57.2
not as important 83 62.2 20.8
somewhat important 125 62.2 62.8
more important 71 62.2 8.8
most important 27 62.2 -35.2
Total 311   

 
 
Q6: Ethnicity of Client: Which client demographic qualities contribute most to your success as a 
financial planning professional? 
 
  Observed N Expected N Residual 
least important 255 62.2 192.8
not as important 41 62.2 -21.2
somewhat important 8 62.2 -54.2
more important 3 62.2 -59.2
most important 4 62.2 -58.2
Total 311   

 
 
 Test Statistics 
 

  

Q6: Wealth of 
Client: Which 

client 
demographic 

qualities 
contribute most 
to your success 

as a financial 
planning 

professional? 

Q6: Age of 
Client: Which 

client 
demographic 

qualities 
contribute most 
to your success 

as a financial 
planning 

professional? 

Q6: Gender of 
Client: Which 

client 
demographic 

qualities 
contribute most 
to your success 

as a financial 
planning 

professional? 

Q6: Occupation 
of Client: 

Which client 
demographic 

qualities 
contribute most 
to your success 

as a financial 
planning 

professional? 

Q6: Ethnicity of 
Client: Which 

client 
demographic 

qualities 
contribute most 
to your success 

as a financial 
planning 

professional? 
Chi-
Square(a) 409.080 223.711 221.042 144.129 762.875

df 4 4 4 4 4
Asymp. Sig. .000 .000 .000 .000 .000

a  0 cells (.0%) have expected frequencies less than 5. The minimum expected cell frequency is 62.2. 
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Chi-Square Test 
 
Frequencies 
 
Q7: Certifications: Which personal qualities contribute most to your success as a financial planning 
professional? 
 
  Observed N Expected N Residual 
least important 39 62.2 -23.2
not as important 93 62.2 30.8
somewhat important 99 62.2 36.8
more important 53 62.2 -9.2
most important 27 62.2 -35.2
Total 311   

 
 
Q7: Level of Education: Which personal qualities contribute most to your success as a financial 
planning professional? 
 
  Observed N Expected N Residual 
least important 50 62.2 -12.2
not as important 104 62.2 41.8
somewhat important 88 62.2 25.8
more important 52 62.2 -10.2
most important 17 62.2 -45.2
Total 311   

 
 
Q7: Membership Prof Organiz: Which personal qualities contribute most to your success as a 
financial planning professional? 
 
  Observed N Expected N Residual 
least important 195 62.2 132.8
not as important 60 62.2 -2.2
somewhat important 43 62.2 -19.2
more important 12 62.2 -50.2
most important 1 62.2 -61.2
Total 311   
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Q7: Level of Experience: Which personal qualities contribute most to your success as a financial 
planning professional? 
 
  Observed N Expected N Residual 
least important 10 62.2 -52.2
not as important 32 62.2 -30.2
somewhat important 49 62.2 -13.2
more important 119 62.2 56.8
most important 101 62.2 38.8
Total 311   

 
 
Q7: Use of Ethics: Which personal qualities contribute most to your success as a financial planning 
professional? 
 
  Observed N Expected N Residual 
least important 17 62.2 -45.2
not as important 22 62.2 -40.2
somewhat important 32 62.2 -30.2
more important 75 62.2 12.8
most important 165 62.2 102.8
Total 311   

 
 
 Test Statistics 
 

  

Q7: 
Certifications: 

Which personal 
qualities 

contribute most 
to your success 

as a financial 
planning 

professional? 

Q7: Level of 
Education: 

Which personal 
qualities 

contribute most 
to your success 

as a financial 
planning 

professional? 

Q7: 
Membership 
Prof Organiz: 

Which personal 
qualities 

contribute most 
to your success 

as a financial 
planning 

professional? 

Q7: Level of 
Experience: 

Which personal 
qualities 

contribute most 
to your success 

as a financial 
planning 

professional? 

Q7: Use of 
Ethics: Which 

personal 
qualities 

contribute most 
to your success 

as a financial 
planning 

professional? 
Chi-
Square(a) 66.958 75.704 390.270 137.344 246.026

df 4 4 4 4 4
Asymp. Sig. .000 .000 .000 .000 .000

a  0 cells (.0%) have expected frequencies less than 5. The minimum expected cell frequency is 62.2. 
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Chi-Square Test 
 
Frequencies 
 
Q8: Analytical Ability: Which personal qualities contribute most to your success as a financial 
planning professional? 
 
  Observed N Expected N Residual 
least important 8 62.2 -54.2
not as important 13 62.2 -49.2
somewhat important 48 62.2 -14.2
more important 181 62.2 118.8
most important 61 62.2 -1.2
Total 311   

 
 
Q8: Healthy Lifestyle: Which personal qualities contribute most to your success as a financial 
planning professional? 
 
  Observed N Expected N Residual 
least important 28 62.2 -34.2
not as important 52 62.2 -10.2
somewhat important 172 62.2 109.8
more important 51 62.2 -11.2
most important 8 62.2 -54.2
Total 311   

 
 
Q8: My Gndr: Which personal qualities contribute most to your success as a financial planning 
professional? 
 
  Observed N Expected N Residual 
least important 41 77.8 -36.8
not as important 191 77.8 113.3
somewhat important 66 77.8 -11.8
more important 13 77.8 -64.8
Total 311   
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Q8: My Eth: Which personal qualities contribute most to your success as a financial planning 
professional? 
 
  Observed N Expected N Residual 
least important 234 62.2 171.8
not as important 54 62.2 -8.2
somewhat important 14 62.2 -48.2
more important 7 62.2 -55.2
most important 2 62.2 -60.2
Total 311   

 
 
Q8: Ability to empathize: Which personal qualities contribute most to your success as a financial 
planning professional? 
 
  Observed N Expected N Residual 
not as important 1 77.8 -76.8
somewhat important 11 77.8 -66.8
more important 59 77.8 -18.8
most important 240 77.8 162.3
Total 311   

 
 
 Test Statistics 
 

  

Q8: Analytical 
Ability: Which 

personal 
qualities 

contribute most 
to your success 

as a financial 
planning 

professional? 

Q8: Healthy 
Lifestyle: 

Which personal 
qualities 

contribute most 
to your success 

as a financial 
planning 

professional? 

Q8: My Gndr: 
Which personal 

qualities 
contribute most 
to your success 

as a financial 
planning 

professional? 

Q8: My Eth: 
Which personal 

qualities 
contribute most 
to your success 

as a financial 
planning 

professional? 

Q8: Ability to 
empathize: 

Which personal 
qualities 

contribute most 
to your success 

as a financial 
planning 

professional? 
Chi-
Square(a,b) 316.315 263.550 238.029 620.206 476.177

df 4 4 3 4 3
Asymp. Sig. .000 .000 .000 .000 .000

a  0 cells (.0%) have expected frequencies less than 5. The minimum expected cell frequency is 62.2. 
b  0 cells (.0%) have expected frequencies less than 5. The minimum expected cell frequency is 77.8. 
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Chi-Square Test 
 
Frequencies 
 
Q9: $ Marketing: Which business practice qualities contribute most to your success as a financial 
planning professional? 
 
  Observed N Expected N Residual 
least important 136 60.0 76.0
not as important 71 60.0 11.0
somewhat important 51 60.0 -9.0
more important 30 60.0 -30.0
most important 12 60.0 -48.0
Total 300   

 
 
Q9: Region of Practice: Which business practice qualities contribute most to your success as a 
financial planning professional? 
 
  Observed N Expected N Residual 
least important 73 60.0 13.0
not as important 95 60.0 35.0
somewhat important 65 60.0 5.0
more important 37 60.0 -23.0
most important 30 60.0 -30.0
Total 300   

 
 
Q9: Size of Firm: Which business practice qualities contribute most to your success as a financial 
planning professional? 
 
  Observed N Expected N Residual 
least important 47 60.0 -13.0
not as important 81 60.0 21.0
somewhat important 95 60.0 35.0
more important 52 60.0 -8.0
most important 25 60.0 -35.0
Total 300   

 
Q9: Right Staff: Which business practice qualities contribute most to your success as a financial 
planning professional? 
 
  Observed N Expected N Residual 
least important 34 60.0 -26.0
not as important 28 60.0 -32.0
somewhat important 50 60.0 -10.0
more important 95 60.0 35.0
most important 93 60.0 33.0
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Total 300   
 
 
Q9: Number of Clients: Which business practice qualities contribute most to your success as a 
financial planning professional? 
 
  Observed N Expected N Residual 
least important 10 60.0 -50.0
not as important 25 60.0 -35.0
somewhat important 39 60.0 -21.0
more important 86 60.0 26.0
most important 140 60.0 80.0
Total 300   

 
 
 Test Statistics 
 

  

Q9: $ 
Marketing: 

Which 
business 
practice 
qualities 

contribute most 
to your success 

as a financial 
planning 

professional? 

Q9: Region of 
Practice: Which 

business 
practice 
qualities 

contribute most 
to your success 

as a financial 
planning 

professional? 

Q9: Size of 
Firm: Which 

business 
practice 
qualities 

contribute most 
to your success 

as a financial 
planning 

professional? 

Q9: Right Staff: 
Which 

business 
practice 
qualities 

contribute most 
to your success 

as a financial 
planning 

professional? 

Q9: Number of 
Clients: Which 

business 
practice 
qualities 

contribute most 
to your success 

as a financial 
planning 

professional? 
Chi-
Square(a) 153.033 47.467 52.067 68.567 187.367

df 4 4 4 4 4
Asymp. Sig. .000 .000 .000 .000 .000

a  0 cells (.0%) have expected frequencies less than 5. The minimum expected cell frequency is 60.0. 
 
 

Chi-Square Test 
 
Frequencies 
 
Q10: Managing Time: Which business practices qualities contribute most to your success as a 
financial planning professional? 
 
  Observed N Expected N Residual 
least important 16 60.0 -44.0
not as important 28 60.0 -32.0
somewhat important 76 60.0 16.0
more important 88 60.0 28.0
most important 92 60.0 32.0
Total 300   
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Q10: Delegation: Which business practices qualities contribute most to your success as a financial 
planning professional? 
 
  Observed N Expected N Residual 
least important 70 60.0 10.0
not as important 108 60.0 48.0
somewhat important 68 60.0 8.0
more important 41 60.0 -19.0
most important 13 60.0 -47.0
Total 300   

 
 
Q10: Diversity of Srvc: Which business practices qualities contribute most to your success as a 
financial planning professional? 
 
  Observed N Expected N Residual 
least important 25 60.0 -35.0
not as important 79 60.0 19.0
somewhat important 81 60.0 21.0
more important 69 60.0 9.0
most important 46 60.0 -14.0
Total 300   

 
 
Q10: Sales Techniques: Which business practices qualities contribute most to your success as a 
financial planning professional? 
 
  Observed N Expected N Residual 
least important 178 60.0 118.0
not as important 59 60.0 -1.0
somewhat important 30 60.0 -30.0
more important 23 60.0 -37.0
most important 10 60.0 -50.0
Total 300   

 
 
Q10: Client Referrals: Which business practices qualities contribute most to your success as a 
financial planning professional? 
 
  Observed N Expected N Residual 
least important 11 60.0 -49.0
not as important 26 60.0 -34.0
somewhat important 45 60.0 -15.0
more important 79 60.0 19.0
most important 139 60.0 79.0
Total 300   
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Test Statistics 
 

  

Q10: Managing 
Time: Which 

business 
practices 
qualities 

contribute most 
to your success 

as a financial 
planning 

professional? 

Q10: 
Delegation: 

Which 
business 
practices 
qualities 

contribute most 
to your success 

as a financial 
planning 

professional? 

Q10: Diversity 
of Srvc: Which 

business 
practices 
qualities 

contribute most 
to your success 

as a financial 
planning 

professional? 

Q10: Sales 
Techniques: 

Which 
business 
practices 
qualities 

contribute most 
to your success 

as a financial 
planning 

professional? 

Q10: Client 
Referrals: 

Which 
business 
practices 
qualities 

contribute most 
to your success 

as a financial 
planning 

professional? 
Chi-
Square(a) 83.733 83.967 38.400 311.567 173.067

df 4 4 4 4 4
Asymp. Sig. .000 .000 .000 .000 .000

a  0 cells (.0%) have expected frequencies less than 5. The minimum expected cell frequency is 60.0. 
 
 
 

Chi-Square Test 
 
Frequencies 
 
Q11: Percep of CFP(R): Which of the following job qualities contributes most to your success as a 
financial planning professional? 
 
  Observed N Expected N Residual 
least important 24 60.0 -36.0
not as important 37 60.0 -23.0
somewhat important 80 60.0 20.0
more important 93 60.0 33.0
most important 66 60.0 6.0
Total 300   

 
 
Q11: Online Presence: Which of the following job qualities contributes most to your success as a 
financial planning professional? 
 
  Observed N Expected N Residual 
least important 78 60.0 18.0
not as important 101 60.0 41.0
somewhat important 65 60.0 5.0
more important 41 60.0 -19.0
most important 15 60.0 -45.0
Total 300   
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Q11: Giving Back: Which of the following job qualities contributes most to your success as a 
financial planning professional? 
 
  Observed N Expected N Residual 
least important 12 60.0 -48.0
not as important 60 60.0 .0
somewhat important 85 60.0 25.0
more important 93 60.0 33.0
most important 50 60.0 -10.0
Total 300   

 
Q11: Make more $$ than others:  Which of the following job qualities contributes most to your 
success as a financial planning professional? 
 
  Observed N Expected N Residual 
least important 181 60.0 121.0
not as important 66 60.0 6.0
somewhat important 30 60.0 -30.0
more important 20 60.0 -40.0
most important 3 60.0 -57.0
Total 300   

 
 
Q11: Job Autonomy: Which of the following job qualities contributes most to your success as a 
financial planning professional? 
 
  Observed N Expected N Residual 
least important 5 60.0 -55.0
not as important 36 60.0 -24.0
somewhat important 40 60.0 -20.0
more important 53 60.0 -7.0
most important 166 60.0 106.0
Total 300   
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 Test Statistics 
 

  

Q11: Percep of 
CFP: Which of 
the following 
job qualities 
contributes 

most to your 
success as a 

financial 
planning 

professional? 

Q11: Online 
Presence: 

Which of the 
following job 

qualities 
contributes 

most to your 
success as a 

financial 
planning 

professional? 

Q11: Giving 
Back: Which of 

the following 
job qualities 
contributes 

most to your 
success as a 

financial 
planning 

professional? 

Q11: Make 
more $$ than 
others:  Which 
of the following 

job qualities 
contributes 

most to your 
success as a 

financial 
planning 

professional? 

Q11: Job 
Autonomy: 

Which of the 
following job 

qualities 
contributes 

most to your 
success as a 

financial 
planning 

professional? 
Chi-
Square(a) 55.833 73.600 68.633 340.433 254.767

df 4 4 4 4 4
Asymp. Sig. .000 .000 .000 .000 .000

a  0 cells (.0%) have expected frequencies less than 5. The minimum expected cell frequency is 60.0. 
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Appendix E 

The determinants of total annual compensation within financial planning 

As a final exploration of the survey data, the determinants of total annual 

compensation reported by the respondents is investigated in this section. Dependent 

variables include compensation the respondent thinks a successful planner should earn, 

gender, education, CFP® designation, minority ethnicity, perceived level of success, 

owner or partner in a financial planning firm, and a financial planner working for a small 

(less than five financial planners) firm. These variables (explained in more detail within 

chapter four) were chosen from the information gathered from the survey research 

instrument utilized in this study. Some of the variables utilized within this study, such as 

compensation, gender, ethnicity, and education are commonplace to studies involving 

demography. CFP® designation, owner or partner in financial planning firm, and firm 

size are additional variables included in the model.   

Method and Results 

The relationship between the response variable, total annual compensation 

reported by the respondent, and eight predictor variables among a normally distributed 

data set lends itself to multiple linear regression analysis. A multiple regression analysis 

was conducted to evaluate how well the eight independent variables predicted total 

annual compensation. None of the dependent variables have a correlation higher than .70, 

implying excessive multicollinearity is not a concern for the model. The predictors are 

the eight variables, compensation the respondent thinks a successful planner should earn, 

gender, education, CFP® designation, minority ethnicity, perceived level of success, 

owner or partner in a financial planning firm, and a financial planner working for a small 
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(less than five financial planners) firm while the dependent variable is total annual 

compensation earned by the financial planner respondents of this study. The linear 

combination of the eight independent variables was significantly related to total annual 

compensation, F(8.269) = 32.86, p < .01. The sample multiple correlation coefficient was 

.70 (R-Square 0.49), indicating that approximately 49% of the variance of total annual 

compensation in the sample can be accounted for by the linear combination of the eight 

predictor variables. Results from the independent variables are listed below in Table 4.5. 

Table 4.5 
Summary of multiple regression analysis for variables predicting total 
annual compensation (n=278)  

 

Variables B Std. Error β t Sig. 
Perceived Level of Success 
 

.788 .092 .386 8.546    .000*** 

Total Annual Compensation a 
successful financial planner 
should earn  

 

.471 .054 .396 8.794    .000*** 

CFP® 
 

.593 .210 .125 2.818     .005*** 

Owner or partner in a firm 
 

.592 .239 .157 2.471   .014** 

Education (College) 
 

-.097 .057 -.074 -1.697 .091*   

Gender (Female) 
 

-.342 .177 -.084 -1.930 .055* 

Financial planner for a small 
firm 
 

-.299 .265 -.072 -1.126      .261 

Minority .355 .340 .046 1.045      .297 
*p < .10,     **p < .05,    ***, p < .01 

Discussion 

For the regression model presented, six of the eight independent variables are 

statistically significant. Two variables, minority and financial planners of small firms, 

were not statistically significant within the regression model. Gender (female) and 

education (college) are statistically significant (p < .10) and negatively correlated to the 

regression model. The variable, owner or partner in a financial planning firm, was 
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statistically significant (p < .05) and positively correlated to the model. Perceived level of 

success, total annual compensation a successful financial planner should earn, and CFP® 

designation are statistically significant (p < .01) and positively correlated with the model.  

Looking at the information presented within the model, it is noted that females 

have a negative coefficient (B) of -.342. The compensation scale for this study was 

defined in increments of $50,000. Thus, it is anticipated that a female financial planner 

earns approximately $17,100 (-.342 x $50,000) less than their male peers, holding other 

variables within the model constant. The results imply male financial planners earn a 

premium over their female counterparts. Although changing, financial planning is still 

dominated by men at a rate greater than two to one. The male domination of the 

profession appears to impact compensation by gender.  

Education presents another interesting find within the model.  A negative and 

statistically significant coefficient (B = -.097) is associated with education. exist with the 

coefficient of prediction (B). The scale utilized for education, or college within this study 

was derived from increments in years with (2) representing some college, (4) 

representing a bachelors degree, (6) representing masters degree, and (7) representing 

doctoral degree.  If three additional years of education beyond the bachelor’s degree 

moving the individual to the doctoral level, one recognizes a loss in total annual 

compensation of $14,550 (-.097 x $50,000), holding all other variables constant within 

the model. All is not, however, lost with the information regarding education. For the 

individual who completes the CFP® designation, a compensation impact of $29,650 

(.593 x $50,000) is recognized. The negative and significant coefficient on the education 

variable is surprising. The result implies that higher levels of formal education have a 
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negative impact on compensation. This result is tempered by the positive and significant 

impact CFP® designation has on compensation. The combined results indicate the return 

to formal training toward the CFP® is greater than seeking advanced degrees.  

An owner or partner of a financial planning firm for the model earns additional 

compensation of $29,600 (.592 x $50,000), holding all other factors in the model 

constant. The positive and statistically significant find implies being an owner or partner 

within the financial planning firm is financially rewarding. The empirical results also 

imply, a financial planner working for a small firm of five or fewer planners will earn 

less compensation than a financial planner working for a large firm, although the result is 

not statistically significant.  

The last two model determinants of total annual compensation are perceived level 

of success and total annual compensation the respondent thinks a financial planner should 

earn. Total annual compensation one thinks a successful financial planner should earn is 

positive and is the most statistically significant variable within the regression model (t = 

8.794, p < .01). The mean value of reported total annual compensation is 3.59 on a seven 

point scale, while the mean value of what the respondent thinks a successful financial 

planner should earn annually is 4.87 on the same seven point scale. The gap between 

actual compensation and the amount identified as successful, based on this study, implies 

the typical financial planner does not view him or herself as a success. That said, the 

model includes a variable measuring perceived level of success, which has a positive and 

statistically significant impact on compensation (t = 8.548, p < .01). It is interesting to 

note financial planners appear to significantly correlate perceived level of success to 

annual compensation, despite the observation that most financial planners believe success 
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requires a compensation level that is significantly greater than their current level. It 

appears individuals who perceive themselves as moderately successful have not reached 

what they consider to be their full earnings potential.  

One possible interpretation is the nature of being a financial planner attracts goal-

oriented individuals that seek continued financial improvement for their client, which 

normally yields higher earnings for the financial planner since 73.8% of the overall 

survey respondents obtain part of their compensation from percentage based asset 

management. This desire for continued improvement might lead to a gap between current 

compensation and the compensation level required to achieve self-perceived personal 

success. On some level, the financial planner can never truly meet or exceed their 

expectations of success because of the desire to continually grow and maximize. Heider 

(1958) observes individuals “strive for prediction and understanding of daily events in 

order to give their lives stability and predictability.” For financial planners, it is possible 

striving for the next level of compensation provides stability and predictability within 

their own lives. Consistent with success literature, the financial planner strives to attain 

maximum growth potential regarding decisions made on a client by client portfolio basis 

(Leyes, 2006). 
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Appendix F 

Summary of Figures 

 

 

Figure 1: Theoretical Framework Application 
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Figure 2: MANOVA Model Summaries 
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Figure 3: Chi-Square Model Summaries 
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