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EMPLOYEE GUIDE

Welcome to The Oxford Club!
This is your guide to everything we stand for, believe in and expect 
from one another. This is why we come to work each day...

“Why does The Oxford Club exist?” 

This was not an easy question for me to answer, even though I’ve 
been Publisher for more than 30 years.

For years, we would say... 

The Oxford Club exists to provide our Members with the 
shortest, most direct route to financial independence, so they 
can live where they want, doing what they want, when they 
want, with whomever they want.  

This is still true today. But it’s not enough. First, most financial  
advisories could use the exact same mission statement. It’s too  
mainstream. We  don’t want to be mainstream. The Oxford Club is 
unique. We are the only financial publisher that also has a 100,000+ 
Membership Club. Our Club has a deep history and tens of  
thousands of Lifetime Members. 

We’ve built a strong team of renowned strategists (also known as  
editors), winning track records, proprietary investment systems and 
high retention of our subscribers.

But The Oxford Club is even more than that. It’s a special organiza-
tion. But I couldn’t put into words exactly why. I started this “wel-
come guide” with some trepidation because I knew it would force me 
to reflect on who we are as a company in a way I never had before. 
But after discussing it with my Executive Board, we agreed it was 
time to make a new commitment of “clarity” to the Club and to you, 
regarding our core values, traditions, goals and guidelines for success.

To start, I don’t like to distinguish too much between our customers 
and our employees when it comes to enjoying the benefits of The 
Oxford Club. 
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As you’ll read in this guide, what I want for our subscribers I also want 
for you as an employee. 

Some of you may not relate to the goals we have for our subscribers at 
first. You may feel like I did when I was just starting out with the Club: 
way different from our customer demographic. That is perfectly okay. 
Be patient and be open to getting to know our subscribers and their  
aspirations. Over the years, I’ve gone from being intimidated by them... 
to being inspired by them... to wanting to be them. Our subscribers are 
well-known in our industry for being amazingly accomplished, worldly 
and very friendly. 

This guide is a good way for you to start understanding our customers’ 
core desires and their reasons for paying for a subscription. I think you’ll 
find they joined the Club for some of the very same life-enriching  
reasons that led you to accept employment here.

This guide isn’t just for new employees. We will refer to it again and again 
to stay consistent with what we have pledged to you and our subscribers. 

You are now part of a team that is responsible for evolving The Oxford 
Club into something even more special and sought after. 

Let’s keep growing and pushing each other forward.

All the best to you, 
 

Julia C. Guth 
CEO & Executive Publisher 
The Oxford Club
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Our Purpose
The essence of The Oxford Club – what makes us special – is often de-
scribed by colleagues and subscribers as a feeling that’s hard to put into 
words.

It’s not easy to distill our “purpose” into one short phrase.

To get to our core purpose, we have to ask ourselves, “Why?”

Why are we here? Why does The Oxford Club exist?

Is it “to inspire our readers to become lifetime subscribers,” as our business 
model dictates? Yes, but that is just the practical part of the answer. And 
really, more the “what” or “how” of our business. It doesn’t address our 
customers’ core desires... the true “why.”

Why are we here each day?  

To Help Our Subscribers and
Employees Achieve
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How We Define “A Rich Life”
“Rich” is a relative term. Everyone has their own definition of what  
it means to be “rich” or “wealthy” in life. At The Oxford Club, “rich” 
means having...

 

We say that to become truly rich, you should be building not only finan-
cial capital, but intellectual and social capital as well. The Oxford Club 
will afford you many opportunities to do this.

Monetary Gain and
Financial Freedom

Extraordinary 
Experiences

Strong Relationships 
With Successful and 

Independent-Minded People
Ways of Giving Back

Personal 
Achievement
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Our Team’s Core Values
Prestigious and Personable

We want to be the kind of special organization that you would recom-
mend to your friends, parents and grandparents if they are interested in 
investing education and opportunities. We want to be an organization 
they would feel excited to subscribe to.

We do our best for our customers and our colleagues to make The 
Oxford Club a special place... a place where we respect one another and 
admire our accomplishments. We feel a certain kinship on our team. 
Our subscribers value our personableness.

We work hard to provide the highest-quality service, research and 
recommendations in our industry. We highly value hard work, achieve-
ment, learning and financial independence. These values should be re-
flected in all our communications with our readers and with each other.

Our most committed subscribers and employees care about the future 
of the franchises within The Oxford Club. Our subscribers make it the 
prestigious entity that it is.

Aspirational – Going “Beyond Wealth”

We define wealth as more than capital gain. We seek gains in intellectual 
and social capital professionally, personally and for our customers.

Winning

In our desire to be the best at what we do, we look for stars in every 
position. We want to win... win at engaging prospective readers, convert-
ing them into highly valued paying customers and earning the highest 
lifetime value per customer over the long run. 

We are competitive like a sports team, but we are not cutthroat. We 
value generosity and cooperation with each other and with our peers. 
We encourage transparency in negotiating and forming partnerships and 
alliances in our industry.  
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We are confident that The Oxford Club will continue to be one of the 
most successful financial organizations in the country well into the future. 
We help each other be great. 

Entrepreneurial

Although no longer a “startup” business, we are still relatively small. And 
with our smaller size come opportunities for leadership, creativity and rapid 
advancement. As we grow bigger, we’ll continually optimize processes and 
impose more structure to get things done more efficiently. But we will 
guard against becoming too process-driven, as that can dampen creativity. 

We are not controlling. We are not bureaucratic. And we strive to be  
proactive in our inventions, not reactive. The Oxford Club will continue 
to be entrepreneurial in that we enthusiastically embrace new markets and 
ideas as a path to success. We support new business ideas and ventures as 
long as the potential reward is deemed worthy of the risk of investing our 
limited resources. We also want new ventures to fit in with our ideals.  

We admire individuals on our team who can champion new ventures 
and see them through to success. Although we are entrepreneurial and can 
accept “tempered chaos,” we seek a balanced approach in everything we do. 
We take a balanced approach in the markets, in our business and in our 
relationship with our customers.  

By “balanced,” we mean we don’t sacrifice year-to-year net profitability 
for ambitious gross revenue growth or customer growth. We also don’t 
want to sacrifice our long-term relationships with our subscribers for 
short-term profits. Nor do we want to take huge risks with our business 
investments or in our recommendations to our readers.

We seek to have both growth and profitability each year by taking  
measured risks. We call this our “growth and income” approach to business.

Accountable

We challenge ourselves to deal with conflict truthfully and directly, recog-
nize our own weaknesses, and own up to our mistakes. We start by asking 



7

EMPLOYEE GUIDE

ourselves how we can make our team stronger. We must be aware of not 
only our intentions, but also how our communications “land” with our 
colleagues and our subscribers... the impact we have.

We learn from our mistakes. Making mistakes is a reality for any em-
ployee and team. We consider a mistake a “teaching moment.” To stay 
competitive, we must always be learning and growing stronger from our 
mistakes. We are accountable for putting The Oxford Club first.

Coachable

In addition to learning from mistakes, we work hard to address conflict.  
We can’t hide from conflict. We define conflict as a “coachable moment,” 
meaning an opportunity to grow. We ask ourselves questions that begin 
with “how” and “what” before addressing any challenges. In conflicts, we 
avoid asking “who” or “why” questions, which place blame on others. 

We accept “tempered chaos.” We know change is inevitable and that we 
must change to stay competitive. Change provides opportunities for per-
sonal and professional growth.  

To this end, The Oxford Club provides continual coaching and training 
to help employees stay competitive and succeed both personally and for 
the team.  New skills take practice to master. It is your job to stay open to 
coaching, accept conflict as a teaching moment, proactively seek training 
to improve your skills and continually practice those new skills.

Consistent and Trustworthy

“Consistent” is one of the key adjectives our subscribers and our colleagues 
use to describe The Oxford Club. Consistently we get the job done, consis-
tently we stay the course on our investment approach, and consistently we 
are financially healthy. Our corporate culture and our goals, as described in 
this welcome guide, have evolved over decades. But our core values remain 
the same. Needless to say, we look for consistency from our employees. Our 
subscribers place high value on trust in their financial dealings. They look 
to us to be consistently reliable in our services.
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Our Commitment to  
Diversity and Inclusion

At The Oxford Club, we believe there is great value in diversity and 
inclusion. Being in the business of ideas, we know that by employing 
individuals from all walks of life, we are able to harness their varying 
experiences and talents to help our subscribers achieve a rich life. 

But our intentions are deeper than that. With the help of our Diversity 
and Inclusion Committee, we are committed to the impact we can make 
within our organization and beyond.

What does that mean, exactly? 

It means we are committed to ensuring all employees feel valued and 
heard.

It means we are committed to ensuring all employees have an equal op-
portunity to succeed. 

It also means that we make conscious efforts to ensure we are reaching 
far and wide to find those candidates who reflect our values and will take 
The Oxford Club to the next level.

What about beyond The Oxford Club?

We also seek to champion these values throughout our greater  
communities.

We strive to bring our “rich life” mission to all who are interested in 
taking control of their own financial freedom.

Our passion for financial literacy extends to our volunteer program, 
where we actively identify ways to serve our neighbors in Baltimore City.

If you would like to learn more about our efforts or have ideas of your 
own, our Diversity and Inclusion Committee is available to talk.
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Why We Love Our Subscribers
• Many are self-made entrepreneurs or very accomplished professionals. 

We attract “do it yourself ” investors who are self-reliant and seek 
to learn. Our hundreds of thousands of readers come from all walks 
of life. They are male and female investors of all ages and include 
highly accomplished entrepreneurs, doctors, attorneys, scientists, art-
ists, service members, homemakers, academics and politicians.

• They are wary of Wall Street and mainsteam media and want to 
take control of their financial future.

• They are concerned about their retirement and want freedom from 
money pressures. But they don’t want government handouts.

• They want to be part of a trustworthy, private network that affords 
them privileged access to opportunities they wouldn’t see elsewhere.

• They could be your parents or grandparents! And maybe you aspire 
to one day have the time and money to be a successful “investor hob-
byist” as well. 
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What’s in a Name?
Previously called The Royal Society of  
Liechtenstein and then The Passport Club, 
The Oxford Club took its name in 1991 to 
reflect our love of...

• Time-tested values 

• Long-term wealth 

• Fraternity with independent-minded, 
intelligent people

• A love of international adventure and 
global investing

• High-end education and VIP experiences 

• Old-world elegance and historic achievements.

All brought up to date by modern forms of communication and exciting 
opportunities for achieving a rich life.
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A Rich History
The Oxford Club’s earliest beginnings go back 
to a private overseas fraternity called “The 
Merchants & Brokers Exchange.” This was 
an international businessman’s club started in 
the early ’70s by an American, Gary Scott, who 
was selling insurance and mutual funds in Hong 
Kong. It was the time of the Cultural Revolu-
tion in China. Western businesspeople living in 
Hong Kong enjoyed getting together to ex-
change information on what was going on. Scott 
institutionalized this group and later expanded it 
into London. (He later become one of the Club’s 
first Investment Directors.)

Mark Ford and Bill Bonner – both original 
founders of the Club – had the idea to create a 
private “financial club” of investors who would 
share their interest in finding unique opportunities around the world... 
and who agreed that the best opportunities to invest early are usually 
found through personal connections, not the mainstream press. Keep 
in mind – in the 1990s, American investors were much more provincial 
about their investing outlook than European and Asian investors were.

In 1989, Bonner launched The Passport Club and hired recent  
Thunderbird MBA graduate Julia Guth as Membership Director. Her 
job was to expand the Club’s services and local chapter participation. 
And the rest is history!

BILL BONNER MARK FORD JULIA GUTH
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Oxford Club Facts You Should Know
• Our flagship publication, The Oxford Communiqué, officially celebrated 

its 30th anniversary in 2020. We celebrated our 20th Annual Investment 
U Conference in 2018.

• Since its inception, The Oxford Club has been one of the most  
financially successful organizations in our newsletter publishing industry. 

• Alexander Green, the Club’s current and longest-term Chief Investment 
Strategist, has been here more than 20 years. He is responsible for expand-
ing on our Pillars of Wealth investment system, which has resulted in our 
strong long-term track record. The Club publishes the work of several other 
top-notch financial gurus with years of experience. (You can find a “Who’s 
Who” of Oxford Club personalities in your Onboarding folder.)

• Hulbert Financial Digest, a Dow Jones-owned independent newsletter 
rating company, used to consistently rank Alex Green’s Oxford Commu-
niqué as one of the top-performing investment newsletters in the nation 
for more than a decade, before the rating service ended.

 

 

• Alex is a bestselling author. So is our Associate Investment Director  
and Chief Income Strategist Marc Lichtenfeld and our Engineering 
Strategist David Fessler. You are welcome to your free copy of their 
books anytime.

• We also have available for you and our subscribers’ families a “Young 
Investors Workshop.” It is geared toward helping new investors in their 
teens and 20s become more successful.
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• Our club-centric approach gives us a unique selling proposition 
(USP) in the financial newsletter industry. We currently refer to our 
paid customers in The Oxford Club as “Members.” But stay tuned 
because we do change and test levels of membership, prices and ben-
efit packages regularly to stay competitive and engaging. We always 
reinforce the idea that our customers are part of a unique kinship of 
accomplished and independent-minded investors. They are not sim-
ply subscribers to a newsletter.

• Unlike most other financial newsletter publishers, The Oxford Club 
has a core investment philosophy (called our “Pillars of Wealth”), a 
detailed asset allocation model (called our “Wealth Pyramid”) and 
tools to help Members succeed.  

• The Oxford Club supports new approaches that may differ from 
its core investment philosophy. We’ve tested and allowed these new 
approaches to develop for decades. The Oxford Club is responsible 
for spinning off a few of the most successful publishing groups in our 
industry, including Banyan Hill’s Sovereign Society, Money Map Press 
and Stansberry Research. As of this writing, Manward Press and Mon-
ument Traders Alliance are our new favorite spin-offs. 

• The Oxford Club continues to expand its global reach. Some of our 
services are published by our publishing partners in England, Ger-
many, Japan and Argentina for those markets. Our newsletters are 
translated into German, Japanese and Spanish.
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More on Our “Balanced” Approach
Since we are a relatively small entrepreneurial company, it’s not easy to 
stay balanced between trying to grow fast, making sure we devote enough 
resources to astonishing our subscribers with excellent customer service, 
and making sure our employees work hard but have a good life-work 
balance. But this is what we strive to do every day. 

Our ambitious goals include growing both our revenue and our customer 
base, maintaining annual net profitability, and having a great reputation 
with our customers and in the industry. However, our long-term success 
is determined by how well we maintain this balance. To do this, we must 
focus on the three R’s:

Our Revenue goals should not overshadow our goals to have long- lasting 
relationships with our customers – or our employees – what we call “high 
Retention rates.”

And our activities to bring in more Revenue should not sacrifice our great 
Reputation in the industry or the trust our customers have in us. But we 
need to bring in more revenue to grow so we can provide more services 
and better facilities all around. It’s a win, win, win.
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Why We Hired You

We believe you are one of those rare people who...

Are self-motivated

Are self-aware

Are self-disciplined

Are self-improving

Want to be an essential part, perhaps 
a leader, of The Oxford Club

Will still pick up the trash on the 
floor and turn out the lights, even when 
we pay you oodles of cash

Above all else, will act always in the best 
interest of The Oxford Club and its subscribers.
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CHÂTEAU DE COURTOMER, FRANCE

Where We Excel
• Making our subscribers and employees feel privileged and safe. They 

can trust that they are surrounded by good people who will bring them 
meaningful opportunities to enhance their lives. 

• Being wise with our strategies and recommendations – being proactive, 
not reactive.  

• Maintaining a positive outlook – even in uncertain times. 

• Creating and fulfilling effective, unique trading and  
investing systems and strategies.

• Making the Oxford experience 
come to life internationally at 
our events and conferences. We 
provide high-end, unrivaled 
travel and investing experi-
ences around the world.

• Recognizing and promoting  
talent within the organization.

• Encouraging employees to voice their creative ideas and providing the 
entrepreneurial environment for them to thrive. 

• Respecting operations, fulfillment and customer service as much 
as creative marketing. We realize the articulation and implementation 
of an idea or new service is just as important as the idea itself.
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The Major Challenges of 
Our Business

• Hiring and developing superstars

• Increasing new customer acquisition and initial sales (cart value)

• Expanding our exposure to qualified audiences

• Increasing our retention (retention takes into account renewals, upgrades 
and cancels) and lowering our refund rates

• Converting free customers to paid customers and ultimately upgrading 
them to a lifetime membership

• Getting highly compelling new ideas and recommendations out to our 
customers and potential customers in a timely manner

• Inspiring subscribers and employees to refer us to their friends

• Maintaining a positive balance between greater revenue and greater 
retention/relationships with customers 

• Building new and unique products that work in current markets 

• Keeping up with cutting-edge industry knowledge

• Making sure our subscribers believe we are always there for them,  
especially in turbulent markets, and keeping subscribers up to date on 
all our research and recommendations
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What We Are Not
• A startup with hypergrowth and aggressive short-term goals – we are 

not looking to go public or get a “buyout.”

• A cutthroat company trying to dominate the market or become a 
“master of the universe,” seeking mainstream media publicity.

• A company that thinks of short-term profits first, with integrity of 
idea or opportunity second. We won’t compromise our relationships 
with our readers by promoting opportunities without integrity or 
thoughtful research. 

• Academia, a magazine or a news outlet. 

We fail if we attempt to be unbiased or neutral in our work – we do 
not want to communicate as academics or tabloid journalists, or with a 
wishy-washy voice. 

We fail if we don’t make individual subscribers feel special and inspired.

NOTE: We welcome you to voice concerns to the Executive Team or our HR 
Coordinator if you feel our core values or ideas are being compromised. Any  
weakness of idea, service or contact is an opportunity for us to raise the bar 
and create something even better for our customers.
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How Are We Successful?
• We are successful when our subscribers...

• Subscribe to more services, whether for free or for thousands of 
dollars per year – and then renew those subscriptions

• Rely on our advice and research to help them achieve “a rich 
life”

• Meet experts and staff at our smaller seminars, Investment U 
Conferences, and financial discovery cruises and tours all over 
the world

• Post online feedback, attend an event or recommend us to a 
friend.

• Ultimately, we want our subscribers to move up the ranks of  
participation at Oxford and buy a lifetime membership. The Club’s 
highest level is The Chairman’s Circle. The Chairman’s Circle has 
been our longest-running, most successful membership offer to date. 
But we also have lifetime bundled services around our key gurus in 
each franchise.

• We are successful when we balance the three R’s: Reputation, Reten-
tion and Revenue.

• We place our customers at the forefront of all our efforts.

• In 2021, our goal is to hit a major milestone I set with the Oxford 
Club Executive Team several years ago. We call it our 50-50-50 goal... 
and despite the pandemic and new compliance pressures on our 
business, we are getting closer to reaching this goal. By 50-50-50, we 
mean to get 50K lifetime subscribers, half coming from front-end 
subscriptions and at least half (50% or 25,000) coming from back-
end VIP subscriptions. That latter half is the real challenge to meet, 
but we should in 2021. And when we do... stay tuned for a massive 
Oxford Club celebration!
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What Are You Accountable For?
• Success at The Oxford Club starts with you being clear about the 

things you specifically are accountable for as they relate to your job 
and our goals. Ask your manager if you are ever unclear on either of 
these relationships.

• Proactively identify problems and push forward solutions, always 
asking “how” and “what” you can do to improve the outcome for the 
team and for customers.

• Communicate in a way that does not place blame and reduces  
incidents of conflict. Ask, “What could I have done differently that 
would have resulted in a more positive outcome?”

• Even if you are not directly involved in marketing, you will learn 
quickly why our business model demands that we all play a critical 
role in finding new customers. 

• You are also accountable for helping your team fulfill our most ambi-
tious promises to all our customers with integrity and thoughtfulness. 
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Settling In
• Our goal for your first month is for you to meet with Julia and her 

Executive Team, plus the department heads, to learn what each  
department is accountable for and how we work together. We call this 
our “Onboarding Program.”

• You will learn how your role is crucial for others to meet their goals 
and vice versa.

• The Onboarding Program is for new employees and lasts several 
months, with the majority of the meetings being held in the first one 
to two months. (The length of the Onboarding Program varies for 
each department.)

• Between your manager’s direction and the Onboarding Program, you 
should have a detailed path with stated goals for the first several weeks 
of employment.
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Office Hours
• Do we ever close the offices? That’s a good question, because our com-

munications are sent to customers every day, including after hours and 
on weekends.

• As stated in The Oxford Club’s HR Manual, our “official” hours are 9 
a.m. to 5:30 p.m., Monday through Friday, with a half-hour for lunch 
and two 15-minute breaks. Your office hours will depend on your man-
ager and which department you work for.

• We are not “clock watchers.” It’s important that each department  
provide the team coverage and presence in the office needed to make 
sure we hit our deadlines and don’t bottleneck the process.

• It’s rare, but our three physical office locations (Baltimore, Maryland; 
Winter Park, Florida; and Delray Beach, Florida) may at times have to 
close for inclement weather or power outages. 

• We operate on a three-level system when determining if all employ-
ees are expected to come into the office to work: GREEN (normal 
working conditions), YELLOW (work, but it’s flexible – you can 
work from home or at different hours) or RED (you don’t have to 
work – if you work at home or in the office, you get comp time). 
During this pandemic, and in accordance with Maryland State and  
Baltimore City guidelines, we are still in yellow mode until further  
notice. (See our guidelines for working during COVID-19 in your  
onboarding folder.)

• In times of inclement weather or emergency, the C&C  
Communications team will email you by 7 a.m. at the latest which 
level we are operating on.
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Essential Reading
• We have several short manuals and handbooks that we will want you 

to read in your first weeks and months at the Club.

• All employees of The Oxford Club are required to read the “Oxford 
Financial Publishing Employee Handbook” and sign off on it. Un-
like what you are reading here, this manual strictly outlines legalities 
pertaining to your employment... everything from our family leave 
policy, listed holidays and 401(k) benefits to employee harassment 
policies, parking and more. 

• Read the book QBQ! The Question Behind the Question in your first weeks 
at work. We provide further training on this accountability practice, as it 
is an approach to work and life that does take practice.

• Also in the first weeks, read all the materials in your Onboarding folder. 

• We also have an Editorial Handbook that lays out our approach to our 
written communications. Improving our written communications to 
our customers is always a top goal at the Club. We define good writing 
as “the clear and persuasive articulation of a single idea.” Even if you 
didn’t major in English or don’t consider editorial or copywriting to be 
your career goal, please read this handbook to at least learn to recog-
nize what makes good writing and better understand this core aspect 
of our business.

• At www.InvestmentU.com, we list several recommended financial 
primers for our readers. We also have a recommended reading list in the 
Editorial Handbook. We encourage employees to learn the basic terms 
and concepts of successful investing. 

• Once you are with us for six months, we will share with you all our 
“trade secrets.” Ask your manager for your own copy of Agora’s Big 
Black Book. 

• All these materials can be found on the bookshelf in the hallway by 
Julia’s office. If they are not there, we are happy to order more for you.
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Travel
• Remember, outside the office, you are now an “ambassador” for The  

Oxford Club and should act accordingly. We will encourage you to at-
tend at least one skills training seminar a year, which may involve travel.

• When it comes to travel expenses, ask your manager if you are ever 
unclear about what can be expensed and how it should be coded. 

• The best practice is to keep the best interest of The Oxford Club  
in mind. We hired you because we trust you have good judgment 
and integrity about what should be expensed in your travel and  
what shouldn’t. 

• A major rule to remember for all meals and travel charges on your 
personal card or the corporate card: KEEP YOUR RECEIPTS and 
enter them into Concur. 

• Meals: We welcome friends and/or family members to occasionally 
attend work meals on The Oxford Club’s account.

• Don’t take the idea of living “a rich life” on The Oxford Club’s bill too 
far. For example, do not expense any alcohol for breakfast and lunch  
meetings unless it’s pre-approved. Do not choose expensive restaurants, 
expensive wines or expensive entrées at dinner. We want you to travel 
comfortably and have a high-quality experience. There are plenty of 
high-quality choices in between McDonald’s and a five-star facility. 

• Hotels: Don’t go five-star, but you don’t have to stay at a Motel 6 
either. Generally look for hotels priced at under $300 per night. Also, 
The Oxford Club will not cover or reimburse for room service unless 
it’s pre-approved.

• Airfare/Transportation: Airfares of more than $500 should get pre- 
approval from your manager. Don’t take UberBlack or use any high-
priced car service when it’s just as easy to take a cab. We will reimburse 
you for mileage if you drive your own car.

• After you have worked for The Oxford Club for one year, you are  
eligible to attend a U.S. Oxford Club conference. Check out our cal-
endar of events and let your manager know your interest.
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Dress Code
• We don’t have one. 

• But we encourage all employees to be “professionally appropriate” in 
their work dress.

• For example, you should not feel embarrassed by your dress if your 
manager were to spontaneously ask you out for a professional lunch 
with other industry contacts.

• Of course, if you attend an Oxford Club event with our Members, 
you must dress professionally at all times. This means no shorts, 
T-shirts or flip-flops.

• Also, when remote, be aware of what can be seen on Zoom calls. 
Speaking of virtual meetings, we now use RingCentral, which essen-
tially is the same as Zoom. In the next pages are a few notes of eti-
quette we expect you to follow when in a virtual meeting.
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Celebrating Success
• The Oxford Club team works hard but has great fun too. We organize 

events to recognize individuals and teams.

• Some of the meetings are small and on-site. Some are large and off-
site. Some are scheduled months in advance. Some are spontaneous 
meals or happy hours with your team. Like our subscribers, you will 
receive invitations!
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A Note on Meetings
• At The Oxford Club, we don’t encourage having a lot of meetings, 

especially large meetings, each week. 

• We encourage face-to-face communication (or Slack) or a phone call 
over online applications. We avoid discussions through long email 
strings.

• General meeting rules: The meeting planner should come with an 
agenda (ideally sent to attendees beforehand). The group should start 
on time, stick to the agenda and resist the temptation to go off on 
tangents. There should be a designated “final decision maker” in at-
tendance. You should also come away with some clear takeaways from 
the meeting.

• You will be invited to all kinds of meetings, depending on your role 
at the Club. If you are not invited to a meeting where you believe you 
could contribute effectively, please don’t be shy. Let your manager know. 
Often we can be flexible on the attendee list as long as the meeting is not 
already too large to effectively brainstorm or have a discussion.

• We prefer meetings to be held for no longer than 30 minutes when-
ever possible. Trainings and brainstormings can go from one to two 
hours. With two hours, give your attendees a break.

• For 30-minute meetings, we expect you NOT to be multitasking but 
fully participating with your ideas, feedback and focus. For meetings 
that go beyond 30 minutes, it’s acceptable for you to multitask if you 
have work deadlines coming at you, but please give the meeting host a 
heads-up via chat if that is the case. Otherwise you look disinterested 
and like you are not paying attention.

• For all meetings, please show up by video, not just your photo, when-
ever possible. Our culture demands – especially now – that we get to 
know each other for better collaboration. It’s hard to do that if you 
can’t put a face to a voice to a name. 
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Why We Work Here
• For personal and team accomplishment

• For learning and personal growth with a “worldly perspective” 

• For lucrative personal compensation

• For camaraderie with independent-minded people

• For entrepreneurial opportunities
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Member Stories
Here’s just one example from the thousands of testimonials we receive 
from our customers: 

Because of your advice over the past few years, I have been able to buy 
two new cars and have planned a trip to England with my children 
and grandchildren.

I have closed out positions for gains of over $100,000. The Oxford 
Club has given nothing but great advice.

– Earl Saunders, Chicago 

We are proud of the thousands of testimonials we have in our Legal file. 
All our testimonials are and must be real. We also have videotaped  
testimonials. The subscribers’ names may have been changed to protect 
their privacy. We also conduct Member Spotlight interviews and keep 
archived profiles on some of our most remarkable subscribers. 
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