
by Tyson Ray, CFP®

Navigating life. Transforming 
Wealth. These four words now 
atop this newsletter may look 
like a new marketing slogan. 
They aren’t. These four words 
summarize our personal and 
professional mission—to help our 
clients navigate to and through the 
retirement years, by transforming 
your wealth into the fulfillment 
of your dreams. 

Last month we shared the details 
of our strategic decision to limit 
the size of our firm. We know that 
isn’t typical—that generally a track 
record of annual growth defines the 
success of a business. As our clients, 
you know that we aren’t typical. We 
don’t measure our success by our 
size or scale.  Rather, we measure our 
success in our ability to impact our 
clients’ lives for the better. Day-to-
day, this certainly involves financial 
management, but year-to-year, decade 

after decade, our success comes from 
knowing and understanding you 
and the FORM of your life, and 
by working with you to guide you 
toward the best life you can afford 
in retirement.

This requires an investment of 
our time, and yours, throughout 
our relationship. Navigating into 
retirement is an ongoing process of 
helping you discover the life you want 
to live in retirement. This discovery 

Well, it’s the morning of November 
9th, and we all have a new President 
Elect in these United States. While 
still very early in the process, we do 
have a few preliminary thoughts to 
share on this day.
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Science is catching up to what 
hundreds of clients over the course 
of my career have taught me: Good 
memories make us much happier than 
any material possession ever does.
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We don’t measure our 
success by our size or 

scale. Rather, we measure 
our success in our ability 

to impact our clients’ 
l ives for the better. 
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Of the four seasons we experience 
in Wisconsin, my favorite, by far, is 
Autumn. I love the cooler days that 
encourage me to wear a sweatshirt. I 
relish the browns, oranges, yellows, 
and crimsons of the fall leaves. I savor 
the snap of a honey crisp apple 
fresh from the orchard. And without 
doubt, my all time favorite holiday is 
Thanksgiving. 

I’ve been fortunate to travel to the 
countries of Haiti and Ghana, Africa, 
three times each. Five of those six 
trips were due to my involvement 
with Children’s World Impact. Every 
time I travel to the developing world, 
I come back more thankful for the 
many things I have in my life that I 
so often take for granted. During this 
season of fall, when our thoughts turn 
to thankfulness, allow me to share some 
of those things for which I am deeply 
grateful and some accompanying 
statistics. 

I am thankful that I grew up in 
a country where I was able to 
receive a free education.

• 124 million children and adolescents 
don’t attend school. This is largely 
due to lack of facilities, the cost of 
education, and internal conflicts 
faced by many nations.

THANKFULNESS
by Michael Hoffman

Our mission at Children’s World 
Impact is “to look after orphans and 
widows in their distress and make 
a significant impact in the lives of 
the neglected.” The individuals we 
serve, both children and adults, 
are those who make up statistics 
like those cited in this article. We 
take our responsibility seriously 
as we strive to make an impact in 
structures that keep people in cycles 
of poverty, by providing educational 
opportunities, adequate shelter for 
families, and income producing 
opportunities for individuals who 
would otherwise have no way 
of earning an income. For the 
opportunity of being part of this 
worthwhile organization, I am truly 
thankful! 
All statistics were gathered from UN sources, including reports 
from UNICEF and UNESCO.

Raymond James is not affiliated with and does not 
endorse the opinions or services of Michael Hoffman  
or Children’s World Impact.

I am thankful that with the 
turn of  a  faucet  I  can get  a 
f resh dr ink of  water,  brush my 
teeth,  or  take  a  warm shower. 

• 783 million people do not have access 
to clean water and 2.5 billion do not 
have access to adequate sanitation.

• Worldwide, women and children 
spend an estimated 200 million 
hours–every day–collecting water.

I am thankful that I have a job 
with a salary that allows me to 
f inance all  my basic needs, pay 
for some recreational activities, 
and save for my future. 

• Nearly half the world’s population, 
2.8 billion people, survive on less 
than $2 a day.

I  am thankf ul  that  I  can f l ip  a 
sw itch and have  l ight ,  cook a 
meal ,  and ig nite  a  f urnace  to 
warm my home.

•  ¼ of  a l l  humans l ive  without 
e lec tr ic ity–approximately  
1 .4  bi l l ion people.

I  am thankf ul  that  I  have 
access  to  health  care  and 
insurance  to  cover  the  cost .

• Preventable diseases like diarrhea 
and pneumonia take the lives  
of 2 million children a year  
who are too poor to afford  
proper treatment.
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Ever y t ime I  travel  to 
the developing world,  I 

come back more thankful 
for  the many things I 

have in my l i fe that  I  so 
often take for granted.

 " If you are really 
thankful, what do  

 you do? You share."
W. Clement Stone
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Well, it’s the morning of November 
9th, and we all have a new President 
Elect in these United States. While 
still very early in the process, we do 
have a few preliminary thoughts to 
share on this day.

1. No matter your political 
leanings, it became clear this 
election cycle that people from 
many backgrounds and beliefs had 
become tired of the status quo in 
Washington, D.C. Hence the big 
and boisterous followings of both 
Bernie Sanders and Donald Trump.

2.  As this election became a two
opponent  race,  i t  seemed 
to follow that pattern. The 
Washington Insider versus a 
challenger from the outside. 
Donald Trump was merely the 
vehicle to represent the change 
that many were seeking. 

3. The election is over and with it,
the uncertainty of who will  be 
President. With financial markets 
not liking uncertainty, that one 
obstacle has now been crossed.

4.  Change takes time, especially in 
Washington. We will be watching 
over the next weeks how President-
Elect Trump begins to build his 
cabinet and other advisors.  
We believe at this point his initial 
agenda will be centered on health 
care, trade, corporate tax reform, 
and illegal immigration. 

5.  As the economy and markets go, 
we do believe he will work to try 
to reduce the size and scope of the 
US government which has grown 
dramatically over the last 50 years. For 
one example of this, compare the size 
of the non-defense federal budget to 
GDP back in the early 1950’s… it was 
roughly 7%, compared to 18% today.

6.  In the short term, we may see 
some market volatility as this was 
not expected, just like the Brexit vote 
in June of this year.

7.  Most importantly, we will continue 
to focus on the long term. Presidents 
and Congress come and go, but your 
retirement, your goals, your life is not 
only about today but 20 to 30 years 
from now. I believe there is no doubt 
some changes are coming, and that 
President-Elect Trump will now have 
to earn the votes he has been given. 
He will also have to make a sincere 
effort to change the climate of not only 
Washington, but of this entire country. 
We wish him well with that, as no one 
president has been able to accomplish 
that in some time. 

8.  Lastly, as Americans, we need to 
remember we can and must work in 
our own corners of this world to make 
it a better place to live and raise our 
families. May God continue to bless 
this great nation!  
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Change takes 
time, especially in 

Washington

ELECTION 2016
by Luke Kuchenberg, CFP®
W H AT  TO  E X P E C T  M O V I N G  F O RWA R D 



BUYING MEMORIES
by Tyson Ray, CFP®

We strive to help our clients avoid focusing on their money or on the stuff 
that money can buy. Instead, we encourage turning money into memories.

"M emories  are  the key not  to  the past, 
but  to  the fut ure."

Corrie Ten Boom

Science is catching up to what 
hundreds of clients over the 
course of my career have taught 
me: Good memories make us 
much happier than any material 
possession ever does.

We live in a society that 
teaches us that we are valued 
by our ‘stuff.’  This philosophy 
says that if  you want to be 
happy, you should own nice 
stuff.   I  have experienced 
this myself:  upon graduating 
college, I set a goal of owning 
a very nice watch. I would get 
up every morning, go to work, 

and do what was necessary so I 
could acquire a very f ine watch. 
After buying the nice watch 
and wearing it  al l  the time, I 
noticed that the face became 

scratched. It also had gotten dirty, 
and it now sits in the box and I 
almost never use it. 

I have had the same experience 
each time I bought a new car.  I 
love the new car smell and the 
spotless interior ; and then it 
gets a dent and, al l  too soon, it 
is just a car.  When we built our 
house, it  was new and perfect; 
a year later,  the house settled 
and the dry wall cracked.  Then 
Jenny and I added three sons to 
the house and it is definitely no 
longer new.  We have decided 
not to f ix anything until  after 
the boys are out of the house.

I  h a v e  f o u n d  t h a t  e v e r y  n e w 
p u r c h a s e  i n i t i a l l y  m a d e  m e 

Good memories make  
us  much happier than  

any material  possess ion 
 ever does.  
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feel  happy,  but  with  t ime, 
that  sat is fac t ion is  of ten gone 
without  a  t race.  The ac t  of 
making the  purchase  brought 
temporar y  happiness  but  not 
long- last ing ,  t rue  happiness .

It  turns  out  that  the  main 
impediment  to  happiness  is 
adaptation.  As soon as we adapt 
to having something, it  becomes 
ordinary and unexciting. The 
level of life sat is fac t ion we 
feel  fa l ls ,  and we’re  forced 
to  search around for the next 
purchase. This process is repeated 
again and again.

However,  research carr ied 
out  at  C ornel l  Univers ity  has 
found a  way to  break this 
damaging c ycle .  Psycholog y 
professor  Thomas Gi lovich has 

shown that  we exper ience  the 
same increase  in  happiness 
when we buy something we 
want and when we go traveling. 
But—and here’s the most 
important point—the amount 
of happiness we derive from 
our purchase fal ls over time, 
whereas the memories of  our 
exper iences  cont inue to  supply 
us  with  happiness  hormones 
for  much longer.  (Source: 
fastcoexist)

Making memories - going to 
various events, taking a vacation, 
learning new skills - is an ideal 
source of happiness for each 
and every one of us. Specifically, 
taking a  vacat ion has  a lso 
been shown to improve your 
health through promoting brain 
function, decreasing risk of a 

heart attack, and depression 
(Source: Global Coalition on 
Aging).  Owning nice stuff has 
not been known to produce good 
long-term memories much less 
improve your health.  Nope, a 
new device, even a new car, will 
eventually become just another 
ordinary object we own. Every 
new memory, on the other hand, 
is a real source of joy that stays 
with us for our whole lives.  

Knowing this, we strive to help 
our clients avoid focusing on 
their money or on the stuff 
that money can buy. Instead, 
we encourage turning money 
into memories.  Unlike ‘stuff,’  a 
memory often gets better over 
time. As we look ahead to the 
future, what is your next memory 
that we need to fund?  
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Earlier this year the Department 
of Labor passed what has now 
been commonly referred to as the 
Fiduciary Rule or Standard. 
It is an expansion of a current 
“investment advice fiduciary” 
definition under the Employee 
Retirement Income Security 
Act of 1974 (ERISA). Advisory 
professionals working with 401(k) 
and other qualified plans must 
adhere to this standard when 
working with participants of 
those plans. The rule has now 
been expanded to include those 
who work with client retirement 
accounts - most specifically IRAs. 
While there is enough written about 
this rule to fill three stadiums, we 
wanted to spend some time here and 
inform you, our clients, about it and 
why we feel it is a wonderful step 
in the world of our profession of 
financial planning.

Webster’s dictionary defines the 
word fiduciary as: of, relating 
to, or involving a confidence or 
trust. Another definition that I 
believe explains it in more depth 
is,  “a f iduciary is a person or 
organization that owes to another 
the duties of good faith and trust. 
The highest legal duty of one 
party to another, it also involves 
being bound ethically to act in the 
other's best interests and to ensure 
no conflicts of interest.” 

To act in a client’s best interest 
without conflicts of interest. I 
believe that phrase most accurately 
sums up what the rule is about and 
how it is to be applied. While on one 
hand, Tyson and I are happy to see 
this rule put in place, another part 
of us really questions why this needs 
to be a “rule.” After all, isn’t that how 
any client interaction should start… 

with you and your best interest? As 
frightening as it may be, this wasn’t 

how our industry was acting in many 
interactions with clients. Hence, the 
rule is now in place. 

Again, while we are happy to see 
this rule born, expanded and now 

While on one hand, Tyson and I are happy to see this rule put in place, another 
part of us really questions why this needs to be a “rule.” After all, isn’t that how 
any cl ient  interaction should star t…with you and your  best  interest?

A FIDUCIARY STANDARD  
A N D  W H AT  I T  M E A N S  F O R  YO U
by Luke Kuchenberg, CFP®
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"Ever y r ight  impl ies  resp onsibi l it y ;  Ever y opp ort unit y, 
an  obl igat ion;  Ever y p ossess ion,  a  dut y."

John D. Rockefeller

You,  your loved ones, 
your goals,  your 

concerns and your plan 
are what drive ever y 
interact ion here.  This 
is  not a  phrase or new 

wrinkle due to this 
rule,  but how we have 

interacted with you s ince 
the beginning. 
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put into action, this is something 
we have believed in since our 
days at A.G. Edwards starting 
in 1998. More broadly, it is most 
important for me to explain how we 
look at this from the level of your 
client experience. You, your loved 
ones, your goals, your concerns 
and your plan are what drive every 
interaction here. This is not a 
phrase or new wrinkle due to this 
rule, but how we have interacted 
with you since the beginning. 
Whether it was investing for the 
future, paying down/off your 
mortgage or other debt, working 
to clean up old insurance policies, 

protecting your assets via an estate 
plan, or helping you max out your 
401(k) at work, we work through 
the plan to help you achieve and 
maintain financial independence. 

In addition to these planning 
points, there are also investment 
strategy considerations as well. 
To act in your best interest is 
to manage risk. You have heard 
us say terms like ‘risk-adjusted 
return’ and ‘diversification’ many 
times. We do not, and cannot, 
make bets or take extraordinary 
chances with your investments 
as they are the dollars that fund 

your plan and your future. We do 
this as fiduciaries in our advisory 
relationships as well, acting in your 
best interest. At the end of the day, 
we are here to guide you through 
the maelstrom that is today’s market 
changes and the daily news cycle 
to help you navigate the critical 
financial events of your life. 

I am happy here in a few words  
to explain this “fiduciary rule,” 
but my sincere hope is that we 
have already shown you this type 
of good faith, trust and guidance, 
whether you have been a client  
for 18 years or 18 months. 

OUR PERSONAL &
PROFESSIONAL MISSION

CONTINUED FROM PAGE 1

isn’t easy, nor is it a one-time “new 
client” event. It unfolds through 
our regular conversations about 
your hopes and dreams, along with 
diligent planning to fund them.  
Our ultimate goal is to guide you to 
your personal “retirement utopia” 
where you are living the life you 
want, where you are content with 
what you have, where you trust 
you have planned well, and are 

living that plan—finally, where your 
money has been transformed into 
wealth, and your wealth transformed 
into the making of memories.

Adding these four words to this 
newsletter isn’t an indication 
of anything new. It’s a simple 
and clear confirmation of our 
mission to serve you. 
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For 2016, we will extend our practice to only 
a limited number of new clients. While we 
would prefer to help your friends and loved 
ones who may benefit from our guidance, 
we understand it is never easy to talk about 
money with friends or family members. We 
know that and we’d never ask you to do that. 
But if you see signs—subtle or otherwise—that 
a friend needs a little financial guidance or 
would benefit from a fresh perspective on 
their retirement, we would be honored to help.

We have created a Second 
Opinion Service in order to 
allow those who are seeking 
help to begin with just a 
simple phone call to explore 
the possibilities without any 
pressure or expectation. If 
someone you care about might benefit from 
our help let us know or point them to our 
website www.formwealth.com.

FORM Wealth seeks to be a family’s sole 
financial advisor. Working with only a select 
number of clients, we consult by knowing 
your Family, Occupation, Recreation, and 
Mission. Then, we focus on risk management.
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