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Welcome from the CEO
In 1983, a small group of individuals gathered in support of an idea — the idea that there 
had to be a better way to serve clients, to provide comprehensive financial planning 
services, to become the trusted advisor acting in the clients’ best interest first and always. 
That idea became NAPFA.

NAPFA is the organization where like-minded individuals come together to share ideas 
about how to best serve their clients. NAPFA is the place where advisors have discovered 
a business model that is satisfying, lucrative, and in the public’s best interest. NAPFA is 
the only organization in the financial services industry that can truly speak in the interest 
of consumers. NAPFA members continue to flourish and grow professionally as advisors 
and as business owners.

Thanks to its rigorous requirements for membership, NAPFA includes some of the most 
educated and well-respected advisors in the industry. NAPFA’s members are influential 
decision makers, and the vast majority are owners, partners, or officers of their firms.
NAPFA members—and readers of the NAPFA Advisor magazine—are the leaders of 
today’s financial planning industry, and will influence what the industry will become 
tomorrow. We hope that you’ll support our efforts, and join us by advertising in the pages 
of the NAPFA Advisor magazine.

Sincerely,
Geoffrey E. Brown, CEO, NAPFA

Geoffrey E. Brown 
CEO, NAPFA

Who is NAPFA?
The National Association of Personal Financial Advisors 
(NAPFA) is the largest professional organization of Fee-Only 
comprehensive financial advisors in the United States. 
With more than 3,100 members and affiliates nationwide, NAPFA members provide 
consumers and institutions with objective comprehensive financial advice on a Fee-Only basis.

The NAPFA philosophy maintains that always serving the best interests of the client is 
paramount, and can only be accomplished on a Fee-Only basis. NAPFA-Registered Financial 
Advisors are true fiduciaries, and their role in the lives of those they serve is clearly defined by 
their NAPFA Core Values:

•	 Competency: Requiring the highest standards of proficiency in the industry

•	 Comprehensive: Practicing a holistic approach to financial planning

•	 Compensation: Using a Fee-Only model that facilitates objective advice

•	 Client-Centered:	Being a fiduciary ensures the client’s interests are always first

•	 Complete	Disclosure:	Providing a full explanation of all fees and any conflict of interest
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Our Readers
That which makes NAPFA unique makes the NAPFA 
Advisor magazine a better value for advertisers
It is NAPFA’s long-standing and well-known position that consumers can only be assured 
of objective financial advice from advisors who work strictly on a Fee-Only basis. This 
philosophy is recognized and endorsed regularly by consumer groups, regulators, and the 
media. Not only do NAPFA-Registered Financial Advisors adhere to the industry’s strictest 
compensation and fiduciary guidelines, they also must meet the industry’s highest standards 
for professional training and experience.

With members in all 50 states and Canada, NAPFA is the largest organization of Fee-Only 
financial advisors in North America. As Fee-Only financial advisors whose mandate is 
absolute fiduciary responsibility, NAPFA-Registered Financial Advisors occupy a very visible 
and respected position in the financial intermediary profession.

NAPFA is also the leader in the development and training of the next generation of Fee-Only 
Financial Advisors. The NAPFA Advisor magazine, as well as NAPFA’s webinars, study groups, 
regional symposiums, and conferences, provide real-world perspective for professionals 
entering the financial services industry. NAPFA Genesis—which launched in 2011 to 
specifically serve the needs and issues of members 33 years old or younger—has grown to 
more than 400 young advisors. NAPFA’s conferences, symposiums, and study groups also open 
unique networking opportunities among advisors as well as between advisors and companies 
providing products and services to financial planning firms.

NAPFA Member Metrics
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NAPFA members represent a growing and influential 
segment of the RIA community. 
As practitioners, they are critically important when targeting the Fee-Only community. 
Here are some reasons why:
•	 Over 3,100 members across the United States and Canada
•	 Over 1700 firms participate in NAPFA, with 200 firms joining in the past 12 months
•	 The association has grown 14.5% year-over-year and 24.3% over the past three years
•	 31% of NAPFA members are women and 12% self-identify as a member of a racial or ethnic minority
•	 Average age of member: 53.5 years
•	 69.9% of NAPFA’s members are partners or owners of their firm; these professionals are influ-

ential decision makers with significant buying power
•	 On average, 18.5 years in industry, 13 years in same practice, and 10 years as NAPFA member
•	 On average, NAPFA members have an annual income of more than $215,000, with the top 

15% averaging more than $510,000
•	 On average, NAPFA members manage 153 clients
•	 The average NAPFA individual client account size is $996,000, while the top 15% average is 

more than $1,925,000
•	 NAPFA members average $150+ million in assets under management (AUM), with the top 

15% averaging better than $950 million AUM



The NAPFA Name Increases Advertiser Advantage
Given the level of professionalism and commitment to the ideals that define NAPFA, 
advertisements in the NAPFA Advisor magazine are seen in a credible and respected medium.

Additional direct and tangible advertiser benefits include:
•	 Influential	Targeted	Audience: Experienced advisors who are decision makers
•	 Most	Respected	Advisors	in	the	Industry: Highly educated industry leaders (CFP® 

designation is a membership requirement)
•	 Dedicated	Readership: NAPFA is known for its loyal and responsive members

Our Circulation
Published monthly, the NAPFA Advisor magazine has a “controlled circulation base” of 
approximately 6,000 qualified Fee-Only financial intermediaries, which includes the full 
NAPFA membership (more than 3,100 members and affiliates). The balance of the magazine 
circulation consists of specifically selected non–NAPFA Registered Investment Advisors from 
the proprietary database of independent, Fee-Only RIAs which NAPFA maintains.
 
We continually monitor and adjust the magazine’s controlled subscriber base to reflect the 
steady inflow of new, independent Fee-Only RIAs into the advisor market. We use information 
regularly collected by NAPFA for a number of association purposes, as well as regular input 
from several professional database managers, to keep our circulation data scrubbed and up-to 
date.
 
The NAPFA Advisor magazine has no plans to apply for a third-party circulation audit 
because our circulation is relatively small and our subscribers are already well-defined. 
More importantly, as an association trade magazine (by third-party audit rules), all NAPFA 
members are already defined as “first year direct request subscribers” to the NAPFA Advisor 
magazine. These factors negate the benefit of an audit and, because we build and maintain our 
own circulation base, we can selectively target our desired readers with well-defined vertical 
efforts which produce superior results. Also, since our subscriber base is smaller but more 
specifically focused than the other trade magazines serving our niche, we can deliver more of 
the independent RIA community at a lower cost.
 
The NAPFA Advisor magazine has been one of the primary information and communication 
conduits to the NAPFA membership for more than 25 years and has always been considered a 
“must read” by our subscribers.

Ric Haines
NAPFA Advisor
Publisher
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Advertising Opportunities

Advertising in the NAPFA Advisor magazine is one of the 
best ways to have your message seen by nearly all of the top 
independent registered investment advisors in the country.
For more information on rates and special package opportunities, please see the enclosed rate card and  
contact Ric Haines at 732.920.4236 or ric.haines@erhassoc.com.

Subscriber/Reader Buying Power
The majority of NAPFA Advisor magazine subscribers are business owners whose firms are strictly 
Fee-Only and provide comprehensive planning services for affluent clients. Here are some of the 
recommendations that NAPFA Advisor magazine readers typically make to their clients and purchases 
which they make for their own practices:

• Mutual Funds 
• Individual Equities
• Bonds, Bond Funds, and    

Fixed Income Vehicles
• ETFs, ETNs
• Alternative Investments
• REITs and Real Estate
• SMAs 
• Target Date Funds
• Socially Responsible Investing
• MLPs
• Hedge Fund Products 
• Charitable Giving/Donor Funds
• Retirement Services

• Financial Services Software (all types)
• Technology Hardware Products and Services
• Defined Contribution Plans    

(401k, 403b, 457 Plans, etc.)
• 529 College Savings Plans
• Annuities
• Life Insurance
• Long Term Care
• Coaching/Professional Development
• Marketing Support
• Print Services
• Legal and Accounting Services
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Top Quality Content
We strive to help readers by providing a wealth of critical information on industry events, in-
vestment strategies, retirement planning, practice management, regulatory & compliance issues, 
important book reviews, and more.

Regular	Departments	and	Columns:	
•	 The Efficient Planner
•	 Practice Profile
•	 In The Limelight 
•	 Message from the Editor
•	 Letter from the Chair or CEO
•	 Keeping Up with NAPFA 
•	 The Counselor Is In
•	 Practical Observations
•	 Praxis Makes Perfect
•	 Coach’s Corner
•	 Marketing Playbook

Features	include:
•	 Conference Previews and Reviews
•	 Software/Technology
•	 Practice Management/Succession Planning
•	 Financial Planning
•	 Media and Book Reviews
•	 Marketing/Budgeting
•	 Investments
•	 Government and Regulatory Affairs
•	 Estate Planning
•	 Life Insurance/Annuities
•	 Other Insurance (E&O, Disability, 

LTC, Survivor, etc.)

Additional	Areas	of	Specific	Coverage:
•	 Investment Strategies 
•	 Custody and Platform Services
•	 Equities, ETFs, SMAs, etc 
•	 Hedge Funds and Related Products
•	 Fixed Income Vehicles 
•	 Portfolio Theory and Construction
•	 Alternatives (Real Estate, Oil & Gas,   

Venture Capital, etc.)
•	 Regulatory and Compliance issues
•	 Outsourcing

•	 Marketing, Recruiting, and PR
•	 Charitable Giving 
•	 Lifetime Income Strategies
•	 Retirement Planning
•	 Tax Planning 
•	 Qualified Plans
•	 Trusts & Trust Services
•	 Insurance Products/Strategies
•	 Trend Analysis 
•	 529 Plans/College Savings
•	 Reverse Mortgages 

the efficient planner

In	this	colum
n,	NAPFA	members	share	

a	wide	range	of
	personal	ex

periences	

related	to	ch
anges	in	firm

	ownership.	

Though	this	is
	an	admittedly	broa

d	topic,	

they’ve	don
e	a	fantastic

	job	giving	
us	a	

smattering	of	v
ery	exact	tip

s.	

Tom	Orecchio	lead
s	off	the	dis

cussion	

by	outlining
	some	key	points

	associated	

with	buying,	
selling,	or	m

erging	a	firm
.	

Other	adviso
rs	describe	

their	own	experi-

ences	in	more	detail.

We’ve	brough
t	in	several	

partners	ov
er	

the	years	in
	a	variety	of

	ways,	includi
ng	an	

employee	buyi
ng	into	the	

firm,	an	outside
	

advisor	buy
ing	into	the

	firm	(bringing	

clients	with	them),	acquiring
	a	firm,	and	

merging	two	firms.

Obviously,	ea
ch	method	bring

s	with	it	

different	ch
allenges	and

	opportunit
ies.	Yet	

there	are	ce
rtain	things

	that	apply	t
o	all	of	

them:
•	 We	create	a	ti

meline	of	ant
ici-

pated	event
s/dates	from

	the	start	

of	conversa
tions	to	the

	consum-

mation	of	the
	agreement.

•	 As	with	financia
l	planning,	

we	try	

to	identify	r
isks	or	deal

-breakers	

in	advance.

•	 We	have	the	p
otential	par

tner	

meet	the	owners,	managers,	an
d	

staff	so	that
	he	or	she	c

an	get	a	

sense	of	ou
r	culture	an

d	what	it’s	

like	to	work	here.

•	 We	cover	num
bers	fairly	e

ar-

ly. Many	people	
say	the	num

bers	

aren’t	important,	bu
t	our	experi

-

ence	says	ot
herwise. We	definitely	

think	that	a
	match	in	cult

ure	is	

most	important,	bu
t	if	the	num

-

bers	are	in	d
isagreement,	the	dea

l	

won’t	get	don
e.

•	 We	hold	clien
t	events	so	t

hat	

clients	new
	to	the	firm

	can	ask	

any	questio
ns	they	hav

e	of	the	

owners.

•	 We	recently	c
reated	an	ow

nership	

kit:	a	binde
r	that	we	share	with	

prospective
	owners.	It	con

tains	

legal	agreem
ents,	organi

zational	

structure,	g
overnance,	

compli-

ance,	benefi
ts,	and	sam

ple	client	

communication.	W
e	did	this	to

	

better	manage	expec
tations	and

	

to	be	as	tran
sparent	as	p

ossible.

—Tom	Orecchio,	

Modera	Wealth	Management	LLC

Outside advisor buying into a firm

Two	years	ago,
	I	joined	Tr

uepoint	

after	being	a	s
hareholder	

of	another	fi
rm	

for	10	years
.	The	majority	of	m

y	clients	

followed	me. I	had	bee
n	in	a	study

	group	

with	Truepoi
nt’s	preside

nt	and	othe
r	team	

members	for	sev
eral	years,	s

o	my	initial	

impression	was	that	this	
would	be	a	go

od	

fit	for	my	clients	fro
m	both	a	cult

ural	and	

investment	perspec
tive. My	number-one	

concern	was	to	make	the	tran
sition	as	

seamless	as	poss
ible	for	my	clients.

During	the	in
terview	process,	I	h

eld	

several	meetings	with	employees	and
	

shareholder
s	across	the

	firm	to	ensure	t
hat	

it	would	be	a	go
od	cultural	

fit	for	both	

myself	and	m
y	clients. 

For	all	new
	employees,	Tru

epoint	

holds	“meet	and	gree
ts”	with	members	of	

each	team.	This	gives	ever
yone	a	chan

ce	to	

share	their	
background

s,	to	explain
	how	

they	arrived
	at	the	firm,	and	to	ans

wer	

any	questio
ns	or	conce

rns. It	was	a	great	

opportunity
	to	get	to	kn

ow	the	team	as	a	

whole—even	those	
team	members	who	I	

do	not	inter
act	with	on	a	dai

ly	basis.

Regarding	m
y	clients,	th

ere	were	sev-

eral	things	
we	did	to	hel

p	ensure	a	s
mooth	

transition:
•	 I	invited	ea

ch	client	to
	meet	with	

myself	as	well	as	Steve	
Condon,	

our	preside
nt,	and/or	M

ichael	

Chasnoff,	ou
r	founder,	s

o	they	

could	ask	a
ny	question

s	about	

Truepoint. 

•	 Within	the	fir
st	six	months,	we	

held	a	new	client	happ
y	hour	to	

give	my	clients	the
	opportunit

y	

to	meet	other	Tr
uepoint	tea

m	

members. 

•	 After	nine	months,	we	surveyed	

them	to	discover
	their	initia

l	im-

pressions	an
d	to	identif

y	if	there	

was	anything
	we	should	be

	doing	

differently.

•	 Each	of	the	fi
rms	had	Fideli

ty	as	

one	of	their
	two	custodian

s. I	kept	

all	Fidelity	
clients	with	Fidelity	

so	they	wouldn’t	hav
e	to	learn	a	

new	brokerage	
firm’s	website	and	

statements. They	apprecia
ted	the	

consistency
.	

•	 I	had	each	c
lient	sign	an

	autho-

rization	to	r
elease	their

	files	to	

me	so	I	could
	contact	my	former	

firm. I	also	had	
a	letter	prep

ared	

notifying	th
em	that	the	rel

ation-

ship	was	being	ter
minated	and	

to	

deduct	any	
pro-rata	fee

s	that	were	

due.	This	prevented
	the	client	

from	a	potential
ly	uncomfort-

able	phone	
call.	They	also	didn

’t	

have	to	pro
vide	me	with	duplicat

e	

financial	da
ta,	and	as	I	

was	able	to	

request	the
ir	files,	inclu

ding	all	of	

their	histor
ical	financia

l	plans	and	

investment	statements.

—Christine	Carleton,	

Truepoint	W
ealth	Counsel	LLC

B y  J e n n i f e r  L a z a r u s

Sell? Buy? Merge?

Handling changes in firm ownership
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I s	the	U.S.	ready	for	the	next	recession?It	seems	odd	to	think	we	need	to	ask	that	question	when	the	economic	recovery	feels	unsatisfying	in	the	first	place.	But	that’s	the	reality	that	U.S.	poli-cymakers	must	consider,	said	a	panel	of	macroeconomists	convened	by	the	Brook-ings	Institution	think	tank	this	spring.“I’m	not	a	believer	that	you	can	say	that	expansions	die	of	old	age,	but	it	is	a	fact	that	it	has	been	a	long	time	since	the	U.S.	has	had	a	recession.	It	may	not	feel	that	way	to	a	lot	of	people,	but	the	reces-sion	ended	in	2009,”	said	panel	moderator	David	Wessel	in	his	opening	remarks.	“What	if	we	had	the	misfortune	to	be	

hit	by	a	recession	again?	Are	the	fiscal	authorities—Congress,	taxes,	and	spend-ing—equipped	to	do	what	it	did	the	last	time?	Is	the	Fed	equipped	to	do	what	it	has	done	in	the	past	to	fight	a	recession?”Frankly,	the	challenges	are	great.	One	challenge	is	that	U.S.	debt	is	very	high,	in	historical	terms,	which	will	limit	the	abil-ity	of	government	to	enact	fiscal	policies	to	counteract	a	recession.	
“Congress	did	quite	a	few	things	dur-ing	the	Great	Recession,	and	the	question	is—given	the	debt	level	that	we	have	to-day	and	given	the	political	environment—would	we	be	willing	to	do	that	again?	I	personally	would	be	happy	to	do	it	again,	

if	we	had	another	recession.	Could	we	do	it	again?”	Wessel	asked.
Possibly	not,	admitted	Wendy	Edelberg,	assistant	director	for	economic	analysis	at	the	Congressional	Budget	Of-fice	(CBO).	U.S.	government	annual	defi-cits	and	debt	levels	are	high	by	historical	standards,	and	this	creates	a	multitude	of	challenges,	she	said.	

Even	if	tax	laws	remain	generally	the	same	and	interest	rates	remain	historical-ly	low,	the	federal	debt	held	by	the	public	is	projected	by	CBO	to	be	86	percent	of	gross	domestic	product	(GDP)	by	2026.	“This	is	up	from	74	percent	at	the	end	of	2015	and	a	little	more	than	twice	the	aver-age	of	the	past	five	decades,”	she	said.Looked	at	another	way,	annual	federal	deficits	would	be	4.9	percent	by	2026,	up	from	2.9	percent	in	2015.	(See	figure	below.)As	a	result,	new	deficit	spending	could	be	constrained,	even	when	it	would	be	beneficial	for	mitigating	the	impact	of	a	recession.	“The	CBO	expects	that	if	current	law	generally	didn’t	change,	automatic	stabilizers	going	forward	would	be	much	smaller	than	they	have	been	over	the	past	seven	years,”	Edelberg	said.	Those	stabilizers	automatically	increase	government	spending	when	the	economy	is	weak,	and	they	contract	when	the	economy	recovers.

Automatic stabilizers
Expanding	those	automatic	stabiliz-ers	is	exactly	the	prescription	that	Ben	Spielberg	(research	associate	at	the	Center	on	Budget	Policy	and	Priorities)	and	Jared	Bernstein	(senior	fellow	at	the	Center	on	

Eye on... Economy
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“One of the most important things one can do in life is to brutally question every single thing you are taught.” - Bryant McGill

In	order	to	minimize	the	negative	im-
pact	of	taxation	on	an	estate,	advisors	
often	recommend	that	their	clients	

transfer	assets	via	gift	to	an	irrevocable	
trust.	This	strategy	effectively	removes	
the	asset	from	the	client’s	gross	estate	for	federal	estate	tax	purposes.	

In	order	to	avoid	gift	taxes,	the	client	should	apply	their	annual	gift	tax	exclusion	to	the	gift	($14,000	per	donee	in	2015).	
When	the	value	of	the	gift	exceeds	the	
annual	exclusion,	they	will	need	to	utilize	a	portion	of	their	applicable	gift/estate	tax	exemption	($5,430,000	in	2015).	

When	the	lifetime	exemption	is	used	to	avoid	gift	taxes	during	life,	it	is	not	
available	to	use	at	death	to	avoid	the	feder-al	estate	tax.	As	a	result,	the	real	advantage	of	making	a	lifetime	gift	to	an	irrevocable	trust	is	that	any	growth	in	the	value	of	the	asset	gifted	(or	income	generated	by	the	asset)	avoids	the	federal	transfer	tax	system	altogether—no	gift	tax	and	no	estate	tax.	

None	of	this	is	news	to	anyone	who	advises	clients	on	estate	planning.	It’s	basic	estate	planning	101—often	the	first	strat-

egy	discussed	when	trying	to	minimize	
taxes.	I	have	heard	advisors	refer	to	this	gifting	option	as	a	“no-brainer.”	But	a	topic	of	discussion	that	has	generated	interest	in	the	past	few	years	has	been	the	debate	over	whether	or	not	such	a	gift	is	really	the	best	choice	for	a	client.	

The	downside	of	making	a	substan-
tial	lifetime	gift	is	that	assets	held	in	an	
irrevocable	trust	will	not	receive	a	step-up	in	basis	under	IRC	Sec.	1014.	If	the	client	were	to	simply	retain	ownership	of	the	
asset,	the	basis	would	increase	to	the	date	of	death	value.	When	the	asset	is	later	sold	by	the	heirs,	this	could	help	them	avoid	a	substantial	capital	gains	tax.	

So	the	question	becomes:	Should	they	retain	the	asset	and	have	it	be	subjected	to	federal	estate	taxes,	or	gift	the	asset	and	be	subjected	to	capital	gains	taxes?	The	answer	is	not	the	same	for	each	client,	so	I	thought	I	would	crunch	the	numbers	and	see	what	guiding	principles	the	math	may	provide.	

By the numbers
The	approach	I	took	was	to	calculate	the	estate	tax	savings	achieved	by	gift-

ing	an	asset	to	an	irrevocable	trust	and	
compare	it	to	the	additional	capital	gains	tax	the	heirs	would	be	subjected	to	due	

to	a	loss	in	the	step-up	in	basis.	In	each	
scenario,	there	is	a	point	in	time	when	the	estate	tax	savings	exceeds	the	additional	capital	gains	taxes.	As	long	as	the	client	is	comfortable	with	the	assumptions	used	
and	feels	there	is	a	strong	probability	of	
living	beyond	that	cross-over	year,	then	making	the	gift	is	the	appropriate	choice.	

The	tables	on	page	21	provide	the	
results.

The	analysis	for	an	individual	case	
might	provide	clear	evidence	that	a	gift	
would	be	appropriate	or	clear	evidence	
that	retaining	the	asset	would	be	appropri-ate,	but	in	most	cases	the	cross-over	point	will	be	somewhere	between	6	and	15	years,	meaning	there	will	be	some	level	of	risk	in	the	decision.	Fortunately,	there	are	a	num-ber	of	ways	to	mitigate	the	risk,	discussed	below.	

Some	advisors	have	promoted	the	
idea	of	swapping	assets	prior	to	death.	The	trust	may	contain	language	that	allows	
the	grantor	to	swap	assets	with	the	trust.	If	the	trust	owns	low	basis	property	and	the	grantor	swaps	high	basis	property	of	equal	value	prior	to	death,	the	low	basis	property	will	receive	a	step-up	in	basis	at	death	while	the	high	basis	property	will	be	outside	the	taxable	estate.	This	would	work	

taxes
B y  d a v i d  r .  f o s t e r ,  J d ,  C L u ,  C h f C ,  C a p ,  f L M i 

Estate tax vs. capital gains tax 

Napfa advisor JuNe 2016  20
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•	 Marketing, Recruiting, and PR
•	 Charitable Giving 
•	 Lifetime Income Strategies
•	 Retirement Planning
•	 Tax Planning 
•	 Qualified Plans
•	 Trusts & Trust Services
•	 Insurance Products/Strategies
•	 Trend Analysis 
•	 529 Plans/College Savings
•	 Reverse Mortgages 

Ad Specifications

PREFERRED FORMAT: Hi-Resolution PDF
•	 Files should be 100% complete with all hi-resolution images (at least 300 dpi) and fonts embedded.
•	 Color files must be CMYK color format. Spot colors will be converted to process color.
•	 All logos and hi-resolution graphics within the PDF (at least 300 dpi) should be TIFF or EPS for-

mat.
•	 PDF documents must contain Type 1 postscript fonts. Truetype and Multiple Master fonts are not 

supported.
•	 Page files should be built to the trim size with the bleed area extending 1/8” beyond the trim.   

Keep all text and images within the live area (1/4” in from the trim).

Email files to: 
ric.haines@erhassoc.com

cc: ericgeorgevich@gmail.com

Questions?
Contact Ric Haines 

732.920.4236 
ric.haines@erhassoc.com

Full Page
Trim: 8.5” x 11”
Bleed: 8.75” x 11.25”
(1/8” on all sides)
Live: 8.25” x 10.75”

Half Page Horizontal
Trim: 7.5” x 5”
Bleed: No Bleed

Two-page Spread
Trim: 17” x 11”
Bleed: 17.25” x 11.25”
(1/8” on all sides)
Live 16.75” x 10.75”

Quarter Page Square
Trim: 4.75” x 4.75”
Bleed: No Bleed

Half Page Vertical
Trim: 5” x 7.5”
Bleed: No Bleed
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Ad	Space	Reservation	Deadline	-	refer	to	“Editorial	Calendar”	
(Generally, the middle of the first week of the respective issue cover month)

Ad	Art	Deadline	-	refer	to	“Editorial	Calendar	
(Generally, the beginning of the second week of the respective issue cover month)

Ad	Size	Insertion	Frequency	and	Net	Price
  
  12	Times	  6	Times   3	Times	  Open
 Full	Page  $3,445    $3,650    $3,855   $4,055

1/2	Page  $2,225    $2,355    $2,485    $2,615

1/4	Page	 $1,190    $1,260    $1,330    $1,400

  12	Times   6	Times	  3	Times   Open
 
Outside	Back $4,233    $4,485    $4,731    $4,980
(cover 4) 

Inside	Front	 $3,955    $4,185    $4,420    $4,650
(cover 2) 

Inside	Back	 $3,595    $3,805    $4,020    $4,230
(cover 3)
 
Two-Page  $6,090    $6,450    $6,805    $7,165
Spread
	  

Rates

Cover	and	Spread	Rates

Note: all prices are net of agency commission
Note: all color charges are waived 

Advertisers will receive a full checking copy of each issue in which they appear.
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Editorial Calendar

Month Editorial Focus Space Close Materials 
Due

On Sale Date/
Bonus Dist.*

January Succession planning/Practice Mgmt. Jan. 4 Jan. 8 Jan. 18
February Marketing/communications Feb. 1 Feb. 5 Feb. 15
March Estate planning Mar. 8 Mar. 12 Mar. 22
April Investing April 5 April 9 April 19*
May Insurance May 3 May 7 May 17
June Budgeting/marketing June 7 June 11 June 21
July Technology July 5 July 9 July 19
August Financial planning/marketing Aug. 9 Aug. 13 Aug. 23
September Regulatory/legislative issues Sept. 6 Sept. 10 Sept. 20*
October Ethics/marketing Oct. 4 Oct. 8 Oct. 18
November Retirement planning/taxes Oct. 8 Nov. 12 Nov. 22
December Trends Dec 7 Dec. 7 Dec. 19

Investing: investment vehicles, risk, quantitative concepts, measures of investment returns, asset allocation and portfolio 
diversification, bond and stock valuation concepts, portfolio development and analysis, strategies 

Communications: attitudes, values, biases, and behavioral characteristics and the impact on financial planning; principles of 
communication and counseling

Insurance: risk exposures, health insurance and health care cost management, disability income insurance, LTC, annuities, life 
insurance, needs analysis, insurance policy and company selection

Budgeting: financial statements and cash flow management

Estate	Planning: property titling, property transfer, documents, gifting strategies, gift tax, incapacity planning, estate tax, estate 
liquidity, powers of appointment, trusts, charitable transfers, marital deduction, transfer techniques, generation-skipping transfer tax, 
fiduciaries, non-traditional relationships

Technology: hardware and software, websites, remote operations, reporting functions/automation

Marketing:	business operations/office management, budgeting processes/recordkeeping/compliance, business model design, 
leadership/management training, succession planning/practice valuation

Taxes: income-tax law, compliance, income-tax fundamentals and calculation, trusts and estates, basis, disposition of property, AMT, 
tax reduction/management techniques, passive activity and at-risk rules, special circumstances, charitable contributions and deductions

Financial	Planning: financial planning process, financing strategies, education planning, special circumstances (financial/succession 
planning for business owners, mortgage planning/reverse mortgages, bankruptcy, divorce/remarriage), economic concepts, compliance, 
business law, consumer protection laws

Retirement	Planning: needs analysis, Social Security, retirement plans, qualified plans, tax-advantaged retirement plans, regulatory 
considerations, investment considerations, distributions

For advertising/marketing opportunities, 
contact Ric Haines at 732.920.4236 or ric.haines@erhassoc.com. 

For information about editorial opportunities, contact Susan Weiner at 617.969.4509 or editor@napfa.org.
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The NAPFA Advisor is published monthly. Its editorial calendar reflects the general 
interests of Fee-Only, fiduciary financial advisors in North America, as well as the specific 
interests of NAPFA’s more than 3,100 members.

NAPFA welcomes submitted articles from experts in any topic germane to the RIA 
channel including—but not limited to—the topics listed on the previous page. Articles 
should be limited to 1,600 words, and they should be directed at a sophisticated audience 
of Fee-Only, comprehensive financial advisors. Tables, graphs, charts, and lists of websites 
“for further information” are valuable supplements to articles.

Please note that each issue of the NAPFA Advisor magazine is not limited to the focus top-
ics shown on the reverse side. Do not wait to submit an article for the issue in which your 
topic is featured; articles will be considered at the time they are submitted and might be 
used at any time.

The NAPFA Advisor magazine reserves First North American Serial Rights for 12 months 
following publication on contributed editorial.

Editorial Calendar: Submitted Articles

Upcoming Conferences:

For more on Conference Exhibitor Packages & 
Sponsorship Opportunities, contact: 

Ric Haines at 732.920.4236 or ric.haines@erhassoc.com


