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Profile Interview

Walid L. Petiri

A Career Path in Financial Services

How did you enter financial services?
Since age twelve, I wanted to own my own
business. From the beginning of college, I
wanted to major in finance with the goal of
working in a profession where I could
provide for myself and my family and at the
same time, create wealth success strategies
for my clients. As a high school senior and
all through college I was always reading
about mutual funds and by the age of 21
purchased my very first mutual fund.
Right out of college the first business I owned
was an art distribution and publication
company distributing art to about 17 stores
from New York to Charlotte, North Carolina. I
entered financial services that same year in
1991 working for MBNA America, in their
Affinity Marketing Group, which was part of
their card services area. Following that was
my job for the Internal Revenue Service as a
tax examiner and then as a loan officer at a
financial institution. In 1998, I started to work
with American Express Financial Advisors,
which lead to the development of the my
financial advisory practice in existence today.
What was your educational background?
I have a double degree in Business; one is a
BS Management and the other is a BS in
Finance from Montclair State University.
While attending Montclair, a great influence
for me during that time was a professor by
the name of Dr. Aryeh Blumberg. I was
intrigued by his presentation on the concept
of Euro dollars and the fact that he went on
to present that concept to the United States
Congress during the 70s and early 80s.
Later, I went through the College of Financial
Planning to obtain the Accredited Asset
Management Specialist (AAMS) designation
to get additional knowledge and skill
development. I also received training from
American Express as a business financial
advisor and took advantage of all their
programs and training to become certified
as a business financial advisor.
What were your early job duties?
At MBNA I would market credit cards to
university alumni. These cards paid rewards
to the user and at the same time donations
would be made to the university based on
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what was spent. This affinity marketing
concept by MBNA was a precursor to the
rewards programs that we know of today
that are offered by many businesses.
MBNA was a great experience to learn
about marketing strategies, branding and
how companies can utilize marketing dollars
to take their product to market. Managing
this role and running my art company was a
challenge but they proved to be equally
beneficial learning experiences.
American Express Financial Advisors (AEFA)
taught me how they had advanced the art of
selling financial planning, using a fee-based
approach. I primarily provided financial
planning services to individuals and small
business by preparing a detailed financial
plan for a fee and then providing the financial

products to the client to implement the plan.
This approach was one that I wanted to
master and eventually bring to my own
business. AEFA (now Ameriprise) also taught
me the “business” of financial services, from
corporate business structure and processes,
to great concepts on how to focus a practice
to drive revenues and grow a sales business.
A lesson learned early on is that solutions
must be tailored to the client’s needs and
not the needs of myself or my employer.
Were you successful at first?
In general, when you’re young you do not
realize how fortunate you are to have
success early on in a sales driven culture
and thus how rare success is for anyone in
the business. My sales success at MBNA,
garnered me an opportunity to interview at
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their corporate headquarters in Newark, DE,
which I declined.
At American Express, I was also very
successful. In my first year, my total
production was in the top 10% of the
company. Later I found out from my
regional VP that I had the highest production
level of any African American advisor in the
history of the region at that time. Of course
a year later a first year advisor (female) had
an even better first year of production and I
was very happy for her success. In my
second year I earned the President’s Award
for outstanding quality of financial advice.
When starting my independent firm after
leaving AEFA, it took about 7 years of many
long days and many evening hours to get off
the ground and realize some financial
success. My company was started in the
year 2000 with zero clients and the dot
com bubble exploded during that first year.
A year later came terror attacks of 9/11.
Making it through the first 6 years in any
business is a success story in and of itself, so
those two events make my story even more
remarkable. I was and still am very thankful
to maintain and grow this small enterprise.
Who influenced you the most?
One influence during my tenure at AEFA
came by working alongside very experienced
veteran advisors, learning how they were
running their practices versus how other
advisors in the company were running their
practices. I was driven to learn more about
the business of how to provide quality
financial advice to individuals, institutions,
and small business owners. Having wanted
to own my own business since childhood,
starting a business seemed to be a natural
progression for me.
After leaving AEFA and starting Financial
Management Strategies, LLC a gentleman by
the name of Bob Maloney was a mentor
who in many ways influenced the structure
of my firm with his business advice and
sharing of his best practices. He taught me
how to set up fee-based consulting to small
businesses, the affluent and high net worth
clients including the format for the
agreements to use in a fee-based
consultative practice. He is considered one
of the top planners in the country and
teaches estate planning techniques and
business succession planning strategies to
other advisors through the National
Association of Personal Financial Advisors.
Another influence in my educational
background was through a visiting scholar at
my college by the name of Dr.Na’im Akbar.
He challenged me to not settle for just going
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to work for a major financial institution, but
to channel my motivation and build my own
company. He instilled the understanding
that it takes a lot of time, hard work and
dedication to build a successful business.
What were your major challenges?
Since I left AEFA under a very strongly
worded non-compete non-solicitation
agreement I literally started my independent
company with zero clients.
Another challenge early in my career was
wanting to be able to sell non-proprietary
products outside of the offerings of my then
employer in order to be able to always
provide the best solution for my client. It
became clear early on that the industry was
fraught with conflict between long term goals
of clients and short term sales goals of agents
— and the difference between just selling
something to someone to earn a commission
and advising them on the best course of
action which is sometimes to do nothing.
Some other challenges were the diminished
trust that consumers and businesses had
after the various scandals in the financial
services industry the past decade; and the
fact that I went in to business with a partner,
but who later backed out due to the
uneasiness of the marketplace after the
dot-com bubble exploded.
Otherwise the challenges that I have
experienced when building my business
were the art of building a business, finding
clients, servicing clients and providing good
objective actionable advice to clients in
order to grow my business.
Tell us about your current mode of
delivering professional service:
Financial Management Strategies (FMS) is a
Registered Investment Advisory firm in the
State of Maryland specializing in
comprehensive wealth management and
wealth preservation for individuals and small
businesses. We provide premium services
in financial planning, business consulting,
financial analysis and research, wealth
management and real estate development.
The practice was designed to help smart
people make smart decisions and to provide
solutions today for financial success
tomorrow. We strive to be able to provide
personalized advice in all areas of a client’s
financial life. We also create multidisciplinary
teams that include attorneys, accountants
and insurance providers in order to service
our clients better.
How do you acquire new clients now?

FMS has a web site, relationships with
centers of influence such as attorneys,
accountants, and insurance providers,
and other bankers & financial advisors
who refer clients to us and we refer
clients to them. We receive referrals
from current clients, we network within
organizations, write monthly newsletters
and submit articles to various publications
as part of our marketing campaigns, and
are just beginning to use LinkedIn to
professionally network.
We are always looking for new ways to
improve our strategies to market to
prospective clients. The need for a
comprehensive marketing plan is crucial to
effective sustainable business development,
along with branding, so people have FMS at
the “top of mind” when they are looking for
solutions and not just a product.
Tell us about your business
continuation plan?
Our business continuation plan consists of
third party custodians and asset allocation
strategies that are laid out by the client. If I
become incapacitated, the client would be
directed to select another advisor who can
help them monitor and continue with their
investment strategies.
For financial planning that is non-investment
management, our clients have documented
specifics and a written plan that the client
can take to another advisor in the event that
I cannot service them any longer.
What benefit of the IARFC has been of
greatest value?
The content and information that is shared
through the Register by members and
others of the financial services community is
a great benefit of the IARFC. Being a
member of the IARFC also helps to add
additional credibility to my practice.
The benefits of information sharing, the
variety of marketing, business development,
best practices, regardless of what size firm
you have, are also added benefits. It is
always helpful to hear from other planners
and service providers and that in turn
allows me to gain insight on the latest
trends in the industry.
What do you see for the Association in
the future?
I see increased membership and a stronger
effort to communicate to the public the
benefits of utilizing the services of IARFC
members as their trusted advisor.
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What should financial consultants be
doing In this economy?
Financial advisors should be focusing on the
quality of advice that they present. They
should operate as a fiduciary and put the
needs of their clients first before their own
short term economic interest.
Products are also becoming a commodity.
Historical business cycles say that once
products become a commodity, they
become the cheapest alternative. Just
because the product may be the cheapest
doesn’t mean it’s the best. Advisors need
to explain how to use these various types of
products and when to use them.
The recent SEC ruling on fiduciary standard
is long overdue and it is a must to have a
consistent standard especially when it comes
to delivering life altering advice. Financial
advisors need to differentiate themselves in
the marketplace as those who understand
long term and short term goals of the client
and are able to deliver effective advice that
will bridge the two to create lifetime wealth.
What will be the impact of technology
on financial advisors?
The use of technology allows for the
modernization of products and the increase
of the ability to explain to clients “how to”
and “why to” of the various products that
are available in the market place. Plans,
ideas and strategies can be constructed so
that clients can better achieve their
objectives. The value is in the advice, not
the investment performance.
Technology helps bridge the gap between
what is available out in the marketplace and
what makes the best sense for the client.
Technology allows the client and advisor to
access more information and more products
than what was previously available during
years past.

of the business with more mergers of
practices, smaller practices that will go out
of business, along with some smaller
practices that will grow rapidly over the
next 3-5 years.
What have you done to enhance
your reputation?
One of the greatest lessons learned from
my manager at American Express Financial
Advisors is to under promise and over
deliver! As my father taught me, do what
you say you are going to do. Follow
through on commitments, maintain and
uphold your integrity; this I believe (or at
least hope) has allowed me to build
credibility and trust amongst clients, centers
of influence, and peers.
Volunteering my time and resources to
different organizations or groups who
couldn’t afford financial advice or access to

What’s looming on the horizon for
our profession?
I expect continued migration from broker
dealers and wire houses to independent fee
based and fee-only advisories. There will
also be more consolidation in the RIA space
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■ S
 erve as either Investment Consultant
or committee member to some
Foundations, endowments, and other
non-profits.
■ Have been heard on WEAA (88.9 FM) as
a financial commentator.
■ Appeared on WMAR-TV 2 regarding the
2008 & 2009 economic downturn, and
MTA Commuter Connections (local public
access cable channel) regarding
residential land development.
■ Have been interviewed and quoted by
the Investment News magazine.
■ Written for the Journal of Personal,
Finance, the Register, and Popular,
Finance (of China).
■ Publish a monthly financial advice column
called the Foresight. 

HAVE YOU GOT ANY

SENSE?
Every member of the IARFC should subscribe to
Larry Doyle’s economic bulletin.

SENSE ON CENTS
Just go to

www.SenseOnCents.com
and subscribe by clicking on
the e-mail subscription request.

What do you advise an RFC to
concentrate on?
Any RFC should continually improve their
skills, expertise and focus on the value that
they can bring to their clients. Education
and learning are always at the forefront of
being the best service provider one can be.

resources is another way of building my
reputation and good will. Giving will always
come back to you in more ways that you
can imagine. As a result I:

The Cost Is… No Cents!
You may not agree with all of Larry’s
commentaries or those of other which
he presents. But you’ll never be
bored. Furthermore, you are going
to receive new economic information
from and extremely credible source.
Just Do It!
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