
T
he most well thought-through,
comprehensive, and creative finan-
cial plan isn’t worth the paper it’s

written on if a client fails to take owner-
ship and act on it. Nor can a plan succeed
if clients embrace it, but then consistently
shoot themselves in the foot, financially
speaking. These common occurrences can
stem from any number of factors, most of
which are embedded in the client’s “money
type,” according to Deborah L. Price, the
author of three books including Money
Therapy: Using the Eight Money Types to
Create Wealth and Prosperity, first published
in 2000.

Price spent 20 years as a financial advisor
with large investment firms, including Mer-
rill Lynch. More than a decade ago, she real-
ized that an enduring personal interest in
what makes people tick emotionally was
leading her toward developing and, ulti-
mately, providing a very different kind of
financial advisory service. She calls it money
coaching—a phrase others began using at
about the same time as Price, although not
with the same precise meaning.

Price says she has been deeply influ-
enced by the insights of Joseph Campbell,
the American scholar of “follow your bliss”
fame, and Carl Gustav Jung, the pioneering
Swiss psychiatrist and founder of analytical
psychology.

She launched her Money Coaching Insti-
tute in Petaluma, California, in 2001, and
has counseled several hundred clients since

then. In addition, more than 50 financial
planners have learned the rudiments of
financial coaching through the Institute,
Price says. Their aim is not to become bona
fide money coaches, but instead to under-
stand the general principles behind money
coaching for practical insights on client
behavior. More than 150 individuals have
taken the Money Coaching Institute’s 12-
week Internet-based training course to
equip them to be money coaches.

Price recently responded to the follow-
ing questions about her concept of money
coaching and its relationship to the work
of financial planners.

How does a money coach differ from a
financial planner?

There are more people calling themselves
“money coaches” today, though it doesn’t
necessarily have any meaning that people
readily understand. Titles and roles of
financial advisory professionals continue to
be a source of a lot of mystery and confu-
sion. One role of the money coach is to
separate a lot of that out, to help clients
discern what kind of financial profession-
als they need. The money coach plays a
role that’s very complementary to the
financial planner.

Financial planners are mostly interested in
helping clients arrive at a particular destina-
tion, like retirement. They are using clients’
income and assets as vehicles for getting
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What’s on her mind: “Financial
planners are mostly interested in help-
ing clients arrive at a particular destina-
tion, like retirement.They are using the
clients’ income and assets as vehicles for
getting there.The money coach is more
interested in why they want to go
there, and helping clients understand
and resolve any of the ‘potholes’—pat-
terns of beliefs or behaviors that they
have—that may prevent them from
arriving at that destination.”
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there. Money coaches are more interested in
why they want to go there and helping the
client understand and resolve any of the “pot-
holes”—patterns of beliefs or behaviors they
have that may prevent them from arriving at
that destination. In a perfect world, people
would have both a money coach and a finan-
cial planner, so any of those potholes that can
act as a saboteur in the background can be
overcome to the greatest extent possible. Our
goal is to work with clients so they can effec-
tively manage and change these behaviors.

How did you evolve from being a tra-
ditional financial advisor to develop-

ing the whole concept of the financial coach,
and then becoming one?

I have tremendous gratitude for the 20-plus
years I was a traditional financial advisor,
but it was never my true home. I ascer-
tained pretty early on that the financial serv-
ices industry was an incredible laboratory
for learning what intrigued me about
people, money, and behavior. I knew that
some type of work needed to be created to
help people with the psychology of money. I
didn’t know that I would personally pursue
this until the late 1990s, when it became
clear to me that the investment firms didn’t
have much interest in the psychology of
money. So I knew when I decided to take
this body of work on, I knew I had to do it
outside of my role as a traditional advisor.
One firm told me I had to decide who I
wanted to be. It was a friendly conversation.
They were concerned that my money coach-
ing would take away from the bottom line.
Also, there was some trepidation around the
liability and compliance issues. Today, I
think firms feel differently because they
know how important it is. The fields of neu-
roeconomics and behavioral finance have
advanced considerably in the last few years,
and with it an openness to explore other
ways of working with and understanding
clients.

You have written that creative people—
the “creator/artist money type,” from

your roster of money types—often have a pat-

tern of beliefs that creates “a block to the flow
of money.” What do you mean by “flow of
money?” Does everybody have a natural flow of
money that just needs to be tapped?

I personally believe that we all have a nat-
ural ability to have greater harmony with
money in our lives. We can learn to have
better access to money and to have
greater abundance. Unfortunately, not
everybody knows that this is true, or
knows how to access that flow. We have
aspects to ourselves that may act in con-
tradiction to, or that are competing with,
that harmony. The creator/artist is a good
example. This is someone who is generally
quite gifted and talented, but often has a
love/hate relationship with money and
holds an underlying resentment toward
the material world. It is very hard to
attract what we are actively repelled by or
resentful of. It defies logic. When people
harbor contradictory beliefs about money,
they often experience struggle rather than
abundance. 

In your experience introducing finan-
cial planners to the principles of

money coaching, what have you found to be
their most typical challenge in understanding
their clients’ impediments to achieving their
financial goals? 

Planners vary greatly in the level of inti-
macy they want to have with their clients.
Many will allow the planning process itself
to be what directs them, their client meet-
ings, and the way they work, as opposed to
a process of really getting to know who
their client is and how they operate around
money.  Money coaching is a process that
allows you to have greater understanding
and compassion for your clients and to
create strategies and structures for them
that make them less likely to veer off
course from their desired destination.

More broadly speaking, how might a
financial planner trained in the

principles of money coaching go about his or
her work differently from one who isn’t?
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Understanding Your
Clients’ Psychological
Profiles in Relationship
to Money

Deborah L. Price spent two decades
working as a financial advisor before
moving into money coaching—an
emerging field she has played an instru-
mental role in developing. Inspired by,
among others, Carl Jung and Joseph
Campbell, Price has developed a frame-
work for gaining insights into how
people deal with money from a psycho-
logical perspective, based on eight
“money types.” She believes that under-
standing these archetypes can yield
important insights that can help planners
serve their clients more effectively.
• Have you ever attempted to classify
your clients according to their psy-
chological profiles to help you work
with them more effectively?

• To what extent do you consider it
appropriate to try to “get into the
heads” of your clients?

• Have you gained any useful insights
into your clients’ emotional makeup
through their responses to the
stress caused by the 2008 stock
market crash?

• Have you ever counseled a client to
seek psychological help? If so, what
were the circumstances?

Discuss these topics with your col-
leagues. Go to www.FPAjournal.org
and to the April Talking Point in the
Community Forum.
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The following are abridged definitions
of the eight money types developed by
Deborah Price and her Money Coach-
ing Institute:

The Innocent

Innocents often live in denial, burying
their heads in the sand so they won’t
have to see what is going on around
them. They are easily overwhelmed by
financial information and rely heavily on
the advice and opinions of others.
Innocents are perhaps the most trust-
ing of all the money archetypes
because they do not see people or sit-
uations for what they are.  We all start
our journey in life as Innocents. 

The Victim

Victims are prone to living in the past
and blaming their financial woes on
external factors. Passive-aggressive
(prone to acting out their feelings in
passive ways rather than through direct
action) by nature, Victims often appear
disguised as Innocents, because they
seem so powerless and appear to
want others to take care of them.
However, this appearance is often
either a conscious or subconscious
ploy to get others to do for them
what they refuse to do for themselves.
More often than not, Victims have
been abused, betrayed, or have suf-
fered some great loss. The problem is
that they have never processed or
faced their pain, and so it has turned
on them. 

The Warrior 

The Warrior sets out to conquer the
money world and is usually seen as

successful in the business and financial
worlds. Warriors are adept investors,
focused, decisive, and in control.
Although Warriors will listen to advi-
sors, they make their own decisions
and rely on their own instincts and
resources to guide them. Warriors
often have difficulty recognizing the dif-
ference between what appears to be
an adversary and a worthy opponent. 

The Martyr 

Financially speaking, Martyrs usually
do more for others than they do for
themselves. They often rescue others
(a child, spouse, friend, partner) from
some circumstance or other. How-
ever, Martyrs do not always let go of
what they give and are repeatedly let
down when others fail to meet their
expectations. They have formed an
unconscious attachment to their own
suffering.
Martyrs tend to be perfectionists

and have high expectations of them-
selves and of others, which makes
them quite capable of realizing their
dreams because they put so much
energy into needing to be right.

The Fool

The Fool is really a combination of the
Innocent and the Warrior. Like the
Innocent, the Fool is often judgment-
impaired and has difficulty seeing the
truth about things. The primary differ-
ence between Fools and Innocents is
that Fools are relatively fearless in their
endeavors and remain eternal opti-
mists regardless of the circumstances. 
The Fool lives very much in the

moment and is quite unattached to
future outcome. Most of what Fools

pursue is for the simple pleasure of
doing it. 

The Creator/Artist

Creator/Artists are on a spiritual or
artistic path. They often find living in
the material world difficult and fre-
quently have a conflicted love/hate
relationship with money.
Creator/artists most fear being inau-
thentic or not true to themselves. The
Creator/Artist is constantly struggling
for financial survival. This is not
because they lack talent or ambition.
Too many people on the creative or
artistic path feel that money is bad or
lacking in spirituality.

The Tyrant

The Tyrant hoards money, using it to
manipulate and control others.
Although Tyrants may have everything
they need or desire, they never feel
complete, comfortable, or at peace.
The Tyrant’s greatest fear is loss of
control. Tyrants are often overdevel-
oped Warriors who have become
highly invested in their need for con-
trol and dominance. 

The Magician

The Magician is the ideal money type.
Magicians are fully awake and aware of
themselves and the world around
them. Magicians are armed with the
knowledge of the past, have made
peace with their personal histories, and
understand that their power exists
within, in their ability to see and live
the truth of who they are.

Money Type Definitions
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to be their own advocate. They like to have
you make all the decisions for them, and
not be too engaged. I found that to be very
dangerous as an advisor. I recommend that
when you work with an innocent, you have
an understanding of their money type and
know what those patterns are, and have an
agreement with the client that the goal is
to work as a team, and create a structure
for them. They’ll feel really good once
those expectations and agreements are
made, because they internalize and have a
lot of anxiety about this stuff. They just
don’t know what to do about it. They don’t
tend to be very upfront. They repress a lot
of their feelings, so you’ve got to be very
proactive with them.

Which of the money types tend to fare
the worst under the kind of turbulent

financial times in which we’re living?

The innocent, the fool, and victim money
types tend to get hit the hardest in this
kind of market. With the innocent—they
just want someone else to do it for them
and are not proactive on their own behalf.
The fool just takes too many risks—they
usually invest unsuitably and don’t do the
research. They tend to use strategies they
don’t understand and fail to see the poten-
tial consequences until it’s too late. The
victim generally expects bad things to
happen from the beginning, so they attract
a lot of negative experience to affirm their
beliefs.  They also like to be right. I some-
times think that victims would rather be
right than happy. The victim can be a very
problematic client. A planner would recog-
nize them as the people who come in who
have bad investment stories, in which
they’ve been victimized, but unfortunately
they are unable to take responsibility for

their own actions or decisions. Usually
they’ve made an unconscious decision
somewhere along the line which played a
part, intentionally or unintentionally, in
what happened. But I’m not talking about
people who got caught in the Madoff deal,
although I’d love to know their money
types. Unfortunately, even the savviest
investors couldn’t have seen him coming.
Without a doubt, Madoff is a tyrant money
type, which can be prone to unethical
behavior in order to meet their insatiable
desire for more money and power.
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