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hen Dale Alexander talks to his
peers about how he manages his

firm, jaws drop and smirks creep
across faces. Many advisers are skep-

tical of the unconventional way
Alexander runs his business. 

Nevertheless, Alexander has stayed true
to the business practices that have worked for him since
1995, and he's seen outstanding yearly growth as a result.

A LITTLE DIFFERENT
ªWe are weird. We're some weird birds in this indus try,º says
Alexander, president and founder of Woodstock, Ga.- based
Alexander & Company and EBA's 2007 Employee Benefit
Adviser of the Year. ªOther advisers question the m ethods we
use and how we do things and it's just kind of hard  to explain.
It's who we are.º

They are more than an employee benefit advisory fir m
that serves school districts. They consider themsel ves a fi-
nancial planning and technology firm Ð building web  sites,
enrollment systems and video communication material s. 

What's unique about Alexander is that he's focused on
the end user of the products, not just the employer  or the as-
sociation as a whole, says Bill Howell, president o f United
Benefit Advisors, of which Alexander is a member. 

ªHe is a tireless worker in putting the needs and w ants
of employees first,º adds Howell. 

For Alexander, his work is really all about financi al plan-
ning for the employee Ð in his case school system e mploy-
ees. Alexander's father was a school superintendent  and his
mother was a teacher. From a young age Alexander had a
great deal of respect for the work of school teachers, and
he saw first-hand how important advisers could be i n the
lives of educators. 

ªWe help school employees get more efficient use of
their insurance and investment dollars. It's not a mission
statement. It's a mission,º says Alexander. ªMissio n state-
ments are worthless. A mission is not.º

INFLUENCE IS EVERYTHING
He runs his business the way he does because it would be
impossible for him to do it any other way, he says.  It would
be against his nature. 

Alexander doesn't chase business. He doesn't even have
a sales force. Instead, Alexander goes to school conferences
and gives speeches about his company. 

ªIndividually, our people are the best at what they  do.
Collectively, they're unbelievable. And all I have to do is go
out and tell our story,º says Alexander.

But Alexander realizes that his passion for giving in-

spiring speeches about running his business and the  work
of teachers does help his business. Despite this admission,
it's not the reason he does it. It's just because t hat's who he
is and the only way he can operate. 

ªI speak at educational conferences and different c on-
ferences throughout the country. Every now and agai n peo-
ple say, `Wow you get to speak at these conferences? What
a hook! That's a great sales tactic.' Hooks have nothing to
do with it. I speak because I want to try and chang e peo-
ple's lives ... ultimately people know when you wan t to help
them,º says Alexander.

ALEXANDER & COMPANY 
Despite his refusal to actively solicit business an d his com-
mitment to letting his good intentions do the selli ng for
him, Alexander & Company sees considerable yearly growth
and is extremely successful. The firm works only wi th school
systems and currently has 46, averaging about 1,000 em-
ployees each. He typically adds five per year. 

ªHe has a unique system of getting clients and keep ing
them through referrals and seminars,º says Roger Schultz,
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president and CEO of BenefitStream, and a long-time  friend
of Alexander.

Alexander & Company also has a process of training
benefit staff to make wise benefit selections for t heir employ-
ees. He helps schools get rid of useless plans purchased in
the past and only select plans that support the emp loyees'

core, financial needs. For the most part, he deals with health
and wellness insurance benefits, but has an expandi ng in-
terest in 403(b)7 custodial mutual funds.

Maybe stemming from his love of public speaking,
Alexander sees employee communication as a critical  com-
ponent of his services. He has developed online vid eo
streaming for benefit communication for employees. He
also takes surveys of employee understanding of benefits,
hosts educational sessions at the worksite, offers Web-based
enrollment and benefit information and runs four la rge
seminars each year to educate HR professionals. 

Alexander has packaged all of his educational mater i-
als into printed modules for his staff and the HR s taff of his
clients.

ªHe is an innovator and has a vision that he is com -
mitted to,º says Schultz.

Alexander believes it's important to bring a lot to  the
table for employees and employers. Enrollment meeti ngs are
employees' one shot to sit down with a professional  and
talk about what they should be doing with their mon ey, says
Alexander. Advisers need to realize the immense power and
influence they have on these peoples' lives and let  that guide
their business, rather than just looking at what ev eryone
else is doing. 

ªBrokers will win if they're willing to think diffe rently.
Get up. Do it better. And you'll win,º says Alexander. 

JUST LIKE HOME
Alexander takes a hands-off approach with his 21 
employees. 

ªHire great people, give them as few rules as possible
and let them do their job. We have no set vacation days. I
don't know how many days people take off. They may take
two months, they may take two days. I don't know an d I
don't really care. We don't have set hours. You com e and go,º
says Alexander.

Instead of monitoring their hours, Alexander just t ells
them what they need to do and gets out of the way. If peo-
ple don't do what they're supposed to, Alexander sa ys they
usually leave because they are uncomfortable with t he hands-
off work environment. 

Despite the fact they can come and go as they please,
most employees don't mind
spending their day at the
Alexander & Company of-
fices. That's because he has
tried to make the workplace
as comfortable as possible
for his employees Ð a fully
stocked kitchen, candy,

drinks and perks like free manicures at meetings he lp make
the Alexander worksite inviting. Even Alexander sli ps and
says ªhomeº instead of ªofficeº when describing it.  He also
rewards employees with trips if they've done a part icularly
good job. 

KEEP IT SIMPLE
Much like his aversion to chopping up his firm into  differ-
ent divisions, Alexander strives to keep his busine ss philos-
ophy simple. 

ªI read all these articles and it seems like it's a trophy, how
many [boards and associations] you can be on,º says Alexander.
ªRight now I want to run a successful business, but  I'm also let-
ting some opportunities wait. The only board I want  to serve
on right now is my family's dinner table.º

Advisers need to realize that it's not all about ra tes, but
their reputation that is most important, says Alexa nder. He
often talks about focusing on what value he can bri ng to clients
rather than how many clients he can get. Influence pays off
more in the end. 

If advisers focused on what he calls ªvalue shareº versus
market share, they would do what Alexander & Compan y does
everyday: ªWe wake up, take what we do, tear it apart and
make it better. We don't have [designated] sales people we just
do what we do and try to make it better.º

Schultz was not only the broker for Alexander's fat her's
school district, but he also mentored Alexander as he start-
ed his benefits business. ªI've watched [Alexander]  and his
benefit practice develop, starting from scratch and  now to-
day where it's very robust and successful,º says Schultz. ªI've
been able to observe his ethical guidelines and the  princi-
pals by which he operates, his integrity. And he is  remark-
able in that sense. He's totally unselfish. He alwa ys does
what's best for his clients, number one and his emp loyees,
number two.º  EBA
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ªBrokers will win if they're willing      
to think differently. Get up. 

Do it better. And you'll win.º


