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DISCLAIMER

THE CONTENTS OF THIS GUIDE ARE INTENDED TO PROVIDE GENERAL INFORMATION ONLY.

This Guide was created by an estate planning lawyer (based
out of California). While we have done our best to modify the
seminar to be generic, it is the customer’s responsibility to
review the materials and make sure that the items and
practices are compliant with the current laws of his or her
state, as well as any other compliance rules that he or she
may be regulated by (such as the State Bar, Business and
Professions Code, CFP® Board of Standards, broker-dealer,
or any other securities or insurance regulatory authority).

The Ultimate Estate Planner, Inc., Kavesh, Minor & Otis, Inc.,
and Philip J. Kavesh are not responsible for the failure to
review the enclosed materials or its accuracy at the time of
use.
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