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1. Introduction

A clearly defined Client Proposition is an essential part of any IFA business transition programme. The Retail Distribution Review (RDR) places a requirement on firms to explain the nature of the services they offer and how they charge for them. However, even without the RDR there are significant benefits to fully defining your proposition. Adviser firms have told us that by documenting the services they provide they have found it much easier to explain the value they add to clients. This has helped them introduce a fee-based structure and ongoing models (such as a retainer) with the result that they are building more sustainable businesses.

The aim of this Guide along with accompanying documents is to guide you through the process of defining your proposition to clients and identifying where you can add further value to the client relationship. 

Benefits of a Client Proposition.

· Helps you to decide exactly what services you are and are not going to provide.

· Enables you to explain to clients the services you are offering in a consistent way.

· Creates a framework for discussing with clients how you should be paid for the services you are providing to them.

· Build a more sustainable business model. 

Things you’ll need to do:

1: PLANNING

Generally, the roots of successful business practices and processes lie deep in the planning. The same is true of the Client Proposition process. 

· Read this AIFA FF>>WD Guide to Client Proposition. 

· Decide who in your firm is best suited to lead the Client Proposition process.

· Decide who in your firm will contribute to this process.  

· Decide if you need any external support – meeting facilitator, complementary professionals.

· Compile and publish an agenda to all contributors.

· Decide on the date for a provisional meeting to start the process.

· Publish an Activity Schedule for all future work and meetings.

2: IMPLEMENTATION 

Commence the Client Proposition process. Use the guide to help you complete the following recommended stages.

· Complete the Advice Process Workbook – This helps you document your current advice process and also helps you to identify areas for improvement and capture where you add value to the client. Once you have defined your new Client Proposition, the workbook will help you to document your new advice process. Download and save to your PC. 

www.aifaffwd/module4/clientprop/adviceprocess
· Complete the Client Proposition Workbook – This is a PowerPoint you can save to your PC. It will help you to communicate your skills, advice and service levels and charging structure effectively and persuasively to clients.

www.aifaffwd/module4/clienprop/clientprop
3. PROGRESS LOG

When you’ve completed Module 4: Client Proposition, update your AIFA FF>>WD Business Action Plan Wizard. It will suggest the next module you should complete.

How long will this module take?

This is dependent on a number of factors.

· The size of your firm.

· The availability and experience of those contributing to the process.

· The scope of your business transition ambitions.

· Whether you feel it more realistic to define your schedule by weeks i.e. start week 1 etc. or defining actual dates i.e. start on 1 November 2009. 

· The timetable overleaf contains the key tasks we suggest you complete as part of the Client Proposition process. You may find it useful to develop a top line schedule. 

The process may well be fluid so periodically review your schedule and update it.
	Task
	How long?
	Start
	Finish

	1. Agree the team, who will complete the Workbooks and take responsibility for sign off.
	
	
	

	2. Complete first draft of the Advice Process Workbook.
	
	
	

	2.1. Map the existing advice process.
	
	
	

	2.2. Identify process and systems improvements.
	
	
	

	2.3. Identify where you add value to the client.
	
	
	

	3. Define your new Client Proposition 
	
	
	

	3.1. Document the new advice process, in the Advice Process Workbook.
	
	
	

	3.2 Complete the first draft of the Client Proposition Workbook.
	
	
	

	4. Update Section 5 of the Module 4: Business Vision Template.
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 Assign one person (perhaps you) as the lead facilitator for the Client Proposition, but ensure you involve every member of the team, from administrators and paraplanners through to business owners to ensure you get everyone’s perspective. If you are a small firm this will be a simpler and quicker process.

Very small firms. You might consider comparing your thoughts and plans with trusted individuals you know or even other like-minded small companies – accountants, lawyers.
2. Defining your Client Proposition

This section will help you complete the:


Advice Process Workbook - www.aifaffwd/module4/clientprop/adviceprocess
	Client Proposition components
	
	How to go about it
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	Consider what type of adviser firm you want to be?
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	What do you do for your clients now?
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	Map your current stages of advice

Page 7
	
	Identify where you add value to the client.
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	Identify and record areas for improvement.
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	What will you do in the future

Page 10
	
	
Define your future Client Proposition.
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	Define your future service standards.
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	Document your new advice process.

Page 15

	
	
	
	
	
	
	

	How to communicate your client proposition.
Page 16
	
	Document your Client Proposition.

Page 16
	
	
	
	



Client Proposition Workbook - www.aifaffwd/module4/clientprop/workbook
In this module we look at the key components of your Client Proposition to be reviewed. This will include the additional areas you need to identify and create to help you define your Client Proposition. 

The chart below provides a guide to help you move from where you are now to a post RDR proposition. 
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 If you have more than one line of business e.g. individual and corporate financial planning, and treat each practice separately i.e. different business and operating model, then you will need to repeat the above process separately for each practice. 

What is your positioning?

The starting point will be to decide how you wish to position yourself which will determine your Client Proposition. You will already have started this process in Module 2: Business Vision. The demands of the RDR mean that it will be essential to be able to define the value you provide to your clients.

Consider what type of adviser firm you want to be.

Take time to consider the advice process you intend to adopt with your clients in future. Think about the type of adviser firm you want to be. Then you can start to position your service and look at how you will deliver your service promise to clients.

· Do you wish to be known as an investment adviser, financial planner, ethical or pension specialist etc?

· Will you offer a holistic approach to wealth management?

· What is your expertise e.g. group schemes, pre and at retirement planning, trust planning etc?

· Are there any new areas of advice / markets that you wish to pursue for new opportunities e.g. corporate financial planning, tax planning etc?     

· It will be important to distinguish yourself from other IFA firms. What is your differential i.e. how is your client service different and better and what is your competitive advantage? 
What type of investment advice are you offering?

If you decide to offer investment and pension advice then consider the investment process you intend to adopt to help deliver your Client Proposition moving forward.  

· What is the investment strategy e.g. passive, active, using model portfolios, a defined asset allocation approach, use of discretionary fund managers etc.?

· Do you intend to hold client money? If so, you will need to consider the regulatory implications that will go with this. What is the fund selection process and investment forecasting strategy?  

· Do you intend to regularly re-balance client portfolios? If so, how will this be supported and what due diligence will be conducted?

· You may need to review your risk profiling and psychometric testing techniques to ensure consistency in the approach to clients.  

Need inspiration? 

Here are some examples of how UK IFA firms have decided upon their positioning 

	Example 1:


	1. We aim to be a multi disciplinary model including solicitors and tax advisers alongside financial planning specialists.

2. The drivers for this transition include: recognition as professional, a business model with capital value.

3. A defined Client Proposition will have each element costed and paid for separately.

4. Robust processes will support the approach e.g. everything is electronic, all documents scanned with robust back-up process. 

	Example 2:


	1. We are a financial planning firm mainly advising on funds under advice, whether within pensions or an investment portfolio. Plus a mortgage and corporate division.

2. Our approach is to adopt an ‘actively managed investment strategy’ that uses a risk profile questionnaire to determine the asset allocation which then feeds into model portfolios.   

3. The firm has adopted a wrap proposition to reduce administration.

	Example 3:


	1. We are looking to transition to control our margins and increase profits.  

2. We don’t advise clients with free assets totaling under £100,000 because the fees would be disproportionate. 

3. A strict advice process allows the IFA to focus on client meetings and the bulk of the work is carried out by other qualified individuals. 

4. There are 4 stages to the advice process: discovery meeting, second stage of writing a plan broken down into estate protection and other wealth development issues. Followed by a planning meeting and final implementation process. 

5. We have associated non-regulated company to cover the legal work such as will writing. We also have a separate training company. 

6. We use an internally built ‘advanced investment strategy’, an asset allocation model and investment selection tool.




What do you do for your clients now?

Undertaking a review of your existing advice process will help you to understand where you add value. You will already have started this process in Module 1: Business Audit.
Although time intensive, this will enable you to redefine the process in the most efficient way. Look out for opportunities to filter out repetitive tasks and generally improve efficiency. 

( Use the Advice Process Workbook to document a) Where you add value, b) Where improvements should be made. 

Map your current stages of advice.

Map out the advice process, from your first contact with a client through to undertaking ongoing reviews. 

As you go through the process, consider ideas for the future i.e. where you could potentially add value in the client relationship – jot these down. You might want to maintain an ‘Opportunities Register’ where you keep a note of all of these ideas and how they are progressing. This will help with the later stages of the process defining new areas of your proposition and improvements.  

The 5 stage advice process (see overleaf) provides an example and some guidance. You may have process steps that are not included in the example, or you may combine some of the following steps or break the list down into more detail. 

[image: image3.png]


 

· Take into account all the different aspects of your process e.g. individual planning will be very different to corporate planning.

· Ensure you get input from the relevant members of the team, to help document the entire process and this will also facilitate early internal buy in to the transition.

· It might be easier to have one person in your organisation take charge of this exercise and have them interview the adviser / paraplanner / administrator to get the full picture of the process and time involved.   

	Example stages of advice
	Guidance notes

	STEP 1: First meeting – discovery / fact find.
	This can be labour intensive but critical in terms of gathering and setting the client’s goals, aspirations and ascertaining the current situation. Ensure that you detail the depth of work carried out at this stage including chasing for information from providers and clients and whether this is written communication or via calls. 

	STEP 2: Strategy, review and analysis.
	Fully map the steps taken in the strategy and review stage. This can include the research, separate risk and asset allocation analysis and cash-flow forecasting. This all goes towards building the financial plan. 

	STEP 3: The financial plan & reporting. 


	This can include everything from the preparation of reports, the financial plan itself and the recommendation meeting (providing clarification and answering any questions).

	STEP 4: Implementation of chosen financial plan. 


	A considerable amount of time can be spent setting up plans, which may involve complex transfers and arrangements to ensure the financial plan is set up correctly. 

	STEP 5: Ongoing reviews.


	A key part of building a recurring income will be defining the ongoing service. Under RDR, ongoing charges can only be levied where ongoing advice and reviews are provided.


Need inspiration? The following may be useful in documenting your advice process. The Institute of Financial Planning (IFP) has also created its own Six Step Financial Planning Process (see Appendix B).

Identify where you add value to the client.

Before defining your future Client Proposition, identify where you add value to the client relationship and where you could in the future. Clients will be more willing to pay for the services they value so it’s essential that you take time to consider this.

It is only when you have identified the benefit in the client relationship that you can start to consider the most appropriate fee structure for your Client Proposition. This will ensure the charging method matches with where the value is added and benefits the client.

The guidance notes overleaf will provide assistance. Working through the notes will help you think about the advice process you want to offer to your clients.

	Example stages of advice
	How you might add value / increase profitability

	First meeting – discovery / fact find.
	Many advisers offer the discovery meeting or fact find stage free, as it is an opportunity for the client to get to know the IFA. It is the first step in adding value to building the client / IFA relationship and potentially a flat fee could be charged. 

Increasingly, advisers are offering an introductory meeting where the adviser and the potential client get to know each other and decide if they are right for each other. It also gives the adviser the opportunity to explain their proposition and how they will be paid for their advice.

The client may complete a pre fact find, capturing details of existing policies and goals at a high level before the discovery meeting which would help determine the complexity and level of financial planning required.   

This approach reduces the risk that the adviser undertakes a lot of work without any assurance that the person is likely to become a client.

	Strategy, review and analysis.
	You have a vast amount of knowledge about financial planning, products, taxation and the like. It is easy to forget how valuable this is. So don’t forget that clients are paying for the combined expertise and knowledge of the adviser and team.

You may wish to charge separately for the time taken to obtain existing policy details, which could be based on the type of plan and your experience such as requesting and transferring servicing rights from closed books.

	The financial plan & reporting. 


	The fees charged should reflect all the thinking and analysis that has gone into creating a financial plan, and should include any work the paraplanner and administrator are involved with. 

	Implementation of chosen plan. 
	A separate fee could be charged for the implementation work either flat cost, percentage of funds and/or commission offset. 

	Ongoing reviews.


	Decide what level of service you are able to offer to your clients and structure this based on:

· Depth of advice.

· Frequency of reviews e.g. bi-annually, annually, quarterly.

· Detail of reviews e.g. policy statement, portfolio review and / or cash-flow model.

· Type of review e.g. face to face meeting, seminar style or remote communication.

· Access to support e.g. review of correspondence, available to answer queries via email, calls etc.

· Availability of support e.g. are there any limitations? 

· Communication method e.g. newsletter, online access to information. 


Identify and record areas for improvement.

Now that you’ve documented your existing advice process, are there any services that you are not currently offering that you might? Think about your clients and how you’ve segmented them and what additional services might add value. These may not be things that you would necessarily charge for – often something can have a high perceived value even if it doesn’t cost a great deal to provide. If you think of anything, add it to your Opportunities Register. 

Identify where improvements could be made to the process. Look to consolidate repetitive tasks, identify where standardisation is required or where new or improved technology systems could make a difference. 

The Checklist in Appendix A (See page 19) provides useful pointers and examples of some of the Advice Process elements which could be made more efficient using technology.

It is important to understand what services the client values the most and is willing to pay for. These may not be things that are immediately obvious to you so take some time to think about this and ask some of your better clients – you may be surprised by their answers.

Finally, it is important to bear in mind that clients are likely to find your fees more acceptable if they understand the work involved in building their financial plan. Providing details of the steps in the advice process within suitability reports helps. 

What will you do in the future?

A defined Client Proposition provides a tangible explanation of your service. If you can’t write down or explain your Client Proposition, how will clients understand what you are offering and what they are paying for? 

Think about what are you providing to clients now and would like to in the future. You will have captured some thoughts in the Opportunities Register, start to develop these ideas into a well defined Client Proposition.   

Define your future Client Proposition.

The following questions have been designed to help you to focus on some of the decisions you will need to make in defining your Client Proposition:

· Which areas of financial planning do you prefer to advise on? (e.g. holistic financial planning, corporate advice, tax and estate planning, investment and pension planning).

· Which areas might you think about outsourcing if they are not profitable or not part of your core offering? (e.g. long term care and equity release).

· Where do you add value to the client? (e.g. reviewing client requirements and identifying future priorities, creating a financial plan, lifetime cash-flow analysis, implementing advice strategy, saving tax).

· What additional service would you like to offer?  (e.g. online client servicing, tailored communication delivery, quarterly reviews).

· Which type of clients you would like to attract and which services would you like to offer them? (e.g. earnings and assets above a certain level, expecting to receive quality financial planning advice and full ongoing review, happy to pay a fee for this level of service).

· Does your current offering match their requirements? (e.g. a full analysis of their existing assets and requirements, an in depth financial plan, regular financial reviews, active monitoring of the performance of their assets).

· If not, what would you need to implement/change? (e.g. using a wrap/platform to help aggregate the assets to simplify and reduce the cost of ongoing servicing).

Treating Customers Fairly.

The principles of Treating Customers Fairly (TCF) are pivotal when developing and defining your Client Proposition. 

Ask yourself:

· How do we show that TCF is central to our proposition?

· How are we treating customers fairly?

· How do we implement TCF on a day-to-day basis and in all communications and dealings with clients?

Take each of the six TCF outcomes (See below) as defined by the FSA and see how they apply to your proposition and what else you could do to meet these expectations. 

· Outcome 1: Consumers can be confident that they are dealing with firms where the fair treatment of customers is central to the corporate culture.

· Outcome 2: Products and services marketed and sold are designed to meet the needs of identified consumer groups and are targeted accordingly.

· Outcome 3: Consumers are provided with clear information and are kept appropriately informed before, during and after the point of sale.

· Outcome 4: Where consumers receive advice, the advice is suitable and takes account of their circumstances.

· Outcome 5: Consumers are provided with products that perform as firms have led them to expect, and the associated service is both of an acceptable standard and as they have been led to expect.

· Outcome 6: Consumers do not face unreasonable post-sale barriers imposed by firms to change product, switch provider, submit a claim or make a complaint.

Other FSA expectations of TCF that need to be taken into account when defining your operating model, and what systems to have in place to meet these demands are:

· Expectation: TCF to be the responsibility of senior management.

· Expectation: TCF to be integrated within business culture.

· Expectation: Firms to have appropriate management information (MI) to test whether they are delivering on six TCF consumer outcomes.

· Expectation: MI to demonstrate to firms and FSA that they are consistently meeting TCF requirements.

· Expectation: Process to be in place to monitor MI and take affirmative action when required.

Useful sites for further information:

FSA self assessment tool -http://www.fsa.gov.uk/smallfirms/resources/factsheets/pdfs/tcf_tool.pdf
FSA document on examples of key risks, indicators, questions - 
http://www.fsa.gov.uk/pages/Doing/Regulated/tcf/pdf/examples.pdf
General information and help with TCF - www.tcfinfo.co.uk
Define your future service standards.

Now that you have started to define your Client Proposition, decide upon the level of service and the standard of service offered to clients. This should clearly set out what you will do for your clients at each stage of the advice process and the ongoing service options.

A key consideration will be whether you will offer a single proposition or a segmented service. A single proposition will generally be easier to manage. A segmented service allows you to tailor your service to match a client’s requirements. 

Decide on the levels of service based on your segmented client base (you will have conducted this exercise in Module 3: Client Segmentation). Identify what is included in your ideal / full offering, and pare back the services and costs according to the type of client and what you typically do for this type of client. You may decide to only include two levels, full-service or pay-as-you-go based on specific advice.  

Providing a basic service level can help to migrate pre-transition clients onto your new proposition, especially those who cannot afford to or wish to opt for the full service right away. The basic service tends to include specific tasks for a set / agreed cost, with no reviews or ongoing support. 

Need inspiration?

Here are some examples of how UK IFA firms have approached this:

	Example 1:


	Decided on a segmented proposition:

Comprehensive financial planning for £1,200 per year with annual face to face client meeting. 

Qualified financial planning for £600 per year with bi-annual meeting.  This is a lower cost version of the comprehensive financial planning service and is less in depth.  

Project work for a fixed agreed cost for one off events.  There is no ongoing service and it is left to the client to contact the IFA if they require more advice e.g. purchasing an annuity.  

The core of the financial planning for the comprehensive and qualified service is the lifetime cash-flow model.

	Example 2:


	Two propositions:

Ongoing client in a fee structure and receiving full service.

Or non-ongoing client charged an appropriate fee for a one off fixed activity.  

	Example 3:


	Two segments to the proposition:

Client relationship, one-off fee with no ongoing management.  Clients would pay additional amount when they wish to receive further advice or planning.

Family client, ongoing management of assets, wills and trusts. Consequently will involve family members. 

	Other examples: 
	· Four bands based on levels of service e.g. level 1 basic service newsletter, membership of a web based discount club and no valuation.

· Gold (minimum two reviews a year) Silver (1 annual review) and Bronze (transactional, with little or no reviews).

· Three levels of ongoing advice based on recurring income from £1,000 to £5,000.


Document your new advice process.

Now that you have defined your future Client Proposition and the service standards, the final step will be to document the new advice process. This will help clearly set out what you will do for your clients and what to charge at each stage of the advice process. You will need to do this for each line of business, e.g. individual / corporate. 

( Use the Advice Process Workbook for this exercise. 

1. Copy across your current advice process (from the first worksheet) to your new advice process (the second worksheet).

2. Add the new processes you have defined as part of your future Client Proposition.

3. Delete redundant processes that are NOT part of your new proposition. 

Once you have fully documented the new advice process, if you have decided to take a segmented approach to your service then record how the service will segment. This will document the level of service and the standard of service offered to clients at each stage of the advice process. 

Module 5: Pricing the Proposition will help to define what to charge for your new Client Proposition. 

3. Communicating your Client Proposition 

Your Client Proposition and service standard will need to be clearly communicated. It can add professionalism in client communication and provide confidence in the client remuneration discussion.  

How to communicate your Client Proposition?

You may wish to develop client specific literature that provides a compelling explanation of your service such as case studies, fact sheets or brochures to focus on the benefits of your service. 

Your Client Proposition should be:

· Transparent: A description of what you do for clients, when you will do it and how you add value to them e.g. frequency of review, adviser access, services that you offer. These services can include complete financial planning, tax and estate planning, financial independence, reducing risk and volatility. Core value services can include access to qualified financial advice offering clients peace of mind. 

· Clear: Use plain English. Avoid using financial services’ terminology and abbreviations. Think about how your client will read your literature. Does it provide the professionalism and reassurance you are aiming for?

· Compliant: This should take into account the compliance requirements of the RDR - disclosure of status - independent, restricted, simplified - and what this entails (e.g. full, limited or restricted analysis of the market), charging structure (adviser charging except for basic advice) and level of qualifications (e.g. QCF level 4).

· Relevant / Segmented: If you offer different levels of service clearly define and state what these are.

( Document your Client Proposition.

The final step is to document your Client Proposition using the Client Proposition Workbook. This will allow you to communicate your proposition in the most effective and persuasive way to demonstrate where and how you add value to the client. 

Module 7: Client Management Plan will provide more details on how to create a consistent and sustainable approach to managing your clients. 

Example of what your Client Proposition should include: 

· About them. What you expect from your client builds on the fact that you are building a relationship, not transacting a one-off product sale. It should be about how you can help the client and what you can do together to build the relationship. A sentiment along the lines of ‘helping us to help you’.  
· About us. Details of your service proposition e.g. financial planning, ethical investments. Emphasis on professionalism and expertise.  
· Our mission. Vision statement from Business Vision document. Could include a statement of what financial planning is. 
· What we can do for you?  Mapping out the advice process helps to manage the client’s expectation and for the client to engage with the advice process. This could either be a list of services and / or simple flow chart of the process and where you add value.
· How we charge? Details of your charging structure which will provide transparency and clarity on what and when you charge. This will need to be updated after completing Module 5: Pricing the Proposition. 
· Ongoing service. Details of the review service options e.g. depth of advice, frequency and type of review, access to support and communication method.

4. What have you achieved so far – and what next?

You have:

· Considered the key issues relating to important aspects of your Client Proposition. 

· An understanding of the ‘gap’ between your current practices and where you would like your business to be. 

· Identified areas where process improvements can be made. 

· Constructed a clear Client Proposition to build a client focused solution which is both profitable and sustainable, taking into account RDR compliance. 

· Created a transparent Client Proposition service standard that can be communicated clearly to clients.

What next?

· Update your Module 4: Client Proposition Task List.

· When you’ve completed your Module 4: Client Proposition, update your AIFA FF>>WD Wizard. It will suggest your next stage of the business transition process 

Appendix A - Embracing Technology

When you are reviewing your advice process and operating model there will be key considerations regarding how to improve your systems and where you can streamline and standardise your processes by embracing technology. You should analyse the systems you currently use to identify gaps and potential improvements that could be made to increase efficiency.

The following checklist provides examples of some of the processes / documents that could be standardised, the typical functionality and any relevant IT system that could be adopted.  Think about how to automate your processes, how to maximise technology to become more efficient. 

	Process
	Functionality / technology 

	Client engagement.
	Consider using a standard agenda / script and or presentation to use at the first meeting to focus on the service and benefits to the client. 

This can provide assistance with the fee discussion and help explain your proposition putting forward compelling arguments.

	Fact find / discovery. 


	When you are using paper based systems ensure that they are consistent, that a copy is scanned and stored against the client record as this will be easier to retrieve for administration and compliance purposes. 

A number of client management systems offer electronic fact finds and one of the obvious benefits is re-use of data with client reporting and research. 

	Client reporting. 
	Standardising financial reports allows the process to be repeatable, provides consistency and can reduce the compliance burden. 

There are a number of reporting systems that can assist with the automation.   

	Risk profiling and asset allocation.
	Look to standardise attitude to risk questionnaires including descriptions of the risk profile being used. 

Ensure that they are fully auditable. 

Potentially use stochastic modelling tools if this fits your advice process.

· What asset allocation and psychometric testing tools are used? Do these systems need to be adapted to fit your new business model?

If using third party tools IFAs should fully understand how these tools operate including the underlying assumptions and the impact on the outputs and details of the portfolio models and asset classes that are used. 


	Process
	Functionality / technology 

	Research / analysis process. 
	Review how you currently conduct research and analysis the client’s position and what improvement can be made. 

· What research systems are you using e.g. portals (quote and illustrations), rating agencies, product and pricing research tools etc? Are systems mandated or recommended? 

Automated tools can allow you to outline the client’s need/goals to determine the strategy more efficiently.

	Investment process. 
	· Are you looking to change / adapt your investment strategy? If so, which systems support your new operating model? 

Some IFAs that have transitioned successfully have a house view on their investment process which can reduce the compliance risk. 

This will include investment forecasting and fund selections tools. 

These tools could be sourced from third parties.  If using third party tools there should be clarity on the impact of charges, taxation and investment forecasting.  

	Client agreement.
	Getting clients to sign an agreement before undertaking any work ensures that they understand what you will deliver and the costs involved. 

This will reinforce your client proposition. 

	Compliance checks. 
	Automated compliance processes and checks can significantly improve efficiency. 

· Are you using an off the shelf or outsourced compliance system / firm? 

· Review your compliance processes to identify gaps and improvements? 

· Remember it will be easier to work with firms that fit your ethos.

	Implementation. 
	A number of products have new online business processes to speed up the submission process and also employ electronic ID and verification. 

Potentially using a wrap platform will help to aggregate the clients’ assets. 


	Process
	Functionality / technology 

	Client records (management and administration).


	· Where are client records held? e.g. which back office system is used?

· If client records are held in more than one client management system, is there a legitimate reason for this or will you need to conduct a consolidation exercise? This will have an impact on segmenting your clients. 

· If you are not using a back office system, then as a first step and priority you need to consider selecting and implementing one. Otherwise it will be virtually impossible to analyse your client base to any degree of depth.  

Consider how to get the best out of your back office and client management system to improve the service to clients. 

Your back office should integrate with the other systems to reduce the administration.

	Monitoring investments / portfolio reviews.  
	Consider what systems you will use to monitor client assets to simplify and take the pain out of the aggregation process. 

Tools offered by wrap platforms can help to rebalance the portfolio as well as aggregate the investments in real-time to provide that all important snap shot of the clients portfolio.

For stand alone policies and / or historical assets you can use electronic valuations which most providers have adopted. 


Other systems to analyse to identify gaps and potential solutions to improve efficiency:
Extranets

· What provider websites are used e.g. extranets?

· Do you have any policies on their use?

Platform/Wrap
· Do you use a platform or wrap? 

· How many? If more than one where are the consolidated records held (e.g. in your own back office system)?

· Has a due diligence test been conducted?

· When deciding on which platform to use, you should be clear what you want and expect to achieve. 

Appendix B – IFP Six Step Financial Planning Process

1. Establish and define the client-planner relationship.
The personal Financial Planner should clearly explain and document the services that he or she will provide to the client and define both his/her and the client’s responsibilities during the personal financial planning engagement. The personal Financial Planner should explain fully how he or she will be paid and by whom. Client and planner should agree on how long the professional relationship should last and on how decisions will be made. 

2. Gather client data, including goals.
The personal Financial Planner should ask for information about the client/s financial situation. Client’s and planner should mutually define the client’s personal and financial goals, understand the time frame for results and discuss, if relevant, how the client’s feel about risk. The personal Financial Planner should gather all the necessary documents before giving advice as needed. 

3. Analyse and evaluate financial status.
The personal Financial Planner should analyse the client’s information to assess their current situation and determine what they must do to meet their goals. Depending on what services client’s have asked for, this could include analysing assets, liabilities and cash flow, current insurance coverage, investments or tax strategies. 

4. Develop and present Financial Planning recommendations and/or alternatives.
The personal Financial Planner should offer financial planning recommendations that address their clients’ goals, based on the information you provide. The planner should go over the recommendations with their clients to help them understand so that they can make informed decisions. The planner should also listen to clients’ concerns and revise the recommendations as appropriate. 

5. Implement the Financial Planning recommendations.
The clients and the personal Financial Planner should agree on how the recommendations will be carried out. The planner may carry out the recommendations or serve as the clients’ coach, coordinating the process with them and other professionals such as lawyers, accountants or stockbrokers. 

6. Monitor the Financial Planning recommendations.
The client and the personal Financial Planner should agree on who will monitor progress towards the client’s goals. If the planner is in charge of the process, he or she should report to the client periodically to review their situation and adjust the recommendations, if needed, as their lives change.  
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